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COLOMBIA, THE LAND of 


Careful cultivation Constant experimentation .. 


Assure perfect quality the year ‘round 


NATIONAL FEDERATION 
OF COFFEE GROWERS OF COLOMBIA 


Member of Pan American Coffee Bureau 
120 WALL STREET * NEW YORK 5, N. Y, 
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J. ARON & COMPANY, INC. 


J. ARON & COMPANY. INC. 


Coffee Importers 


GREEN COFFEES FROM ALL OVER THE WORLD 


NEW ORLEANS SAN FRANCISCO 


NEW YORK 


NEW YORK Direct Representation NEW ORLEANS 


9| Wall Street SANTOS 336 Magazine Street 
SAN FRANCISCO Rio de JANEIRO CHICAGO 
242 California Street PARANAGUA 404 No. Wells Street 


in Coffee Producing Countries all over the World. 


Offices of Representatives 
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(his bag of coffee 


went to market...ff 


A & S bags are designed for quick selling. From 
their tightly pasted bottoms to their neatly closing 
tops, they vibrate with sales appeal, sparked by the 
crisp, brilliantly printed A & S designs. 

In a competitive market, where the pennies saved 
make the difference between breaking even and 
making a profit, bagged coffee is an absolute must. 
And with A & S bags you get not only the penny- 
wise shopper, but also the impulse buyer who 
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reaches for the first bag that catches her eye. 

Arkell & Smiths packaging men are perfectionist. 
This is why we maintain extensive design and print- 
ing facilities, staffed by teams of quality-minded 
technicians. And this is also why A & S bags stand 
out in a crowd! 

Why not let us put our 100 years of coffee bag 
manufacturing experience to work for you. Send for 
samples of our bag artistry and judge for yourself! 


ARKELL“SMITHS 


Executive Offices: 500 Fifth Ave., New York 36 


Manufacturing Plants at: 
Canajoharie, N. Y. + Wellsburg, W. Va. 
Mobile, Ala. + Hudson Falls, N. Y. 


The Oldest Name iv Paper Bag” 


FOR ADDITIONAL INFORMATION, WRITE TO ARKELL & SMITHS, PACKAGING DIVISION, CAWAJOHARIE, NEW 
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ROBUSTA COFFEE 
from 


Ivory Coast 


Improved Uniform Quality 


Sweet Drinking 


Source of the Increasingly Popular 
Neutral Type for Blending 


CHAMBER OF COMMERCE 


POST BOX 1399, ABIDJAN, IVORY COAST, FRENCH WEST AFRICA 


UNITED STATES REPRESENTATIVE FRENCH OVERSEAS TERRITORIES DIVISION 
COMMERCIAL COUNSELOR TO THE FRENCH EMBASSY, 610 FIFTH AVE., N. Y. 20, N. Y., Cl 5-7974 
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the Repeated Choice 


of Exacting 
Coffee Roasters 


OASTERS from coast to coast 

large national distributors as well 
as sectional and local Roasters 

reorder Gump Coffee Granulizers when 

ever they need additional grinding ca 

pacity! This tradewide preference 1s 

convincing proof of the consistent high 

quality of grinds and the operating econ 
omies of Gump Coffee Granulizers 


Now, the new Style “E’ models offer 
additional advantages sectional 
grinding head, simplified inspection, 
cleaning and maintenance, and cooler 
grinding . . . ddded reasons for speci- 
fying Gump Coffee Granulizers for all 
grinding requirements 


If you, too, are interested in flavor 
ful, clean-cut, uniform grinds, as well 
as lower production costs—check up on 
Gump Coffee Granulizers today. Re 
member that hundreds of coffee Roast 
ers depend on Granulizers exclusively 
These dependable and durable machines 
will be the right answer to your grind- 
ing problems, too. We'll gladly give 
you complete details and recommenda 
tions on the model exactly suited to your 


production requirements. Write today 


GUMP COFFEE GRANULIZERS 


Now Better than Ever 


More than Ever Your Best Buy in Coffee Grinding Equipment 


GU MP 13125: cicero Avene, chicago 5, tints 


Engineers and Manufacturers Since 1872 
GUMP RAY-NOX COFFEE ROASTERS + GUMP COFFEE GRANULIZERS + IDEAL GREEN COFFEE CLEANERS 
BAR-NUN “‘AUTO-CHECK’’ NET WEIGHERS + BAR-NUN BAG FEEDERS, OPENERS AND WEIGHERS 

DRAVER COFFEE BLENDING SYSTEMS + ELEVATORS AND CONVEYORS + EDTBAUER-DUPLEX NET WEIGHERS 
NOVEMBER, 1956 5 


- 
‘ 
the 


Tests and 
experiments 
conducted here... 


EXPERIMENTAL STATION AT GARNICA (KALAPA, VERACRUZ) 
In front, Processing Plant; in the background, Central Laboratory Building 


... result in finer coffee here. 
That's why Mexican coffees are 
known for their fine Quality 

and Flavor. Ask your Importer. 


CY a) 


Our best wishes to the National Coffee 
Association for a successful 1956 Convention. 


NATIONAL COFFEE COMMISSION of MEXICO 


Guanajuato No. 244, Mexico 7, D.F. 120 Wall Street, New York 5, N. Y. 


Member; Pan-American Coffee Bureau 


Federacion Cafetalera de America 
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Brews...Decants.. 
Rinses Clean... 


Now, for the first time... truly automatic coffee-brewing is pos- 
sible without sacrificing superb cup quality! 


In just 31/, minutes, you have 12 cups of rich-flavored SILEX- 


brewed coffee all set to delight customers. And the new SILEX 
AUTOMATIC is set almost instantly to brew 12 more! 


Saves time... labor. . 


. money! Ideal for swift, on-the-spot 


service! A “must” for your up-to-the-minute restaurant equipment! 


® MAKES 120 CUPS PER HOUR, TAKES STANDARD 12-CUP COFFEE PACKS 


1. Bottom water-injection for 
maximum extraction 
Ready to start . . . standard 
12-cup SILEX-grind coffee 
pack in brewing chamber... 
water preheated to correct 
brewing temperature. 
NOVEMBER 


2. Uniform water measurement 


Water injected into brewing 
chamber under slight agita- 
tion... electrically measured. 


3. Controlled brewing 


3%y-minute infusion period 
to assure full flavor extrac- 
tion .. . aroma-sealed brew- 
ing chamber. 


For further information, write: THE SILEX COMPANY, HARTFORD 2, CONN. 


in Canada: The Silex Company, Lid., therville, P. Q. 


4. Cloth-filtered brew 


Delivers 12 full cups of SILEX 
coffee automatically, with 
vacuum-brewed clarity. 


5. Automatic cleaning 


Cold water line pressure rinse 
flushes grounds away, cleans 
filter cloth 
chamber. 


and brewing 
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LEON ISRAEL & BROS., INC. 


IMPORTERS 


NEW YORK SAN FRANCISCO NEW ORLEANS 
101 FRONT STREET 160 CALIFORNIA STREET 300 MAGAZINE STREET 


MEMBER OF 


NGA 


AGENTS FOR 


LEON ISRAEL AGRICOLA E EXPORTADORA S/A (BRAZIL) 


Coffee Planters @ Exporters 


SANTOS RIO DE JANEIRO PARANAGUA ANGRA DOS REIS 


ISRAEL (LONDON) LTD. General Agents for Europe 110 Cannon Street, London, E. C. 4, England 
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America's Finest Coffees 
are by 


More than 35 of America’s leading coffee producers 
have selected Stokeswrap to package their 

brands for restaurant use. They have discovered 
how Stokeswrap not only makes a package 

easy and convenient to use, but also assures 
precise and accurate fill. 


At a speed of 3000 or more units per hour 
in one continuous automatic operation, 
Stokeswrap forms and fills the package with a 
precisely controlled amount of coffee, then 
tightly and securely seals it. Printed or 
unprinted pouch paper, cellophane, pliofilm 

or other heat sealing material may be used... 
single, double or laminated. Special equipment 
to gas the package with carbon dioxide 

is supplied if desired. 


While most restaurant packages for glassmaker 
coffee are 3-ounce size, Stokeswrap will package 
up to a half-pound as required with either ‘ , 
auger or centrifugal feed. The same machine WHITE TOWER 
can be used for making packages for instant we 


coffee as well as for glass coffee makers. COFFEE 
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Partial list of coffee brands 
packaged by Stokeswrap 


Duncan La Touraine Superior 
Maxwell House Ehlers Gold Prize 


Continental Star King 
Boscul Old Dutch Aborns 
: Martinson Wilkins White Tower 
Write for your copy of the new Chase & Sanborn Edmands Reilly's 


8-page Stokeswrap catalog 
P-801 with complete 
application and 
specification 
details. 


‘STOKES SMITH co. 


4920-N SUMMERDALE AVENUE, PHILADELPHIA 24, PA. 
Pacific Coost: SIMPLEX PACKAGING MACHINERY, INC., 534—23rd AVE., OAKLAND 6, CALIF. 


SUBEIOIARY OF MACHINERY ANG CHEMICAL CORPORATION 
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GREETINGS 


to the 1956 Convention 
National Coffee Association 


C.A. MACKEY & CO.,INC. 


111 WALL ST. 
NEW YORK, N. Y. 


NEW ORLEANS, LA. 


PORT AU PRINCE, HAITI 


CIUDAD TRUJILLO, 
DOMINICAN REPUBLIC 


COFFEE & TEA INDUSTRIES ar 
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EAST AFRICA/U.S.A. ATLANTIC & GULF SERVICES 


TWO SEPARATE FAST MONTHLY 
REGULAR SERVICES BETWEEN 
PORTS IN SOUTH & EAST AFRICA 
& MADAGASCAR 
AND U. S. ATLANTIC & 
GULF SEABOARD: 


MADAGASCAR - SOUTH AFRICA/ 
UNITED STATES ATLANTIC & 
GULF SERVICE 


Offering monthly sailings from 
Majunga, Tamatave, Fort Dauphin 
and other Madagascan ports; 
Lourenco Marques, Durban, 
East London, Port Elizabeth and 
Capetown to Boston, New York, 
Baltimore, New Orleans, 
Galveston, Houston and other 
U. Atlantic & Gulf ports. 


EAST AFRICA/UNITED STATES 
ATLANTIC & GULF SERVICE 


Offering monthly sailings via the 
Suez Canal from Lourenco Marques, 
Beira, Dar-es-Salaam, Tanga, 
Mombasa, Djibouti and Assab 
to Boston, New York, Baltimore, 
New Orleans, Galveston, Houston 
and other U. S. Atlantic & 
Gulf ports. 


For sailing dates please consult 


TANGA 


DAR-ES-SALAAM 


DIEGO SUAREZ 


local listings of contact: 


SAGUS MARINE CORP. 


NEW YORK,NY. 


LOURENCO 
MARQUES 


CALL WH 3.86330 


SAGUS MARINE CORPORATION 


GENERAL AGENTS USA, . 26 BROADWAY, NEW YORK 4, NY. 
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SCHAEFER 
KLAUSSMANN CO, INC. 


* 99 WALL STREET, NEW YORK 5, NEW YORK 
* 302 MAGAZINE STREET, NEW ORLEANS 12, LA. 


Coffee Importers Agents 
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New Direct Appeal To Promote 


COFFEE FOR HOLIDAY 
HIGHWAY SAFETY! 


Coast-to-Coast radio advertising will 
back this big Holiday Highway Safety 
Campaign for Coffee! Millions of people 
will hear it at home and in their cars — 
“Stay Alert! Stay Alive! ... make it 
coffee when you drive” to the tune of 
“Jingle Bells” on the weekends before 
Christmas and the New Year. 

Tie in with this worthwhile public 
safety program. Use the helpful material 
shown to win new friends for your brand 
and help cut the holiday accident toll. 

You will soon receive sample material 
including a recording and an order blank. 


STAY ALERT! 
STAY ALIVE! 


Radio Commercial — Coffee strikes an important new note for Holiday Safety 
to the tune of “Jingle Bells” with this 20-second open-end commercial. 
Recordings will be available for you to use on your local stations. 


Make it COFFEE 
when you drive! 


MAKE IT COFFEE WHEN YOU DRIVE Siiaarenenmmns 


Bumper-Strip Streamer — Colorful 18” x 3%” streamer Newspaper Mat —This Holiday Safety 
with Kleen-stick back for use on cars, trucks, in ad can be used in your customers’ 
store displays, back-of-bar posters, bumpers, and regular ads or sponsored by you 


other locations. This year, promote Holiday Safety with your own brand imprint. 200- 
with Coffee! lines. Order now! 


ALERT! STAY ALIVE! 


PAN-AMERICAN COFFEE BUREAU, 120 WALL STREET, NEW YORK 5, N. Y. + BRAZIL + COLOMBIA + COSTA RICA 
CUBA + DOMINICAN REPUBLIC +» ECUADOR + EL SALVADOR + GUATEMALA + HONDURAS + MEXICO + VENEZUELA 
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Ohanksgiving Greetings 


to all in the coffee industry 


and Best Wishes to the 
OFFICERS, DIRECTORS AND MEMBERS OF 


THE NATIONAL Corree ASSOCIATION OF UL. S. A. 


IN CONVENTION AT BOCA RATON, FLORIDA 
NOVEMBER 26th - 29th 


We ARE THANKFUL FOR YOUR GOOD WILL 


Ruffner, McDowell & Burch, Inc. 


NEW YORK: 98 Front Street CHICAGO: 408 W. Grand Ave. 
SAN FRANCISCO: 214 Front Street NEW ORLEANS: 419 Gravier St. 
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Complete facilities 


for the handling 
of all transactions 
incidental to the 
importation of tea, 
coffee and other 


commodities.... 


Manufacturers Trust Company 


Representative Offices: London, Tokyo, Rome, Frankfurt a. M. 


International Banking Department: 55 Broad Street, New York City 


Member Federal Deposit Insurance Corporation 
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LAMOFOIL BAG 
“Flexible can” of reverse 
printed acetate laminated 
to bright foil 


FLAV-0-TAINER 
Bleached kraft bag lined with 
Pliofilm* for protection 


Not only does Continental make a pack- 
age for almost every kind of product, we 
also make a variety of packages for one 
product. 

Take these two coffee bags, for 
instance. “Flexible cans” of gleaming 
Lamofoil make real standouts on the 
shelf. They are bound to sell because they 
attract the customers and let them know 
that this is a quality product. On the other 


against oxygen 


hand, Flav-o-tainer bags of printed 
bleached kraft look like a bargain. They'll 
pick up many, many impulse sales among 
the bargain shoppers. Both packages are 
tops in preserving freshness. And both 
have the extra sales appeal of crisp, bright 
Shellmar-Betner printing. 

Whatever your flexible packaging 
needs, we can fill them at Continental. 
Call us today. 


*TM, THE GOODYEAR T. & R. CO. 


CONTINENTAL (C CAN COMPANY 


A PACK FOR EVERY PRICE RANGE AT CONTINENTAL 


SHELLMAR- BETNER DIVISION 


QUALITY PRINTERS AND CONVERTERS OF FLEXIBLE PACKAGING MATERIALS 
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YOURS for the asking Formerly THE SPICE MILL 


The booklets listed below contain special 
tzed, detailed information on various sub 
jects. This literature 1s yours for the 


asking. Merely fill ont the conpon avd mail ) F ' € Za T 


] NEW COPPER ROASTER 


USTRIE 


An illustrated folder describes a new 
coffee roaster, B. F. Gump Co.'s Ray-Nox 
The folder tells about the method of roast 
ing used in the Ray-Nox Roaster, and 
other features of Operation and construction, 
including recording thermometers and con 
trols. B. F. Gump Co., 1325 S. Cicero 
Avenue, Chicago 50, Il 


Vol. 79, No. 
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79th Year 


A new state of mind—Lindsay 


Report on 1956 Tea Convention 


2 AUTOMATIC BAGGER 
Teas I'ry helping them—Laughery 52 
_ This illustrated folder describes a flat bag Budget lag hobbles tea 18 Research: key to better coffee 
filling and sealing machine which is fully Summary of 11th annual —Lockhart 53 
1utomatic The filling and sealing are Tea Association meet Pushbutton coffee plants 
at aling ‘ a co at 
of both. It The new hot tea campaign 21 Coffee can progress—Roberts 85 
aging coffee for glass coffee-makers. Ulbeco, Jones on the promotion Better coffee bag design- Barnett 87 
Inc {84 State Highway #17, Paramus for the 1956-57 season Jars for instant coffee—Wilhelm 89 
N. J What's happening to production? 23 ~~ Instant coffee status report—Spiller.. 90 
Compton on output of smaller One-cup instants come of age 
countries at world tea panel ._~ Mason 93 
Meeting India’s seasonal handicap World coffee trends—Viton 101 
—Thomson 25 Coffee production technology 
3 MODEKN WILLING MACHINES Ceylon tea changes, trends—Halloran 27 —Sylvain 103 
This illustrated, four-page folder de Overcoming obstacles in Indonesia International isteves 105 
scribes various kinds of filling machines —PFrank 28 Coffee's most dynamic period 
for packaging Publicity for tea—Rosen 29 Mejia 109 
nts mong mac ines ire universa Partnership for profit—Eller What's happening to coffee 
illers, automatic augar feeds, automatic de- in Europe? 126 
People made the c 
plex units, automatic tight wrappers and aie e convention 32 Coffee roasting in Europe 128 
others. Stokes and Smith Co., 4900 Sum Mare imagination in 
merdale Ave., Philadelphia 24. Sewer 135 
NCA's 46th Convention Coffee by ocean freight—Beatty 139 
(This is a partial list only. Coffee by “piggy back”—Lyons 145 
A full table of contents ap- 
4—samp.e TesTING pears on Page 41.) Other articles 
Sample testing equipment for coffee and Keynote: “Just one more” FI | 175 
tea companies is described in a four-page —McKiernan 42 solvents 
illustrated folder. Covered are sample roast- NCA convention program 43 . eer oa he key 
spects o 
ers, testing tables, grinders, sieves, kettle 45 = 
yutfits, cuspidors, etc. Among the illus Sellj 6 Preserved ginger 
trations is that of a typical coffee testing ny Ee SOR SRe Part 2 of a comprehensive 
room. Jabez Burns & Sons, Inc., se Ave Teaching the consumer—Sa 49 review of this spice product 


nue at 43rd St., New York 36, N. Y 
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5 THE MAGIC BEAN Representatives: New Orleans W. McKennon, 627 Dumaine St.; California Mark M 

A colorful 16-page, cartoon-style booklet Hall, 1215 Shattuck Ave., Berkeley, Calif.; Chicago Harry T. Lane, 141 W. Jackson St 
“The Magic Bean” is being distributed to Mexico City — | slas Grahame. Apartado 269: Rio de Jeneiro A Sampaio Filt << 
members of the trade, Illustrations graph Rua Quitendo 191; Santee Catunde, Praca Meuse, 29-5/217 


ically depict the coffee story from seed to 


cup and other interesting information. Back 
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Tea’s 1956 convention: A “highlight” report 


budget lag hobbles tea 


industry drive 


to expand U. S. market, convention hears 


One of the best conventions yet—if not the best. 

That was the way many members of the trade ranked the 
11th annual convention of the Tea Association of the 
U.S.A., held at Wentworth-by-the-Sea, Portsmouth, N. H 

This opinion was frequent and firm, in spite of weather 
with a raw edge and some unexpected handicaps in facilities 

Incoming President Edward C. Parker, taking office at 
the final session, put into words the feelings of the assembled 
tea men 

“T am now convinced that we could hold a successful 
convention in a tent, if we had to.” 

Behind this enthusiasm were several factors. Attendance 
was considerably larger than last year, and more repre 
sentative, Business sessions were approached with con 
tinuing, serious interest: all three meetings were filled to 
standing room when the chairman of the day rapped the 
opening gavel. And the social program carried forward 
the tea convention tradition of rollicking fun. 

The convention took frank measure of the trend in tea 
sales, noted that it was not keeping pace with the increase 
in total food store volume, and pointed to lags in adver 
tising appropriations and gaps in merchandising policies 

A panel on world tea production picked out decisive 
trends among the large and sma!l producers, and turned 
up a suggested solution to India’s seasonal handicap in 
marketing her teas in the United States, 

Along with Mr. Parker as president, the convention 
named E, Liptrott as vice president, P, C. Irwin, Jr., 
continues as treasurer 

Mr. Parker is president of the Tetley Tea Co., Inc., New 
York City, Mr, Liptrott is vice president of the Salada 
Tea Co., Inc., Boston. (Inv an advance note on the con 
vention im the last issue, Mr, Liptrott's company affiliation 
was stated incorrectly.) Mr, Trewin is with Irwin-Harrisons 
Whitney, Inc., New York City 

Elected to the Tea Association's board of directors were 
Philip I. Eisenmenger, Standard Brands Inc.; R. D. Thom 
son, Henry P, Thomson, Inc.; and Donald L. Peterson, 
Wm. S. Scull Co 

Edward J. Vinnicombe, Jr., retiring president, told the 
convention bluntly that 1956 is not going to be the greatest 
year in U, §. tea history. 

“It would appear at this stage that we'll probably come 
out about even with 1955," Mr. Vinnicombe said.” This 
isn't bad. As has been pointed out quite often, 1955 was 
the second best year we've ever had 

“But what is disturbing in this picture of tea today 1s 
the fact that we're not going ahead, Our industry has ap 
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parently reached a plateau of about 107,000,000 Ibs. of tea 
sales per year. That will be our record for the years 1955 
and 1956—and there is a real danger in a plateau—even 
one as good for tea as 107,000,000 Ibs. 

“We're in a static situation. For the past 12 months our 
total effort—including tea’s industry campaign and our in- 
dividual company sales programs—has been sufficient only 
to keep us even.” 

Mr. Vinnicombe reminded the convention of the industry's 
objective of a 2% increase in sales each year. 

“Here's the cold statistical fact,’ he said. ‘We have to 
sell 109,100,000 Ibs. of tea in 1957 to make our 2% gain 
come true for the seventh year. And we've got to sell 
111,300,000 Ibs. in 1958, and 113,500,000 Ibs, in 1959. 
When we do that, in 1959 we'll be making history with a 
new all-time high for U.S. tea sales. 

“t know—and you know—-that we have within us the 
energy and the ability to make this increase come true.” 

Robert B. Smallwood, chairman of the Tea Council, called 
for more money to expand the campaign for tea to meet 
expanded market conditions. 

“We are operating this year under approximately the 
same budget we had six years ago.” he declared.” In this 
respect, the rest of the business world has been passing us 
by. The critical point from the Council's point of view 
has been the rising costs of media these past few years. 
Television spot rates have gone up about 50% ; our budget 
has remained the same. Television is not alone-—all major 
media have constantly advanced their rate structure. As far 
as the Council's television campaign ts concerned, the in- 
creased cost has been largely justified by an increase in the 
number of television sets in our basic markets. 

“So we have been struggling for some time with the 
fundemental fact that when our market increased by 50%, 
our effectiveness. We were 
and this is not the way 


we lost some of our impact 
talking to more people less often 
to make tea sales.” 

He said the answer was to increase the advertising fund 
and restore the campaign to its former level of effectiveness 

“The U.S. packers who support the Tea Council have 
been discussing this subject for some time,” he said,” and 
we are united in our desire to see the fund increased. Our 
partners in the Tea Council—India, Ceylon and Indonesia— 
are now considering this question from their respective 
positions. We do not know yet what their decision will 
be, but we do know from past experience that they will 
give their most careful and enlightened consideration to the 

(Continued on page 32) 
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Tea’s 1956 convention: A “highlight” report 


Pirate Night . . . 


Top attendance, hard-hitting busi- 
ness sessions, a social program 
which carried forward the tee 
convention program of rollicking 
fun—these were reasons behind 
general opinion at Portsmouth, 
N. H., and later, that the 1956 
convention of the Tea Association 
of the U. S. A. was one of the 
best yet—if not THE best. Ed- 
ward C. Parker was elected presi- 
dent, succeeding Edward J. Vin- 


nicombe, Jr. 


. Gambake 


. . and business sessions 


. . « Mardi Gras 


Tom O'Rourke crowning Mr. & Mrs. Parker, Mardi Gras King & Queen. Newly elected pres., Parker, Robert Smallwood, E. J. Vinnicombe, Jr. 
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We're all interested in the same thing-~selling more tea, 


Selling tea, however, is not just one sale but two. The 
first—getting tea on the shelf in the grocery store. The 
second—getting the housewife to take it off the pantry 


shelf and put it in the teapot. 

Advertising and sales must work together to accomplish 
our objective. 

In mapping out the new advertising strategy for hot tea, 
we found it necessary to re-examine, and evaluate anew, a 
number of crucial questions. 

Who do we want to talk to? 

What do we want to say? 

How do we want to say it? 

When and where do we want to say it? 

Taking first things first, let's consider the question of 
how we decided who we wanted to talk to. In other words, 
how the Tea Council determined where the best opportuni 
ties for tea lay 

It comes as no surprise to anyone here, I'm sure, that in 
the land that drinks more coffee than any other on earth, 
there are nevertheless many opportunities for tea. 
ones 


The crucial question is: which which group, or 


groups, of people—hold out the best promise for profitable 
results. 

Should we, for example, go after greater sales among 
the “enlightened” 199% of the U. S. population, bless ‘em, 
who already drink tea at least once a day? 


Well, quite probably we could persuade some of them to 
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the new hot tea campaign 


By DEWITT L. JONES, 


Accountant Supervisor 
Leo Burnett Co. 


drink somewhat more tea, But it’s a fair assumption that 
most of them are drinking as much tea as they ever will . So 
it would seem that this group should not be counted on to 
contribute greatly to an increase in tea sales 

Well, then, how about the people who regularly drink 
and are satisfied with—that other hot beverage. There are 
a lot of them, we know, however, that 
this sale is a back-breaker to make 

The Columbia Research showed that these people must 
ther 


The sad truth ts, 


become considerably dissatisfied really over 
beverage habit before they will so 
change. They are indifferent, if not actually hostile, to the 


idea of a change. 


upset 


much as consider a 


Slim pickings here! 


Now, there is another group to consider, It ts a large 


group—and the identifying characteristic of its members ts 
a tendency to worry about the number of cups of the hot 
beverage they hoist every day 
They continue to drink it, but with misgivings and vague 
feelings of guilt. They may attribute indigestion, jitters 
sleeplessness or even poor health to their hot beverage habit 
but they keep right on with it Mostly through sheer inertia 
Here obviously is a prime target for tea advertising 
These people are actively dissatistied with their beverape 
habit 
to tea 
Now how about the tea drinkers? 


They make up over 50 of the U. S. population 


They have doubts They are ripe for conversion 


‘sometime 


lea 


Pirates bold were they. Left: Mr. and Mrs. 
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Edward M. Thiele. 
Center: Mr. and Mrs. Bernard M. O'Keefe, the Vinnicombes and Mrs. 


James Barker Smith. Right: Fred Rosen, Mrs. Duncan MacDonald 


and Samuel Winokur. Pirate Night was a memorable tea event 


age 


formal note than Pirate Night, were (from left) Mrs. and Mr. A. 
Natanagara, Edmund C. Ridley, Carl Seeman, Jr., and Bette Balshsw. 


isn't ther regular hot beverage, but they drink it once in a 


while Trouble ts, they are always switching back and 


forth between tea and you-know-what 
like tea so 


Besides, they have 


These people—the “sometime” tea drinkers 
the sale has already partly been made 
no deeply rooted hot beverage habit—-they are not hostile 
to the idea of a change, In short, they constitute what we 
think is one of the best possible targets for the Tea Council's 
advertising 

It seems fair to conclude, therefore, that tea’s destiny 


first—-the ‘some 


today lies with the following two groups 
time’ tea drinker; second—those who are dissatisfied with 
their present hot beverage 

These two groups represent more than half the total 
population, They are the who, the people we propose to 
concentrate our fire on because they represent, in our view, 
the most practical and profitable opportunity open to tea 
today, the targets that promise the most sales results for 
each dollar we have to spend 
to tell them 


stay with 


The question now ts—-what do we want 
What can we say to get them to change to tea 
tea~—consume more tea? 

To arrive at the answer to this question, we had to ex 
amine and weigh the things that tea has to offer—then 
balance these against what the people we are talking to 
want in a hot beverage, 

Let's start with the thinge tea has to offer. Over on the 
positive side, there's this to be said for tea 

It tastes good 

It stimulates-—yet relaxes, too 

It is vigorous 

It is companionable 

In short, it offers pleasure 
Then, going over to what might be called the area of 
no penalty” appeals, we find that tea 
Doesn't disturb digestion 
Doesn't interfere with sleep 
Dosen't 


In order to reach its objectives, it seems to us that tea 


cause nervousness 
advertising must draw from both categories of appeals 

If we show only the positive, pleasurable side of tea, we 
may fail to win over those who are dissatisfied with their 
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Relaxing at the convention's Mardi Gras ball, which was on a more 


Having fun amid the confetti and streamers are Mrs. Van Der 
Laam, Theodora Meijers, N. M. Lingam, and Mr. and Mrs. M. 
Gopala Menon. Dutch and Indian backgrounds are gathered here. 


present hot beverage. What they want is—pleasure without 
penalty, as the Columbia Research pointed out. 

You may remember only a fraction of the people who 
changed to tea did so because they were persuaded so/e/) 
by the positive aspects of tea, On the other hand, if we 
concentrate solely on the “no penalty’ aspects, we risk 
making tea a sort of patent medicine—something you take 
only when you're off your game. This would probably do 
nothing to increase tea consumption among tea drinkers 
and little, if anything, to lure people away from the other 
hot beverage. 

The answer, as it almost always does, lies somewhere 
between these two extremes, 

The ideal tea commercials, it seems to us, should embody 
the strongest appeals from each category. The promise of 
pleasure should be nicely balanced against the promise of 
“no penalty.” 

The commercials should have enough appetite appeal to 
make people want a cup of tea right then and there. They 
should make people think of tea as a virile drink—hearty 
and substantial. They should allow men and women of all 
classes and conditions to identify themselves readily with 
tea. They should leave people with a good feeling about 
tea, a feeling that tea does something very pleasant for you. 

You may be thinking, isn't that just what we've been try- 
ing to do in tea advertising for the past five years? 

You're right—of course it is. Tea advertising has been 
doing just that 

The point I want to make is this: in the new commercials 
we have arrived at a fresh combination of appeals and 
techniques that we feel is going to deliver the tea story 
with even greater impact, greater conviction, greater results 

In short, we have an idea that tells today’s best tea 
prospects just what they, subconsciously, want to hear. The 
key word is ‘change’. 

Many of the ‘sometime’ tea drinkers we talked about 
earlier would enjoy having tea more often, What's stopping 
them? Why don't they change? Just force of habit 
plain old inertia! 

Many of the people who are drinking coffee, even though 
they worry about it, are ripe for a change. What's stopping 
(Continued on page 33) 
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What's happening im world tea production? The Tea 
Association's 11th convention supplied answers at a fact 
filled panel. Mr. Compton, who chaired, also filled in 
with a summary of the situation among the smaller producers 


The last few years have been critical ones for the tea 
producing industry. In 1952 we experienced a decided 
depression, In 1953 conditions improved, reaching a record 
high in 1954 and early 1955, but by the middle of that year, 
prices were down below the cost of production, especially 
for common teas. Since then, we have had a period when 
good teas have sold at excessively high prices, while the 
plain and fair teas have on many occasions been in excess 
of demand, and these types have sold below the present 
cost of production plus export taxes. 

During this same period of 1952 to 1956 world pro 
duction has not only caught up with world consumption, 
but is now in excess of requirements. Although this sur 
plus is not excessive at present, a very moderate movement 
in production could change this picture in short order, es 
pecially if the smaller producers continue to expand 

It is the better grade teas which are still in short supply, 
and it is most unfortunate that most of the smaller pro 
ducers manufacture a very limited quantity of the good to 
finer teas, and a great preponderance of common and com 
monest types. 

South America has never been considered a tea producer 
but Brazil and Argentina are stirring with reports of in 
creased tea production In recent years, only some 2,000, 
000 Ibs. have been exported from Brazil, but extensive 
planting is reported in Argentina which could result in a 
large increase in their export potential during the next few 
years. The manufacture and quality, however, will have to 
be improved considerably before the teas find ready a 
ceptance on the world markets 

Formosa is going through a difficult period. Her pro 
duction has not increased materially from 25,000,000 Ibs 
over the last few years, but her export markets have changed 
and have been curtailed. 

Green tea from the China mainland has become 
Oolong tea has fought 


more 


readily available in many countries 
a losing battle and is now conspicuous by its absence, even 
in its old strongholds, and the lack of demand for the poor 
quality black teas of the type Formosa produced has caused 
a slump in this type 

But Formosa could produce a quantity of good quality 
black tea, and it is to be hoped that she will concentrate on 
producing quality teas grown at her higher elevations. She 
can do it, and there would be a ready market for all her 


teas 


finer 
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what’s happening to world tea production? 


By ROBERT COMPTON, Bingham & Co., Inc. 


Japan is in a somewhat similar position to Formosa as 
regards exports, but as she consumes by far the largest part 
of her production, her export business ts a relatively minor 
Out of a production of 150,000,000 


part of her operation 
It is expected 


Ibs., only 000.000 were exported last year 
that her exports will run at about the same figure in 1956 

Some confidential figures have been made available to us 
We are not 
permitted to name this source, but the statements in it which 
it is believed that 


on the tea production in China and Russta 


can be checked have proved to be accurate 
the facts and figures are as true a picture as can be obtained 
from behind the Iron Curtain 

China's production is expected to reach 250,000,000 Ibs 
this year, and exports may run as high as 60,000,000, but 
the major part of this export ts absorbed by the Communist 
and satellite countries 

About 90% of the tea produced in Russia is grown in 
Georgia, with a small area in the Ukraine. A jhat of tea 
is being developed there which ts weather resistant and can 
stand temperatures as low as 20 degrees below zero, and 
consequently can be planted in the more northerly areas 
Production 1s improving and yields as high as 700 Ibs. per 
acre have been obtained against only 250 Ibs. a few years 
ago. This figure ts based on a return of 1 tb. of black tea 
to 3.3 Ibs. of leat different from the 
generally accepted ratio of about 1 to 5 Ibs 

The quality of the teas which have been seen is extremely 


green which is far 


Outfitted for the New England clambake are (from left) Mrs. and 
Mr. J. P. H. Bent, N. M. Lingam, Fred Rosen and Annesley de Silva 
Mr. Bent and Mr. Lingam were members of the Indian tea delegation 
At the right are Mr. and Mrs. Robert Compton. 
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Special opportunity to speed up 
the big change to tea 

Now’s the time to start planning tie-ins that e Full-scale publicity drive aimed at 
can boost your sales! newspapers and T'V stations. 

“Take Tea And See’? Week can deliver be- “Take Tea And See”’ Week is loaded for action! 
cause you'll have three big things going for Plan now so you will be able to take full 
you: advantage of this special event. 


e The Tea Council’s hard-hitting TV 


spot campaign selling the idea that 
now’s the time to change to tea. A a C 0 U n . : 


e Cooperative merchandising program f the U.S.A., | 
. 
to get displays up in grocery stores ac ii 


and restaurants. 500 Fifth Avenue + New York 36,N.Y. ey 
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poor Mechanical plucking devices are used, but hand 
plucking is still employed extensively 

Production is planned for 115,000,000 Ibs. in 1957, 
against a production of 88,000,000 in 1955. This quantity 
is far short of the Soviet’s domestic requirements, as it 1s 
only one third of a pound per capita 

By far the most important of the smaller producers ts the 
vast continent of Africa. Although she is a comparative 
newcomer to the tea production picture, her progress in re 
cent years has been sensational, She is the only producer 
which seems capable of producing a good grade of tea in 
any volume 

There are several tea producing countries in Africa, and 
in order to present production they are Nyasaland, Kenya, 
Mozambique (P.E.A.), Uganda, Tanganyika, Belgian Con 
go and South Rhodesia 

The improvement in the quality of tea produced in these 
countries in recent years is Most pleasing, but unfortunately 
there are some areas which seem to have adopted a short 
sighted policy and have endeavored to produce large crops 
of the poor thin liquoring teas that are unwanted on the 
world markets. Mozambique is perhaps the chief offender, 
and although well operated estates are producing very ac- 


India: meeting the seasonal handicap 
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ceptable teas, the same general areas are producing a lot of 
rubbish, which creates a bad name not only for African tea, 
but for all tea 


I feel that the importance of Africa's production deserves 
far more attention than I can give it, as it is without doubt 
the new look in tea production. Some of the higher grown 
teas are rivaling teas grown at the same elevation in the 
East Indian countries, and if a far-sighted and constructive 
policy of quality before quantity 1s maintained, we shall con 
tinue to see great developments in a relatively short time 

In 1955 Africa produced 57,500,000 Ibs. and exported 
52,750,000 Ibs An increase to a crop of 65,000,000 and 
exports of 60,000,000 are expected this year 

The importance of this producer is shown by the quantity 
of African tea offered in the London auction. Up to Sep 
tember 13th this year, 26,000,000 Ibs. were sold against 
15,000,000 during the same period last year This is about 
14% of the total sold by all countries, which ts a truly re 
markable figure 

Imports from Africa into the United States are less than 
5% of our total imports, but the better grades are growing 
in popularity as their uses become better known 


By HENRY P. THOMSON, Henry P. Thomson, Inc. 


Production of tea in India, Pakistan, Ceylon, Indonesia 
and Africa, plus the exports from China, Japan and other 
countries, was estimated at some fourteen hundred million 
pounds for the tea year 1955. Of that, India and Pakis 
tan produced something over 700,000,000 Ibs.--or ap 
proximately half. Pakistan turned out about 50,000,000, 
North India about 530,000,000, South India about 130, 
000,000, and all together they exported about 460,000,000 
Ibs. I am giving round figures because of the difficulty 
of obtaining exact figures and because of the lapse which 
takes place between production and export 

In his address at the annual meeting of the Indian Tea 
Association, London, held in London on July 19th, H. € 
Bannerman, chairman of the Association, stated that the 
world requirement for tea at the present time is in the 
neighborhood of thirteen hundred million pounds —that 
it is increasing, but not at the same rate as production ind 
it would appear that during the past two years a sur 
plus of some 140,000,000 Ibs. has been produced 

In South India tea grows and is manufactured the year 
around, but in North India and Pakistan, plucking only 
commences in April and ends about the end of November 
or early December, depending upon various conditions 
Therefore, for convenience we usually consider the tea 
year runs April to April. By the end of August, half the 
crop is In, and to date, India and Pakistan are ahead of last 
year by some 20,000,000 Ibs , indicating a still further in 


crease in sury lus tea 


Now thirteen hundred million pounds may seem like a 


lot of tea, particularly when converted into cups at the 


rate of 200 to the pound, and yet it is only sufficrent to 
provide four and a half cups per day for each American or 
less than the average per capita consumption of many 
parts of the British Commonwealth. From that it can 
readily be seen that if cach American of, say, 12 years of 
age and over, could be induced to drink even one cup of 
hot tea or one glass of iced tea each and every day, any 
possible surplus of production over consumption would 
be more than wiped out 

Now to get back to India. India produces the world’s 
finest tea, but despite the quantity of excellent tea which 
comes out of India, U.S. imports have not expanded with 
the increase in consumption and that 15 a matter of con 
cern to our Indian friends 

I think the answer ts, first, the seasonal nature of India 
tea, where the be st qualities are produced duriny May, 
June and July These teas cannot reach our market in 
time for the current iced tea season and therefore iny 
of our blenders who wish to use them must anticipate 
their requirements by a full year 


The second reason is that after July there is a letdown 


in quality and manufacture, in consequence of which the 
teas obtainable during the later months of the year are 


less attractive to American buyers than some other 


vrowths 
Nothing can be done about reason one but something 
could be done about the second reason Whether a re 


newal of the International Tea Agreement is the answer 


may be a question, but [I strongly recommend to both 
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India and Pakistan that something be done about it 
One suggestion I have in mind is a cooperative effort 
to maintain the good name and reputation of India tea 
by the establishment of a minimum export standard. India 
has this great advantage, that she has a large internal 
consumption, and this provides an outlet for lots which 
might fail to meet the export standard. I believe such 
i scheme would encourage an improvement in the general 
level of quality to the point that a much larger supply 
of the kind of tea that is wanted by most of the world 
and I doubt very much that it would result in any loss of 
In fact, I think the probabil 


direction 


revenue to the producers 


ities lie in the other as with their high pro 
duction costs and export duty, they cannot compete with 
the present low costs of some other areas 

Pakistan 1s 
reason that the major part of East Pakistan production 
has a ready market in West Pakistan. Nevertheless, Pakis 
tan's problem is in some respects similar to that facing 


India could, I think, be dealt 


manner 


Ihe situation tn much less acute for the 


and with in the same 


1952 Experience 


I would remind them of what happened in 1952, when 
some weight of end-of-season North India and Pakistan 
teas sold in London at below the cost of the chests plus 
transportation charges and export duty—and, in fact, for 
some teas the producer did not even recover the export 
duty, let alone anything for the tea itself. In other words, 
those producers would have saved themselves a consider 
able sum of money had they simply swept the leaf off the 


bushes and on to the ground to be used as a mulch 


IRWIN-HARRISONS-WHITNEY 
TEA IMPORTERS 


NEW YORK + PHILADELPHIA * BOSTON * CHICAGO »* SAN FRANCISCO * SHIZUOKA (JAPAN) 
CALCUTTA * COCHIN (INDIA) * COLOMBO (CEYLON) * DJAKARTA (JAVA) * LONDON (ENGLAND} 
MEDAN (SUMATRA) * TAIPEH (FORMOSA) 


In further efforts both to reduce costs and increase in- 
take, producers are experimenting with new processes of 
manufacture. One of these is known as the “crush, tear 
and curl” process, or C TC to the trade. There seems no 
doubt that provided the raw leaf has the necessary proper- 
ties, this method enhances both the flavor and strength of 
the brew, but it cannot provide what is not already in the 
leaf, and when those desirable properties are lacking, the 
method seems only to dull down the liquor. 

Some of our blenders question the keeping quality of 
tea made under this process, but I believe the experience 
to date is that the really good teas keep very well, but 
that the dull teas get duller and flatter very quickly. 


“Non-wither” tea 


The other new process is known as the “non-wither’ 
method, and the tea so manufactured is known as fresh 
leaf tea, This type is still not very well known in the 
U.S. A., but I think it fair to state that the trade, gen- 
erally, is very dubious. The keeping qualities of tea are 
of no great consequence in a snug little island like 
Britain, where it reaches the consumer very quickly. But 
in a country the size of the U.S., distribution takes time 
and our blenders want teas of known keeping quality. 

I think, therefore, producers generally should stop, look 
and listen before converting to either method and should 
be sure that the change will result in better financial re 
suls—not only during the quality season—-but during the 
heavy flushing periods as well. 

I venture to say that for some time to come, American 


(Continued on page 36) 
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Ceylon: changes, 


The present world tea requirement, exclusive of tea 
consumed in the producing countries, is in excess of one 
billion pounds. To show the importance of Ceylon, last 
year's exports from that country were in excess of 360, 
000,000 Ibs 


situated off the southeast tip of India is about three times 


It is interesting to note that this little island 


the size of the state of Massachusetts, covering 25,000 odd 
square miles, with a population of over 8,000,000 people, 
yet it is second only to India in supplying the worid’s 
needs 

At the present time, there are over 550,000 acres of 
It is felt by many that the tea plant 
attains its greatest perfection in ¢ eylon, due principally to 


tea under cultivation. 
the climate and the soil. For the most part, the estates 
are located high on the mountain sides, where they are 
washed by torrential rains, swept by monsoon winds and 
warmed by the brilliant sunshine, yet cooled at times al 
most to the point of frost. 

Because of the ideal growing conditions, plucking of the 
ready leaf goes on week after week throughout the year, 
and in most instances the very best teas are usually the 
highest grown. 

In recent years, due to the heavy increase in cost of pro 
duction, many estates have considered it necessary to go 
in for crop. This is bound to have its effect upon quality, 
and has resulted in a considerable amount of off-grades, 
such as Broken Mixed and Broken teas. 
there has been forced growth through heavier fertilization, 


In some cases, 


which bas shown itself in the thinness of the liquor of 
the finished tea. 

Under a Colombo date line of September 18th, there 
is a report issued by the Ceylon Tea Controller advising 
that the area under tea in Ceylon has been reduced by 
10,000 acres 
some uneconomic plantations, building improvement on 


Evidently this was due to the uprooting of 


Unless there 1s some 


some estates, and road construction 
replacement, this could result in a decrease of 5,000,000 


to 6,000,000 Ibs. a year High grown areas are still 
listed at 190,000 acres, with medium grown over 233,000 


acres 


Another interesting part of this report indicated that 


of this total acreage, 46% was European owned, 26% 
Ceylonese owned and about 4% Indian owned. Evidently 
the remainder of the acreage was held jointly by 
Europeans and Celonese, as well as unclassified small 


holders 

I think most of us are aware of the political change 
which took place in Ceylon in the spring of this year 
This was not wholly unexpected, as there have been thos 
who have clamored for nationalization over the past few 
years, and even suggested that all plantations, including 


tea, should be owned by the Ceylonese. Considering that 
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By JOHN F. HALLORAN, Salada Tea Co., Inc. 


trends and tea 


tea is the mainstay of the economy of Ceylon, we doubt 
that the new Prime Minister or any of his followers would 
want to do anything to upset the progress which has been 
Cer 


made by the European-owned and managed estates 
tainly it would not help for the estates and business to 
change hands from non-national to national ownership 
any prosperity the 


country, and unless the new owners manage the estates as 


This would not produce more for 


well dS they were managed before, the re sult could be less 


prosperity and less employment. Tf conditions are made 


difficult for 
frighten money out of the country and surely affect the 


foreigners, it would have a tendency to 


sending of any new money into Ceylon 
Since the new government has taken over, no changes 


have been made to affect the tea industry I feel 
British com 


sure 
that Ceylon realizes the debt it owes to the 
panies for their contribution to the prosperity of ther 
island. THe good reputation for quality of their exports 
has been built up and maintained only through well 
supervised and properly managed companies 

Now with regard to production for this year, we know 
that as of the end of July the Ceylon crop is slightly ahead 
of last year. From all reports the August crop is running 
behind last year and may end up with a shortage of more 
than 6,000,000 Ibs. It is also anticipated that a further 
shortage may be found at the end of September but we 
hope that we may have a tair increase in the last three 
months, so that the final crop will show only a slight de 
crease compared with 1955 

Ceylon will therefore Continue to maintain its important 


position as the second larvest supplier of tea 


Distinguished tea conventioneers and their wives take in the Mardi 
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Ralph M Bin ey 
Joseph F 
Mrs. John 
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Indonesia: overcoming the tea obstacles 


By JACOBUS F. FRANK 


It is well to bear in mind, when comparing the In- 
donesian position in postwar years with that of other big 
producing centers, that Indonesia was particularly hard 
hit by the war against the Japanese, the Japanese occu- 
pation, the revolution, and its aftermath of disturbances 
created by groups opposed to the Republic of Indonesia 
as now constituted, such as the Communists, the Darul 
Islam (a fanatic Islam movement), separatist groups and 
banditry 

Another worry for the tea planters was blister blight, 
which caused severe losses to the tea gardens in the years 
after the war 

Before the war, Indonesia's production was set at 175, 
000,000 Ibs., including 28,000,000 Ibs. of small-holder 


mroduction For the year 1955, the total production of 
| y } 


Indonesia is calculated to have been about 100,000,000 
lbs. the internal consumption at 15,000,000 Ibs., and 
registered exports at 72,000,000 lbs. This leaves a gap 


13,000,000 Ibs. and may be accounted for by 
The small-holders production in 1955 


12,000,000. Ibs 


of some 
illepal xports 


is estimated as some 


MANUFACTURERS OF 
QUALITY LONG FIBERED, , 
POROUS PAPERS 
FOR TEA BAGS 
AND COFFEE FILTERS 


As to the position of the estates, probably about 55% of 
the prewar total is now producing. Generally speaking, 
the low and medium estates have been hardest hit by the 
war and postwar developments. The low estates now 
produce about 10%, the medium estates about 23%, the 
high medium 40%, and the high estates about 48% of 
what they produced in 1941-42. 

These lower production figures are caused by various 
Due to heavy financial losses, some estates were 
The cost of com- 


factors. 
abandoned or sold for bargain prices. 
bating blister blight came high, and many small-holders, 
as well as a number of estates, could not spend the money 
ot do a good job 

It is feared that small-holder production will be even 
harder hit in 1956 than in 1955 

With regard to the immediate prospects, it is expected 
the production in 1956 will be about the same as in 1955, 
maybe somewhat less 

What the more distant future will bring for Indonesian 
tea production is extremely difficult to forecast. It is my 
own feeling that ultimately Indonesia will again produce 
as it did in prewar years. It has the soil, the climate and 
(Continued on page 33) 
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This review of the Tea Council's publicity program is 
based, in the main, on the talk presented to the Tea As- 
soctation’s 11th convention by Mr. Rosen, public relations 
council to the Tea Council. 
updated with material on several publicity developments 
since the convention. 


This article has, however, been 


At the convention, Mr. Rosen introduced Missy Duncan 
MacDonald, who conducts “The Yankee Home & Food 
Show" over WNAC, Boston, and 27 other stations of the 
Yankee Network. Miss MacDonald gave the convention 
a sample of a food broadcast, including material on tea 


In re-evaluating the Tea Council's publicity, we found 
the challenge of attacking the social problem of changing 
the family beverage habit both provocative and dithcult 

Publicity’s most valuable ammunition tackling this 
problem is the editorial approach to editors on newspapers 
When Mrs. Homemaker receives tea 
ideas or information from 
food editor, who is a trusted local authority on homemaking 
problems, she puts much value on what she hears or sces 
Such authoritative women build up strong personal follow 
ings and exert enormous influence on their readers or 


radio and television. 


her favorite Commentator or 


audiences. 

But publicity techniques are most effective when tightly 
coordinated with advertising ideas to motivate sales. For 
when advertising and publicity work together as they do at 
the Tea Council, their combined efforts gain strong momen 
tum, to reach the goal with much greater speed and effec 
tiveness. 

Because of publicity’s flexibility, it can pave the way in 
advance of advertising, with ideas to create more publi¢ 
acceptance of the advertising message, to reach customers 
in large areas throughout the country, as well as in smaller 
communities where no Tea Council advertising exists, and 
also to sell tea during the months of the year when there 1s 
no Tea Council advertising 

Our main effort, therefore is to help plant sdeas that sell 
tea in the minds of the American man, woman and teenager 
Our most important and vulnerable target has been the 
homemaker—the woman who goes to the store and buys 
tea because she knows from experience or has recently read 
or heard some good reason for buying and serving tea to her 
family. 

One of the most effective media the Tea Council's public ity 
has used is that of daytime television on homemaking shows 
For example, during the summer of 1956, the Tea-V Task 
Force was put into action The Task Force consisted of 35 
executives from the tea industry who travelled to 51 cities 
throughout the United States where they wer interviewed 
It is estimated that their com 


on local television stations 
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publicity for tea 


By FRED ROSEN, Fred Rosen Associates, Inc. 


bined efforts reached approximately 6,000,000 to 8,000,000 


potential tea customers. These men were armed with a 
Task Force Kit which included information on tea covering 
its romance, planting, picking, transportation, blending, and 
preparation of iced tea for the tamily, as well as a variety of 
ways to serve hot and iced tea 

At the same time the Task Force was making its way 
around the country, millions of homemakers were viewing 
three iced tea films on television, and at the same time mil 
lions more were learning new ways to use and serve iced 
tea through the messages and program ideas sent to the 
telecasters in the form of Tea-V Kits. During the summer 
months alone, 439 broadcasts reached an estimated audience 
of approximately $5,000,000 potential tea customers 

To give greater impact to the summer iced tea promotion 
10 newspaper stories including photographs, recipes and 
ideas for serving tea with summer meals went to approxi 
mately This” effort 


supplemented with four-color transparencies for 210 datly 


7,000 cities, towns and villages was 


newspapers Sunday supplement magazine sections, where 
iced tea feature stories and iced tea serving ideas had been 
planted, reached many more millions of potential tea cus 
tomers 

One of the most important newspaper channels for pub 
licity is the national syndicate. During the summer months 
alone, 11 newspaper stories were placed with 11 syndicated 
columns which reached a combined total of approximately 
12,000 daily, weekly and monthly publications and a reading 
audience in the millions 


Women’s magazines 


Eighteen national shelter or women's magazines, which 
are especially designed to interest potential customers, car 
ried feature stories on the preparation and serving of iced 
tea with meals and between meals. Farm publications and 
general magazines also shared in conveying our iced tea 
message to the American public 

These are merely a few of the regular publicity efforts 
that sell tea. Other projects and promotions are simultane 
ously and constantly at work for long range public relations 
objectives for tea 

One case in point is our Constant effort to educate the 
public mind to the fact that tea 1s not a sissy drink. This 
type of promotion is carried on through the medium of 
athletic men who Invariably photographs 
include suc h people AS football players and boxing cham 


are tea-drinkers 


plons 
Another case in British of 
foreign drink. We are constantly trying to instill in the 
American mind that tea is a 100% American beverage. This 
headlines 


point 1s that tea is not a 


we try to accomplish by creating incidents wher 


Iced Tea is All-American” appear tn the headlines 


such as 


79 


ay 
+, 
& 
ipa 


Another method used to create the idea that tea is an 
American beverage is the medium of the comic strip. In 
this form of publicity, we reach the customer who may not 
read the sports or woman's pages. Most of the 
strips are syndicated and consequently reach millions of 


comic 


readers and potential customers. 

Although we employ 4 varicty of methods and technique ; 
varying from medical terms and reports to comic strips, the 
backbone of the whole public relations effort 1s correct tea 
brewing with the ever present idea that if Americans brew 
tea properly they will drink it more often. Many of today’s 
plans serve as a wedge to open the doors to tomorrow's 
publicity, Here are two specific instances 

Early in 1956 a Best Tea Hostess Contest had been con- 
ducted on television in eight pilot cities to create consumer 
Take Tea and Sce 


The contestants’ entries gave evidence of the fact 


interest during January's promotion 
Week 
that 
ing were losing ground, and an analysis of the entries pro 
Tea-Orama 


afternoon teas” in the true sense of their early mean 
duced a special event—the 


Food editors 


As a result 
who attended the Food Editors Conference in September 
The Tea-Orama highlighted the fact that tea has a place for 
The 
event was portrayed with 18 table exhibits featuring typical 
occasions when Americans entertain with tea. A Tea-Orama 


Omnibus consisting of 19 feature stories and 16 photographs 


a press party was planned for 200 editors 


every special occasion in the American way of life. 


was compiled and given to the food editors for immediate 


placement, as well as for use throughout the year 

Interest in the Tea-Orama table displays has resulted in 
invitations from several telecasters to display many of the 
tables on television during Take Tea and See Week 1957. 
Many additional features stores have resulted from this one 


endeay or 


Medical views 


The other specific interest was the result of the Symposium 
on Tea which was held at the New York Academy of 
Medicine a year-and-a-half ago. A group of doctors sum- 
marized the findings in complicated areas of scientific re- 
search on tea. A considerable number of symposium re- 
prints were purchased and mailed to every doctor of internal 
medicine in the United States, directors of hospitals, medical 
libraries, medical schools and other areas where the aspects 
of health and nutrition are of special interest. 

And thus, by laying the foundation well in advance for 
tomorrow's publicity, we are today in a position where we 
can add great impact to the advertising campaigns that will 
affect the family beverage habit. 

As in our current advertising program for hot tea, the 
emphasis in publicity will be on the word “change”. And 
here is where tea’s health story can play an important part 
in the current American trend and concern with health and 
diet 

Apart from these basic publicity efforts, plans are under- 
way to institute such new projects as “Low-calorie Tea 
Menus” in restaurants throughout the country, as well as 
working with bartenders and hotel and restaurant schools. 
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a partnership for profit 


By RUSSELL Z. ELLER, Advertising Manager 


Part 1 


In modern merchandising we see many products aligned 
in promotional alliances. This is an effective technique in 
which we have engaged with other firms and industries 
on many OCCASIONS. 

The objective of these programs is to merge the separate 
appeals of two or more products into a single forceful appeal 
Theoretically, each product has its established users, hence 
each product in effect says to the other users, “I 
you associate me with my companion product and enjoy 
our combined When this union of thought ts 
activated, it results in the purchase of both products, When 


suggest 
virtues, 


this happy result occurs, we have a real Partnership For 
Profit. 

I have seen a great many product promotion partnerships 
where it seemed the extent of the harmony of use relation 
ship was more a tribute to someone's imagination than a 
logical sales team 

“inter-reliance” 

When two products which are truly harmonious are joined 

When one or both are almost 


a unique Opportunity 1S 


results are almost inevitable 
reliant on the sale of the other, 
born. The relationship of tea and lemons approaches that 
inter-reliance. 

It is no wonder, then, that Sunkist has long publicized 
tea in advertising its lemons. And no wonder that Sunkist 
applauds every recorded increase in U. S. tea consumption 
Although the major credit goes tothe different factors in 
the tea industry, working both independently and through 
the Tea Council, Sunkist likes to feel that it has played a 
part 

Sunkist lemons have been advertised since 1915, and their 
use in tea has been a major theme from that first campaign 
without interruption to the present. 
as lemon 


and juice in 


Lemons, aside from lemonade 
water upon arising, are almost exclusively an ingredient 
product reliant for use upon other products, 

Lemonade is our largest fresh lemon use, 
33% of total U. S. consumption; iced tea and hot tea with 


lemon 241% ; lemon juice and water as a tonic or regulator 


repre s¢ ntiny 


is third with 18%. 
In the summer months iced tea ranks 10 to 1 
In the winter the ratio reverses to 


over hot 
tea as a lemon outlet 
8 to 3 favoring hot tea 


association of Council 


The active Sunkist and the Tea 
goes back to 1938, but the affinity of the two products goes 
back to Asia, where both originated 

The association of tea with citrus fruit 1s a long and ro 
mantic one. As you know, tea became a favorite beverage 
with the Chinese as early as the fourth century AD. Among 


the ingredients required for preparation of tea at that time 
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Sunkist Growers, Inc. 


16 centuries age oranges played an important part 

As Tolkowsky says in his book on the history of citrus 
fruit, “The tea leaves were steamed, crushed in a mortar, 
made into a cake and boiled together with rice, ginger, salt, 
So citrus 


orange peel, spices and milk—-sometimes onions!” 


fruit Was associated with tea from very early times 
I like to think that there 
The great clipper ships of the mid 


is another romantic connection 


between tea and lemons 
19th century which annually took part in the great tea race 
from China to England, their holds filled with Chinese tea, 
were also known as ‘“‘lime-juicers.”” The fruits they referred 
to as limes were actually Spanish lemons. The captains of 
the merchant vessels of that day had discovered that if they 
carried a sufficient supply of lemons on their voyages, their 
crews remained miraculously free from scurvy. It was, of 
course, this cure for scurvy that led eventually to the dis 
covery of vitamin C, the anti scorbutic vitamin 

It is an age-old custom of the Russians to use lemon in 
hot tea. This is one Russian custom I would like to see 
the English adopt 

And then, of course, there's that well 
incident of the St World's 
Richard Belchynden the young Englishman from Calcutta, 


filled some tall ylasses with pieces of ice and poured hot 


documented later 


Louis Fair in 1904, when 


tea into them. The people loved this new beverave, found it 


refreshing, and iced tea became 


As a 


one of America’s most popular summer drinks 


cooling and a popular 


feature of the Fars direct result, iced tea becam« 


Iced tea in the inte rveniny years has become an American 


custom in the summer months, and in some areas for most 


ot the About 57.5% of the 


lemon 


year iced tea drinkers use 


Lemon with hot tea 


Lemon is not as frequently used in hot tea, but over 25% 
We hope to increase this percentage 
that the ad 


of the drinkers do 
by continued advertising, We like 


to believe 


ptable 


dition of a few drops of lemon makes tea more 
to the American taste 
I would be less than forthright if I said we are entirely 


pleased with the emphasis lemon receives in_ the lea 


advertising However, we are pleased 
milk as left to the 


will do what we 


Council's hot tea 


that the use of lemon or consumer § 


As long as it 1S, we can to make 


choice 
up her mind our way 


Of course, we have a selfish motive, a very simy le one 


to sell our product. But we believe there 1s a soundly log: 
} 


cal justification. The vast amount of tea served iced with 


criterion which should make hot 


lemon establishes a taste 
tea more appealing to prospective users as a result of iced 
Taste preferences are cultivated. and iced 


tea experience 
consumption may be regarded as a gigantic sampling pro 


vram 
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it’s people who made the convention 


By THOMAS J. O'ROURKE 


Our subject is people. Real people, exactly like your- 
selves 

When the board of directors of the Tea Association ex 
tended to me the privilege of being chairman of the 11th 
annual convention, I gladly accepted. This assignment 
meant a real challenge, as the 1955 convention committee 
had set a standard that would be difficult to meet, 

Faith in you, the people, made this year's convention 
one to be remembered for some time to come. 

You might be interested in knowing some of the things 
that you accomplished for the first time: 

1. Over the top in registrations. 

2. Top three consecutive 
business meetings. 

To pay tribute individually to all the wonderful people 
who attended the 11th annual tea convention would be 
something that would give me great satisfaction. How- 
ever, since this is not possible, I would like to express 
by deep appreciation to the convention committee which 
so ably assisted in finalizing the entire program: 

C, B. Delano, vice chairman; Tom Dannemiller, prize 
chairman, assisted by the entire Junior Board of Directors; 
Miss M, Petrozelli, transportation chairman, Carl Seeman, 
Jr, tennis chairman, R. D. Thomson and Carl Hull, who 
handled the golf activities; and Bob Wilson, chairman of 
the sightseeing committee. 

We are indebted to the allied trades group for the 
splendid cocktail party they sponsored. This, one of 
the highlights of our convention activities, was under the 
chairmanship of Walter T. Cusack, 

Our future conventions are going to be maintained at 
a high standard in both the business as well as the social 
We have many challenges ahead, and the horizons 
Our conventions 


attendance at morning 


levels 
will spread wider and bluer than ever 
will be more interesting and more fun because you, the 


people, will make them so 


In closing, may I say that anything I might mention to 
express my appreciation for your cooperation would be 
hopelessly inadequate to fully express my innermost feel- 
ings for making the 11th tea convention a success. 

Let's plan to get together again at The Greenbrier, 
White Sulphur Springs, W. Va., in September, 1957. 


budget lag hobbies tea industry drive 
to expand U. S. market, convention hears 
(Continued from page 18) 


need and the opportunity inherent in expanding the Tea 
Council's campaign.” 

Advertising, merchandising, publicity and research are 
the basic weapons in tea’s arsenal, Mr. Smallwood empha- 
sized; they are the guns trained directly on the consumer. 

But in the past few years we have explored other promis- 
ing avenues to increased consumption by undertaking special 
projects aimed at influencing special groups of consumers,” 
he added. 

“The Armed Forces project is one good example. For 
three years we have been cooperating with all branches of 
the Armed Services in helping them make tea available more 
often, and in showing them the proper preparation and 
handling of both hot and iced tea in quantity. 

“Another example is the development of the automatic tea 
maker for restaurants.” 

Leo Burnett, chairman of the Leo Burnett Co., told the 
group it's time for advertisers to reheat their “brand irons’ 
and “burn” their product symbols into the public conscious- 
ness. 

“The brutal fact is that in the bewildering maze of to- 
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day's advertising, an imposing percentage, possibly even a 
majority of the American people, look at or listen to our 
advertising without even consciously seeing or hearing it,” 
the agency head said. 

This, coupled with the increasing competition of rival 
brands, makes it mandatory of the ‘smart advertiser’ to 
check whether his brand is registering in a ‘sufficient tele- 
graphic and memorable manner—to at least achieve a strong 
symbol registration of the name,” he advised. 

Recent developments in tea production were presented 
from a growers point of view by Sir James Jones, deputy 
chairman of the board of James Finlay & Co., Ltd. 

Some of the fundamental factors in the present world 
Situation were reviewed by Lt. General James M. Gavin, 
Chief of Research and Development, U.S.A., in a stirring 
talk on ‘Weapons Systems to Serve our Democracy.” 

Developments in color television as a well-developed 
medium for advertising were summed up by Michael Horton, 
director of information for the National Broadcasting Co 

Three television sets in the meeting hall were turned to a 
demonstration broadcast of a color film on tea. 

Pirate Night will long be remembered among the tea 
conventioneers. Over the years, more and more of the tea 
men have learned to relax into the spirit of these social 
evenings, and more people turned out in costumes this 
time than ever before. 

The Mardi Gras formal ball, on the following night, was 
in a quieter key, as second night socials at the tea con- 
ventions tend to be. 

Still, the tea people enjoyed this occasion, too, right up 
to the crowning of Mr. and Mrs. Ed Parker as King and 
Queen of the Mardi Gras 


the new hot tea campaign 
(Continued from page 22) 


them? Why don't they change? Just force of habit 
plain old inertia! 

The key word, is change. 

We propose, in our new tea advertising, to make it easy 
for these people to overcome habit and inertia, and to make 
the change to tea. 

We propose to leave them with the conviction that others 
are changing to tea every day; that changing to tea ts a 
natural and acceptable thing to do; that you don’t need a 
special occasion or reason to drink tea; that tea is something 
you drink for fun and pleasure any old time. 


Well, up to now, we've discussed the “who,”’ and the 


Indonesia: overcoming obstacles 


(Continued from page 28) 


the labor force, and efficient and experienced measures. 
The will is there in many quarters, and that is important. 

It took many years to overcome the effects of our revo- 
lution and Civil War, and it will also take many years for 
Indonesia to solve its problems. 


Savannah Kiwanis hear tea story 

Operation of the tea industry from the harvest abroad 
to its effect on the economy of Savannah, Ga., were des 
cribed by William Schandolph, co-manager of the Savan 
nah plant of the Tetley Tea Co. in an address to the 
Kiwanis Club in that city recently 
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Now it's time to talk 
“hou 


What wil! 


"what," 


about something that's just as important—the 


of the new tea advertising 
How are we pomp to communicate our story? 


be the tone—the manner—of the advertising? 


To begin with, it goes 


without saying that the advertising 
laxed—like tea itself Be 
will be invited by utilizing what you might call 
technique We 


in realistic situations talking about their change to tea, and 


will he warm friendly ind J 
lievability 
the slice-of-life will show real people 
the pleasure it has piven them 


The 


viction 


commercials will dramatize, in a way that builds con 
(2.) 
(3.) Tea doesn’t upset digestion or 


(5.) Tea lets you sleep 


such major ideas as: (1.) Tea tastes good 


tea pives 


you a lift 


nerves; (4.) Tea relaxes you 


What they do 


Equally important, everything about the commercials 
situations, the backgrounds, the words, 


will reflect the pleasure of changing to 


the people the 
the pace and tone 
tea 

lead the 
draw for themselves the conclusion that it's a pleasure to 


The commercials are calculated to viewers to 


change to tea. For those who have alr ady made the change, 


the commercials will serve as confirmation of their food 
judgment 
Again and again, this single theme will be voiced: 


CHANGE TO TEA 
achieve deep penetration 
At this point, a few words need to be said about the 
“Take Tea and See.” We feel 
this slogan has through long usage, become a valuable 
property. It fits in beautifully with the new advertising 
approach, The new commercials make it more beautiful, 


Through repetition we hope to 


Tea Council's famous line 


more valuable than ever. 


Theretore, it 4S intention to continue to use it ex 
as a quick, immediately identified symbol for tea 
a provocative invitation to make the change 


20-second 


our 
tensively 
advertising 

This year we have two types of commercials 
and 10-second 

The 20-second commercials carry the brunt of the attack 
with the full selling story. The 
designed to register a single important idea about tea, and 


10-second commercials are 


will be used to reinforce the main effort. 

We're all agreed, I think, that tea’s best opportunity for 
increased consumption lies in wider acceptance as a meal 
time beverage as opposed to a beverage for special occasions 
That is why the first commercial takes place in a dining 
room. 

The next 20-second film is also planned to take advantage 
of tea’s opportunity as a dinnertime beverage. It takes place 
at a restaurant and puts tea in the picture in a natural, un 
forced, thoroughly believable manner. 

The third 20-second commercial is a nice variation on the 
dinnertime theme, registering the pleasures of tea in the 
living room after dinner is over 

Still another variation dramatizes the fact that all kinds 
of people drink tea in all kinds of places, including diners 

One of the most likable things about tea is its ability to 
without disturbing your sleep later on 
This is the theme of a fifth 20 


pick you up 
pleasure without pe nalty, 


second commercial? 
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Now an example of a 10-second commercial. It has a 
single big idea spiced with animation and the sprightly, 
memorable “Take Tea and See” jingle. The important 
line, “Better For You’, will 
with the “Take Tea and See’ jingle in another 10-second 


also be used in conjunction 
commercial 

We've spent a good deal of time talking about the com 
mercials, and that’s as it should be. But as we all know, 
it takes more than good commercials to make a good adver 
tising Campaign, 

As important as the commercials themselves is the matter 
of where and when they are going to appear—who is going 
to see them—and how often. 

It goes without saying that to squeeze every bit of good 
out of the advertising dollars available, we've got to be 
sure that we are reaching the people we want to reach—at 
the time they are likely to be most receptive to what we want 
to tell This the Tea Council and the agency have 
bent every effort to do, 

Earlier this year, we jointly set up four major criteria 
for our television spot purchases. They were: 

1. Continue the successful pattern of hot tea spot adver 

tising in markets. 

2. Buy telvision spots only during evening viewing hours, 

so that our effort would be against the family group 

3. Run the spots as often as possible. 

1. Keep the spots on the air as many months of the year 


them 


our basic 


as possible. 

The problems created by increased costs in television and 
other advertising media naturally determined to a large de- 
gree how completely we could live up to the agreed criteria. 

Research has shown that changing to tea is a family 
that is, it’s made by the man and woman. to- 
gether. And just about the only time you can reach the 
family together is in the evening. 


decision 


“Plus” for tea 


This alone, of course, is justification enough for buying 


evening spots. But there are other reasons, too—each ot 
them a worth-while “plus” for tea: 

1. Four times as many men watch television at night as 

during the day. 

2. More women watch television at night than during 

the day 

3. Four times as many television sets are in use at night 

than in the daytime 

i. There are 40% more viewers per set at night than 

during the day. 

It boils down to this: while nighttime spots cost more, 
and are harder to get, the nighttime television audience 1 
five times bigger than the daytime audience. 

The nighttime television campaign for hot tea will cover 
our 12 basic markets: Baltimore, Boston, Chicago, Cleve 
land, Detroit, Los Angeles, New York, Philadelphia, Pitts 
burgh, Providence, San Francisco and Washington, D.C. 

By the middle of October, when consumption of hot 
beverages begins to peak, our frequency goes to a level 
which, in effect, will enable us to reach all television homes 
in each market an average of 114 times per weck. We 
shall continue at that level for the balance of the peak hot 
tea season—through the end of February, a total of 23 
wecks of hot tea advertising. 
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Northeast India halts “We have every hope that our ap Australia is now rated as the 
ee plication will be granted,” said an world’s greatest tea drinking nation, 
tea picking early official of the company which has with an average annual per capita 
The Calcutta Tea Regulation Com- plantations in Ceylon and South consumption of seven pounds 
mittee, comprising representatives of India. 
tea producing associations of North- McCormick offers ceramic 
east India, has decided on an early Claims tea drinking championship rt iced-t itchers 
closure of this years tea plucking A Melbourne, Australia, broker Quart Iced-tea pi 
season, says he is the champion tea drinker Ceramic quart iced tea pitchers, 
The committee said that in view of the world, and he is prepared to valued at $2.00, were offered by 
of the “more than adequate supply back himself for a stake of $60 McCormick & Co., Inc., Baltimore, t 
of ordinary tea on the Calcutta and against all challengers for 89¢ with the purchase of a 
3 world markets, which has led to He has drunk 90 cups of tea a i8-bag box of McCormick Tea 
many gardens selling at below their day for the last 25 years—about 40, The pitchers were stocked and 
production costs for the greater part 000 cups in all He was recently distributed by the retailers 
of this season,” it had recommended presented a golden teapot by the Tea Another McCormick otter was a 
, that all member gardens is Assam Bureau office there steak knife, for $1.00 and a boxtop. 
Valley and Dooars stop plucking on 


Nov. 20 
Normally, plucking continues un 
til the end of December 


Nairobi tea auction opened 


The first auction of Kenya-grown 
tea was scheduled to take place in 
Nairobi early in November. 

If successful it will mark the open 


When you ship 


APL speed, APL handling saves 


time, saves cargoes, saves money 


ing of a regular auction mart on the 
lines of Calcutta, Ceylon and Chitta 


The management committee an 
nounced that it hoped the auctions 
would be held monthly—and more 
frequently, if enough tea was avail 


able. 


SPECIFY APL—and see your tea ship- 
ments arrive on time... your invested 
capital go back to work faster! Ship via 
APL’s fleet of modern vessels on three 
major trade routes offering fine facilities 
for fast, safe cargo handling on board 
and ashore! 

To insure product quality all the way, 
APL makes its holds teapot-clean before 
taking tea aboard, guards this delicate 
commodity with expert stowage and “cli 
mate control” through the latest dehu 


Form East African tea trade association 


Formation of an East African Tea 
Trade Association was announced 
Nairobi 

Its members are merchants, brok- 


MAL 


ers and warehousemen. while pro 
ducer organizations will be eligible 


for associate membership | midification systems. 
iN See your Freight Forwarder or Broker 
New tea areas for Pakistan for schedules and bookings ... Make the 


; “Presidents” part of your distribution 
Experiments are being carried on system today ! 
for production of tea in Northern 
Pakistan and in Azad Kashmir, it 1s 
reported by Khalid Askary 


4 Some encouraging results have 


TRANS-PACIFIC 
ROUND-THE-WORLD 
ATLANTIC-STRAITS 


been achieved, and with further ef 


forts, tea production is expected 
AMERICAN PRESIDENT LINES 
General Offices: 311 California Street 

San Francisco 4, California 


rise within the next two years 


Asks land in Cameroons for tea 


the Estates 


A tea-growing concern 
and Agency Co., Ltd., has confirmed 
in London that it had applied to the 
British government for a grant of 
4,000 acres of land in the Southern 


Cameroons with a view to starting a 
tea plantation. 
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Breaking ground for the new Eppens, Smith plant are (from left) 


Maurice H. Ludwin, realtor; John Pasko, Eppens, Smith sales man- 
ager; John Beggs, builder; John Meister, Eppens, Smith director; 
Henry Fisher, also a director; Secaucus Mayor John J. Kane; Fred 
M. Bade, Eppens, Smith director; Frank Hodson, president of the 
coffee and tea firm; Edward Fletcher, treasurer; Victor Hugo, di- 
rector; Marvil Platoff, attorney. May Ist, 1957, is target date. 


Eppens, Smith breaks ground 
for new plant in New Jersey 


The century-old Eppens, Smith Co., Inc., young in 
heart and forward looking, is currently embarking on a 
series of trail-blazing moves designed to improve its 
service to the coffee and tea industry, 

On May Ist, 1957, the company expects to start oper 
ations at its new coffee and tea processing plant in Se 


caucus, N a 


one-story building, Eppens, Smith is setting precedents by 


In developing the plan for this spacious, 


the score in speeding up the processing of coffee and tea 

One of the leading features of the new plant will be 
that the entire processing operation will be carried out 
on one floor on an assembly line system. Unroasted green 
coffee and unpacked tea will be handled at one end; pack 
ing and roasting facilities will be located in the center, 
with shipping facilities and loading platforms situated at 
the far end of the building, 

Frank E 


his talented 


Hodson, president of Eppens, Smith, and 
staff 


methods of operation for more than two years, and in 


have been masterminding the new 
their new plant they believe that they will have one of 
the finest and most complete coffee and tea processing 
operations in the world 

A modern and progressive company, Eppens, Smith 
The firm modest be 
ginning more than 101 years ago when the parent com 
pany, Globe Mills, was founded at 105 Murray Street, 
New York City 


founders, pioneered a number of innovations in the trade, 


has a distinguished past had a 


Thomas Reid, one of the company s 


and during his lifetime he was recognized as leader in the 
coffee roasting business 

1864 
established, when Reid, who had lost his partner during 
the first year of Globe Mills, with John I 
Pupke. The partners operated a business on Washing 
ton Street known as Pupke and Reid. Thereafter followed 
several partnerships, until 1890, when the firm received 


It was in a decade after the company had been 


teamed up 


its present name, the Eppens, Smith Co,, Inc 
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Actually, the company didn’t go into the tea packing 
business until the 1920's, when it installed a carton-pack- 
ing machine for coffee and a machine for packing tea 
in half-pound containers. 

Under the guidance of H. F. Knockler, Eppens, Smith 
made rapid strides in tea packing during the mid-twenties. 
Mr. Knockler joined the company in 1925 and later be- 
came president. Under his leadership, Eppens, Smith 
was the first to use the present tasteless tea bag paper for 
packaging individual portions of the beverage. 

Today, the company provides a comprehensive service 
for the tea trade, and is one of the leading packers of tea 
bags in the country, as well as a distributor of a large 
volume of bulk tea. 

Eppens, Smith presently occupies one of the largest tea 
and coffee packing plants in the East, in Long Island City, 
N.Y. The fully equipped plant covers 135,000 feet of 
floor space devoted to coffee roasting and packaging in 
vacuum cans and bags, and instant coffee, tea packaging 
in individual bags, glass and cartons. 

Aside from supplying top quality coffee and tea to 
the American wholesale markets, Eppens, Smith also packs 
under private labels as well under familiar brand names. 
The company’s most popular brands are Holland House 
Coffee and Tea, and Pride of Kildare and Challenge Tea. 

Although Eppens, Smith has rounded out more than 
a century of service to the American coffee and tea in- 
dustry, the company 1S continuing to pioneer in pro- 
gressive techniques. The most notable example of this 
is its new Secaucus plant. 


India: meeting the seasonal handicap 


(Continued from page 26) 


buyers generally will give a preference to the well made 
hard leaf types 

I feel that a word or two concerning “‘sortation’’ would 
be in order 
Broken Orange Pekoes and Orange Fannings are 
high in price, while the Broken Pekoes and Broken Pekoe 
seems tO me many 


I frequently receive complaints that the 


too 


Fannings are too thin in liquor. It 
producers are adopting rather extreme methods in their 
sortation, and that some effort should be made to improve 
the lesser grades and thus provide our market with better 
liquoring teas at more moderate prices 

I have made one or two references to export duties 
I would not presume to question the right of any country 
to levy export duties on its products, but I think it only 
right to point out to India that buyers take export duty 
into consideration just the same as transportation or other 
charges when evaluating India teas in comparison with 
other growths, and unless India tea compares favorably, 
both quality-wise and pricewise, with other growths, it 
cannot be sold. It is a fact, therefore, that in the final 
analysis the export duty comes out of the pockets of the 
producers, and I think the government of India should 
consider carefully what effect, if any, export duties may 
have on the ability of the India producers to compete in 
world markets. 
India and Pakistan are laboring under 
a handicap on the American market be 


To sum up 
somewhat of 
cause of the seasonal nature of most of their tea and the 
one possible move to overcome that handicap is an effort 
to improve the quality of the tea produced during the 


later months of the year 


A 


to that conclusion, we'd like 


If you haven't already come 
to suggest it: keep this issue of COFFEE & TEA INDUSTRIES, 
formerly The Spice Mill 


You'll want it for reference 


Possibly never before has so much material on the cur 


rent coffee situation been put into the regular monthly 


issue of a business paper in this field 


The material covers coffee’s many aspects in this country, 


in the producing countries, in other consuming countries, 
But the more than 65 articles also have a theme, the same 
theme which is the pivot for the 1956 convention of the 
National Coffee Association of the U.S.A, 
We hope that the “fact reference’’ section in the following 
just 


pages helps to carry forward the objective of one 


and to turn the 8,000,000-bag-a-year potential into 


more’ 


reality 
Here, selected almost at random, are some highlights from 


the articles in the issue 


a ok 


‘One more cup daily, although an ideal today, is yet a 


specific goal for tomorrow. 


“It would mean an increase of more than 35% in U.S 
coffee volume 

“It would mean an increase in import value of about 
half a billion dollars annually 

“It would increase overall per capita consumption to 


more than 21 green pounds per year, higher than it has 


ever been before 
“All from ‘just one more’ cup a day.’ 
John MeKiernan, President, National Coffee Assoct 


ation 


dol 


state of list 


business is in. the 


I've heard the complaint that 


My understanding of that word is ‘a 
If an uptrend of 3.400.000 more bays roasted 


drums.’ 


lessness 


within two years can be called a state of listlessness, then 
in that 


state from here 


I, for one, will be content to live 


on ip 
Arthur L 


ation 


Ransohoff ( h \ il ( Off ec As 


that in the coffee industry 


There is evidence 


have been inclined to feel apologetic regarding the publi 


foo many 


attitude toward today’s so-called ‘high’ coffee prices Th 
truth, flatly stated, is that coffee prices are too low, and 
have been for generations 


Donald R. Stewart President, Chicago Coffee Clul 


It is somewhat disa ointing to have to « 


P| 
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“Just one more” 


more than 200 years and the advent of the tndustrial revo 


lution and the the great mayority of the cottce 


atom Age, 
growers have not brought improvement to the methods 
used at the time of de la Roque's writing.” 

Pierre G. Sylvain, Instituto Interamericano do Cienctas 
A gricolas, 

the pushbutton coffee plant the ‘perfect 


Is it practical ? Is it efficient? Is 


“There it 1s 
plant of the near future! 
it worth the investment ? 

Yes, it is. It may seem like ‘fancy trimmings’ to many 
of us who were educated and trained in the pre-electroni 
era; but like everything else, the coffee business and coffee 
processing efficiency standards have changed 


/. L Robinson, Vice President, Jabez 


* 


Burns & Sons, In 


May I inject a note of warning—not as a pessimistic ap 
proach, but with the hope that we can convince certain 
members of our industry that they have taken the wrong path 
and need to get back on the highway, not only for the good 
of all, but what is more important, for their own financial 
survival 

We have all been disturbed by the influx of cheap vacuum 
pack coffee which has appeared on many grocers’ shelves 
during the last half of this year, ranging in price from 69¢ 
to 79¢ a pound 


Jack R Durland 


Director, National Coffee Association 


Soluble coffee sales today are moving toward an annual 


volume ot $400.000.000 well below the ground coffee 
sales ot $1, 200,000,000 In other words soluble coffee 
accounts for $400,000,000——or 25% —-of the total dollars 


spent on coffee 


The ratio of soluble to ground coffee in terms of cup 


equivale nts now approximate Most signifi untly 
Strong yains in ratio volume ind dollar sales ontinue 
in the highly developed soluble markets of the East. with 


lower but steady progress 1p the West 
Clifford Spiller Director of Marketm 
General Paod Corp 


Maxwell House 


Division 


* 


Some COM Panties might be wise to provide an imcentive 


plan to create interest in ( one more cut ) among the route 
men. In order to set the ball rolling with the restaurant 
operator, a plan could be devised to offer a moderate com 
pensation im on form or another, based on a consistent 
increased volume over a et per id of t 
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IMPORTANT PEOPLE 
THE COFFEE INDUSTRY 
AND-YOUR CUSTOMERS! 


as product and every service 

of Jabez Burns & Sons, Inc., is de- 
signed and offered with just one thought 
in mind—TO HELP YOU SUPPLY MORE 
CUSTOMERS WITH BETTER COFFEE, 
MORE PROFITABLY —FOR YOU AND FOR 
THEM. 


In our advertising in 1956, BURNS 
has attempted to spell out the advantages 
of our equipment and our services in giv- 
ing the consumer the finest possible cup of 
coffee in the world —in fact in giving the 


consumer the finest beverage in the world. 


AND, because coffee is a national 
institution, in order to serve you and your 
customers better, BURNS has established 
four offices in strategic cities across the 


country. 


SO, if you are seeking to sell more 
and more satisfied customers more and 
more profitably, may we suggest you con- 
sider the products and services of Jabez 
Burns & Sons, Inc., the company which thinks 
that you and your customers are the most 


important people in the industry. 


LOS ALTOS - DALLAS - CHICAGO - NEW YORK 
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A century 


and a half 
of “Coffee Breaks” 


Since the wonderful days of the old coffee houses, The First National Bank of Boston 
has been closely associated with the coffee industry, helping to finance coffee from bean 


to cup. We’re proud of this long association with coffee men. And of course — we’re 


always at your service. 


the FIRST NATIONAL 


Federal Deposit 
Insurance 


. HEAD OFFICE: 67 Milk Street, Boston, Massachusetts 
Represented in New York by Vinst ov Bosvon Iwrernarionat Corporation, 2 Wall Street * Overseas Branches: IN ARGENTINA: Buenos Aires, 


Avellaneda and Rosario + IN BRAZIL: Rio de Janeiro, Sao Paulo and Santos + IN CUBA: Havana, Santiago, Cienfuegos and Sancti Spiritus 
IN EUROPE: Kepresentative Office: 146 Leadenhall Street, London, E. C. 3, England. Correspondent banks throughout the world. 
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“Just one more” 


“If each person 15 years or over had consumed one 
additional cup of coffee daily last year, we would have 
processed and sold nearly 8,000,000 more bags of 


green coffee.” 


1956 Coffee Convention 


NCA President John F. Mc Kiernan. 


“Fact Reference” Section 


’ H One-cup Instants: Come of age—-Mason 94 
NCA Ss 46th Annual Convention Buying: Beans for instants—Leister 95 
' ” / flavor and aroma? 97 
Program: Business, social, sports 3 icory im inst. arris 

( offee 1 rans portation 
Coffee in the United States 
Perspectives; What doldrums ?—Ransohoft 15 Ocean Freight: Where the cargo is—Beatty 139 
Basics: Selling more coffee—Stewart 16 New York: Big coffee port—Lowe 141 
Themes: Teaching the consumer—Sa 19 New Orleans: Gateway port—Bright 144 
Approaches: A new state of mind—-Lindsay 51 Railroads: Coffee by “piggy back’ —Lyons 145 
Brewing: Try helping them——Laughery 52. Los Angeles: As a coffee port—Parkinson 147 
Research: Key to better coffee—Lockhart 53 
Trends: The quality challenge—Shishko 58 
Data: Facts for coffee men—Shapiro . 60 
Army Roasting: 58,000,000 Ibs.—Aborn 61 Coftee in Producing Countries 
Public Relations: Attitudes and markets—Byers 64 
Advertising: A coffee “character 64 World Coffee: Trends—Viton 101 
Restaurant Market: Recommending less—W ickes 65 Technology: Advances—Sylvain 103 
apr sage One The the hard P Durland pi Brazil: International agreement— Esteves 105 
acific Coast: The year in coffee—Hall 69 Brazil: Mild coffee from Brazil ?——Fairchild 106 
Ratios: Promote 1 pound to 214 gallons—Cohn [2 Beant Exchange rates—Parreira 107 
Deals: Deals and “baloney Cardwell 2 Colombia: Most dynamic period— Mejia 109 
Grinding: Store grinding trends—Schuhmann 74 Colombia: Coffee and the economy—Balza 110 
Electronics: Coffee sorting—Curtis Honduras: The outlook—Katian 
PCCA: The coffee man and publicity-—Heathcote 76 Nicaragua: Coffee problems—Bendana 113 
Budgets: More money for more ‘‘sell’’—-Hanson Currency of the Americas—PBenedi 114 
Better Brewing: Key to 8,000,000 bags—Neuman 19 Cuba: Exporter of coffee—Rubiera 115 
Vending Coffee Ruanda-Urundi: Better coffees—Steen 117 
San Francisco: The lighter side—Kahl 50 Angola: Growth and exports-—Loureiro 119 
Methods: Paths to ‘one more’’—O'Brien 81 Ivory Coast: Developments—Blanchenay 12] 
Techniques: That extra cup—Moseley $2 Kenya: Optimism on coffee 122 
Plants: Pushbutton coffee plants—Robinson 55 ~~ Uganda: Coffee output—Spencer 124 
Premiums: More imagination—Bowen 35 India: Background on coffee—Srinivasan 124 
Coffee Packaging 
‘ 
Coffee in Other Markets 
Coffee Cans: Packaging progress—Roberts 85 
Coffee Bags: Better design—Barnett 87) Burope: What's happening ?—Delamare 126 
Belgium: The price gap-——Demolin 12 
Roasting: Europe's methods—Von Gimborn 124 
Instant Coffe France offec hurdle Arioux 129 
Netherlands: Three kinds of business—Legrom 141 
Instant Coffee jars: Developments—W ithelm 89 =60Norway: Centralized imports— Johannson 14 
Instant Status: U. S. report—Spillez 90 Switzerland: Indirect imports— Braunschweig 14 
instant Merchandising: Changes—Lawrenc 91 Australia: Coffee down under—Kiernan 144 
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National Coffee 
Association's 46th annual convention this year, and before 
going any further, I feel that I the 
meaning of this phrase. Specifically, it means that if each 


Just one more’ is the theme for the 


should elaborate on 
person in the United States over 15 years of age drank “just 


one more” cup of coffee every day, the result would be 


8,000,000 more bags of green coffee sold each year! Eight 
million more bags to be grown, shipped, imported, roasted, 
packed, distributed and sold to consumers. 

One more cup daily, although an ideal today, is yet a 
specific goal for tomorrow 

It would mean an increase of more than 35% in U.S 
coffee volume 

It would mean an increase in import value of about half 
a billion dollars annually. 

It would increase overall per capita consumption to more 
than 21 green pounds per year, higher that it has ever 
been before 


All 


"Very interesting,” you may say, “But how does one se// 


from ‘just one more’ cup a day 
the consumer on that extra cup?” 

If there are any pessimists among my readers, may I re 
mind them that by first creating the desire for “one more’ 
in the minds of consumers, through advertising, Henry Ford 
managed to put that second automobile in thousands of 
private Larapes 

Many homes today have at least two telephones, at least 
two radios, and one home in every 25 has two or more 
television sets. If consumers can be motivated to want and 
buy more than one of these comparatively high-cost units of 
merchandise, can anyone seriously doubt that they can be 
persuaded to want one more cup of coffee daily. 

One of the Pan-American Coffee Bureau's recent surveys 
shows that, in the minds of consumers, that second cup of 


As one 


cup Is a 


coffee at a sitting holds a very unique position 
“That first 
necessity, and the second one more in the luxury class.’ 
Another said, “I think the best cup is the second cup 
The conclusion that can readily be drawn from these ex 


respondent to a questionaire put it 


cerpts is that most coffee consumers are already predisposed 
to like and want another cup, especially at mealtimes. This 
natural inclination on the part of our consumers can and 
should be cultivated to an even higher degree by subtly in 
corporating into coffee advertising the idea that the second 
cup at a sitting is the one that heightens most the pleasures 
of life 

In addition to “just one more” at mealtime, there are many 
areas where coffee consumption has not yet reached its 
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one more” 


By JOHN F. McKIERNAN, President 


COFFEE & TEA 


National Coffee Association 


By DOUGLAS WOOD 


Room 


| 
| CONVENT 
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McKiernan: "Hi, fellas! Come on in . . for ‘just one more’.” 


Iced coffee, the coffee break, better-brewed 
all offer opportunities for selling 


saturation point, 
coffee, the youth market 
“just one more.” 

Possibly one of the largest unexploited areas for coffee 
is selling it not in a cup, but in a glass—tall, well-chilled, 
and refreshing in hot weather. 

This year marked the first time that iced coffee became a 
contender in the summer cold beverage market on an in- 
dustrywide basis. I wish I could say that every member of 
the trade participated wholeheartedly in this promotion. 
Of those who did take part, however, we know of cases 
where roasters reaped additional profits. It is most in- 
teresting to note that during a relatively cool summer, coffee 
purchases by American housewives were 2.2% higher than 
during the hot summer of 1955. 

Coffee companies participating in the iced coffee promo- 
tion this year were not without plentiful assistance from both 
the National Coffee Association and the Pan-American Coffee 
Bureau. More specifically, the Bureau promoted iced coffee 
through full-color, full-page advertisements in consumer 
magazines, and supplied, at less-than-cost, many point-of- 
purchase display materials for the trade to use. 

A special iced coffee recipe booklet, produced by the 
NCA for members of the General Federation of Women’s 
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Clubs, also proved to be a valuable promotional tool for 
Association members. 

Further proof of the effectiveness of advertising iced 
coffee to increase summer coffee sales will be found in a 
forthcoming issue of this magazine, in the results of a 
survey conducted by the editor of Corrre & TEA IN 
DUSTRIES, formerly The Spice Mill. 

Just one more example of just one more market tor 
coffee is the coffee break, the full potential of which has 
never been fully realized. Of the 73% of the non-farm work 


force in the United States who are allowed to have coffee 
during working hours, only 34% actually drink coffee in the 


morning, and 189% in the afternoon 
There is no one organization that can promote the coffee 


break single-handedly, To be fully effective, the concerted 


efforts of the entire coffee trade are needed to bring the 


coffee break to all of industry 

Better brewing is a subject which I consider of 
Coffee today is being brewed at the national 
I doubt 


prime 
importance. 
average extraction rate of 60 cups to the pound 
that anyone in the coffee industry would serve coffee, brewed 
at this ratio, in his home. Yet we allow our customers, and 
in some cases urge them, to make coffee at this rate 

I have heard advanced the argument that “our customers 
want their coffee brewed at 60 cups per pound.” While 
there can be no dispute in matters of taste, | wonder why 


% A Coffee Convention “Fact-Reference” Feature: Program 


it is that the national preference in 1949 was an average of 
15 cups to the pound 

Another principal unexploited coffee market ts youth 

We found, in the survey conducted for the NCA by Ben 
son & Benson, that most parents considered age 16 might 
and proper for their children to start drinking coffee, The 
fact of the matter is that by the time young people reach 
this age, half of them are already drinking coffee — but 
mostly just one cup and usually at breakfast 

I cannot repeat too often my premise that the cottee in 
dustry is approaching this vast teen-age market too conserva 
tively. Nor can I over-emphasize the point that unless we 
act now, and quickly, we are going to see future generations 
of consumers lured, during their formative teen years, into 
a preference for soft drinks, milk, fruit juices, and even 
beer Benson & Ben 


son interpreted as a danger signal the survey finding that 


with not much room left for coffee 


fewer housewives in the under-30 group are serving coffee 
“A lowering proportion of customers in the young age 
group, if not corrected, could foreshadow a shrinking of the 


market in the future,’ the researchers warned 


To further illustrate my I cite 
consumption of soft drinks, which has jumped a whopping 
90% 1940. It has been the natural persuasive 


power of millions of soft drink advertising dollars, directed 


point, may per capita 


Just since 
163) 


(Continued on page 


Here is a guide to what will happen at the 1956 con 
vention of the National Coffee Association. This pro 


made. 


Monday, November 26th 


9:00 a.m.—Coffee Time, “just one more.” NCA 
Chairman Arthur L. Ransohoff welcomes convention, in 
troduces Lue va) of honor. Peter Folger, NCA VICE ch 
man, John F. McKiernan, NCA president, in keynote 
report Jack Von Volkenbureg, preside nt of CBS-TV 
enuest speaker of the morning 


Evening—Chairman’s reception, dancing and entes 
fammment, 
Tuesday, November 27th 
9:00 a.m.—Coffee Time, “just one more.” Session 


called to order by Chairman Arthur L. Ransohoff. Dy 
Virgil Reed, vice president and associate director of | 


Walter Thompson, Inc., on “How many ‘one mores’ can 


your market take?” Premiere of "The Magic Cup” 
NCA’s new coffee movie. Success stories, Charles G. 
Lindsay, manager, Pan-American Coffee Bureau, Visual 


demonstration of quantity brewing by Coffee Brewing 
Institute 


1956 NCA Convention Program 


gram is preliminary, however, and some changes may be 


Evening—Pan-American Coffee Bureau cocktail party 


dancing and entertainment 


Wednesday, November 28th 


Coffee ust one More Se 
opened by Chairman Arthur L. Ransohoff, Judy Grege 
of Gilbert Youth Research, on the potential for coffee m 
the youth market, Panel 
with Peter Folger presiding 
Cabana Cluh, dancing, 


9:00 am Time, 


AISCHSSION ON COffee markeuney 
Evening—Ranch Party at 


Thursday, November 29th 


Coffee Time, just one more 
Introduce 


President 
pane lon 
Ray 


System; William 


9:00 am 
John F. McKiernan opens meting 
Armed Forces Coffee 


roasting: Brigadrer-Geneva 


Market Center 


W. McCollum, H. O., O. M. Market Center System 
Miss Gladys E. Jackson, N. Y. QO. M. Market Center 
System; Anton G. Jedlicka, O. M. Inspection Service 
Command. Coffee break Busine meeting, John I 


McKernan presiding. Committee election of 


officers 


Evening 


ve ports, 


Annual banquet dancing, enterlainment 
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No switches on this track 


Years of faithful service have earned the vacuum- 
pack coflee can an enviable reputation. In homes from 
coast to coast, this familiar can—originated by Canco 

always means coffee at its peak of freshness for that 
full, rich, delicious flavor millions enjoy. 

It hardly seems possible that the vacuum-pack coffee 
can could be improved, But that’s exactly what Canco 
engineers have done, for now they've made it easier 
than ever to open! 

Once you start to turn the key on one of these Canco 
vacuum-pack cans, youre headed for certain success, 
with not one bit of difficulty. Pwo bead lines—one on 


either side of the tear strip—make sure the strip stays 


on the straight and narrow. It can’t get switched off 
the track. 

‘Today no coffee container in the world can offer 
you more advantages than the vacuum-pack can 


with the new self-tracking feature 


Today no coffee container 
in the world can offer you 
better flavor protection 
than the vacuum-pack 
can, originated by Canco. 


American Can Company New York - Chicago - San Francisco 
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what doldrums? 


Those who know me will tell you that I am a man who 
has little patience with the ‘prophets of doom” in this 
business. Of course, these pessimists will never admit 
that they are taking anything but a ‘realistic’ viewpoint 
But I suspect that they're limiting their observations only 
to the unpromising realities. 
They will tell you, for in- 
stance, that green coffee im- 
ports into this country 
slumped in 1954, which they 
did — by nearly 4,000,000 
bags. That's a reality. But 
imports rallied upward last 
year to the tune of nearly 
2,500,000 bags, and imports 
for January through August 
of this year were running 
more than 2,800,000 bags 
ahead of the same period in 
1955. Those are realities, too. 
Another example. They will tell you, these crepe 
hangers, that roasting volume was down in 1954. That, 
But is there anything wvreal about the 


also is a reality. 
figures which show that roastings through the first 41 
wecks of this year outpaced volume for the same period of 
1954 by nearly 3,400,000 bags, and by 1,690,000 bags for 
the 41 weeks of 1955? 

I've heard the complaint that “business is in the dol 
drums.” My understanding of that word is 
listlessness.” If an uptrend of 3,400,000 more bags 
roasted within two years can be called a state of listless 


state of 


ness, then I, for one, will be content to live in that state 
from here on in. 

Face realities? Of But let’s face al/ 
of them! For instance, let’s face the projected realities 
that some of our traffic engineers viewed too skeptically 
when they gave us turnpikes that were designed to be ade 
only to see them become obsolete 


course, we do. 


quate for many years 
within a short time after the ribbons were cut 

I mean projections such as these 

In January of this year, our population was 166,766,000 
In January of 1957, it will have risen to 169,000,000, and 
by July of 1960—while our newly elected president is still 
in office—it will hit 179,400,000! That's total population 

Now, if we agree that the 15 to 19 age group is the 
new coffee market, let's take a look at what will happen 
In July of last year, this age group numbered 
By July of 1960—just three and a half years 


there. 
11,186,000. 
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By ARTHUR L. RANSOHOFF, Chairman 


National Coffee Association 


hence—that market will have swelled to 13,381,000. How 
many “Just one more cups” we sell to that mushrooming 
market will depend largely on who prevails among the 
members of this industry—the doers or the doubters 

I understand that it's something of a tradition for the 
NCA Chairman to extend in this edition an invitation to 
all! members to come to our convention. But I'm going to 
be, for the moment, a non-conformist, and pull a switch 
on Old Man Tradition. While all members, of course, are 
invited to send representatives to Boca, the trip might not 
prove fruitful for those who come with minds locked tight 
against new ideas, or ideas which have never been given 
their full rein, 

We expect to present a businesslike agenda with speak 
ers from outside the industry who have long experience 
in the field of merchandising. We will dramatize factual 
examples of success stories conceived, exec uted and cap 
talized on by members of the coffee trade who proved 
they could sell literally millions of “Just one more cups.” 
It's probably true that Macy's doesn't tell Gimbels—at 
least in advance. But when a conference room project is 
closely followed by a 
nothing to prevent the rest of the trade from ‘the sincer 
adapta 


sales counter bonanza, there's 


est form of flattery’ imitation, or more likely 
tion 

As all who have been to Boca know, all kinds of fun 
are within a chip shot, bar's length, or palm-shaded mile 


of the auditorium, Our program is designed to permit 


time for at least a putting session, a quick one,’ or a 
dip in the ocean before lunch. Thereafter, the hours are 
completely “at your leisure’ until the next morning's 


business session. 

I've seen the business agenda and I'm convinced it will 
be as informative and Inspiring as any weve ever had 
Furthermore, it has been enlivened and piven a fast pace 


by the use of a format never before used at our con 


attendance at session will be 


stimulating for every cotfes 
seriously, wants to learn more about it. and ts interested 
at all in how he can gain personal profit by selling “Just 


In short every 


ventions. 


man who takes his business 


one more ¢ up 


They say that the difference between a pessimist and 
is half 
And 


in the coffe industry will ayree to 


an optimist 1s that the one com lains that his « i 
empty, while the other rejoices that his is half-full 
so, if the pessimists 


Just one more cup” —even half-empty, then 


the optimists among us will be glad to take care of selling 


set out to sell 


the other half, 


> 
z 


% A Coffee Convention “Fact-Reference” Feature: Basics 


selling more coffee 


The problem of selling more coffee has the same basi 
aspects as the problem of selling more of anything else 
You have to have an adequate supply to meet inc reased 
consumption, you have to make people want to consume 
more, and you have to offer it at a price they're willing 
and able to pay 

It may be hard to stifle 
4 yawn at thus meeting once 
more the familiar law. of 
supply and demand, but you 
can't get away from it. It’s 
as old as life itself. The 
matter of price is a some 
what more recent complica 
tion-—but it’s been around a 
long time too 

At least we can get away 
from the abstract and take 
i quick look at some con- 
crete facts. Taking them in the right order—in accord- 
ance with the law which won't be mentioned again—the 
first to be considered is that next year there will be a 
coffee surplus of approximately 8,000,000 bags 

Is that a sufficient supply to warrant a strong effort to 
build increased demand? The answer is yes, but with cer- 
tuin reservations. The reservations have to do with the 
fact that a coffee surplus is, in one sense, like a long fuse. 
Burn it to the end and there'll be a price explosion 
Even if you only get close to the end there might be 
sparks enough to set it off. A price structure is often 
so delicately balanced that even a trend can affect it 

Greater coffee production is consequently an urgent 
first step toward the objective of selling more coffee. We 
all know there are rigid physical and horticultural limi 
tations that stand in the way, The fact that time itself 
plays so important a part makes it imporant that such 
influences as can be put to work should be brought to 
bear immediately All aspects of future production 
should be thoroughly and consistently explored, with a 
view to developing an indispensable guide—one that will 
permit the increased selling objective to be defined in 
terms of reasonable, practical figures, We must know 
how far we can safely go, and at what pace, before we 
stare, 

Assuming that coffee production can be increased, with- 
in whatever limits are determined, the process of building 
more consumer demand changes from a mere question: 


By DONALD R. STEWART, President 


Chicago Coffee Club 


Can we do it?” to an imperative: “We've got to do it!” 
We're all acquainted with what happens when supply 
takes too long a lead. 

The problem of stimulating greater demand can be 
stated more simply than solved. People consume more 
and more of any product as they grow to like it better. 
Practically everybody likes coffee to begin with, so not 
a great deal needs to be done about merely extending 
its appeal. The key to the problem lies in the fact that 
too many people don’t like it the way they get it. 
Good coffee—certainly good coffee in the cup—is a rarity 
in far too many American homes. In millions of families 
where coffee is considered a daily necessity, mediocre 
coffee cancels the desire for second cups. 

Improvement in the present average quality standards 
of blending, roasting and packaging coffee could go a 
long way towards accelerating coffee consumption—even 
if it meant a rise in the current average price level. The 
price impediment (other than the explosive kind) is not 
one to be met with excessive caution—as will be pointed 
out later. Coffee, with its noble traditions and hgh 
standing as the most pleasing and satisfying accomp. ni- 
ment to good food—or as individual refreshment——is 
faced with too much serious competition from such pro- 
ducts as carbonated beverages—especially among teen- 
agers. Greater regard for the superiority of coffee can 
only be achieved by promoting and safeguarding the in- 
herent quality characteristics of coffee itself. And there 
is plenty of evidence that good coffee is good business. 

It can be argued with reason, of course, that given the 
world’s finest quality coffee, countless people would 
ruin it by slipshod and improper methods of brewing 
and serving. The answer to that should be obvious 
What is needed is a vigorous and sustained campaign by 
the coffee industry to educate people on the best methods 
of preparing coffee, Such a program would classify as a 
worthy public service, for it would result in nothing but 
benefit to the consumer, freely offered. It would benefit 
everyone in the coffee business by inducing a stronger ap 
petite for coffee that would inevitably raise consumption 
And it would lift coffee in public esteem, because people 
tend to regard more highly that which they are taught 
to treat wih care. 

And now as to the matter of price. There is evidence 
that too many in the coffee industry have been inclined 
to feel apologetic regarding the public attitude toward to 
(Continued on page 51) 
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WHO DISCOVERED COFFEE 


AN ARABIAN LEGEND 
RELATES THAT COFFEE CAME 
INTO USE WHEN IT “GOT THE 
GOATS’ OF A CERTAIN HERDS- 
MAN NAMED KALDI. 

HE TOLD THE ABBOT OF 
A MONASTERY THAT HIS FLOCK 
WENT INTO A DAKCE 
AFTEI2 EATING THE CHERRY- 
FRUIT OF A CERTAIN TIREE. 

WHEN THE ABBOT BOILED 
THE CHERRIES IN WATET HE 
BREWED A BEVERAGE THAT 
HELPED THE MONKS STAY AWAKE 
DURING MIDNIGHT PRAYERS. 


FIRST EATEN AS FOOD 


LONG BEFORE THE BEA 
OF COFFEE CHERRIES 
WERE FOASTED AND M 
INTO A BREW, DRIED 
FEE CHERRIES THEMSE! 
WERE CRUSHED, MIXE! 
WITH FAT AND EATEN AC 
FOOD. EVEN “TODAY, 
THE MEN OF THE 
GALLA TRIBES OF 
AFRICA USE SUCH 
“COFFEE BALLS’ AS 


RATIONS ON SAFAIRIS. 


COFFEE FIRST WAS ROASTED. 
IN THE 13™ CENTURY BY 
“COOKING” A_ HANDFUL OF 
BEANS IN CRUDE CLAY 
DIPPERS OVEIe AN 
OPEN FIRE. 


MODERN ROASTING 
EQUIPMENT CAN PROCESS 
THOUSANDS OF POUNDS : 
OF COFFEE EACH HOUR. 


= 
| DRINK TEN 


What they Say about “... an excellent job! Something 


like this has long been needed by abl Mery ing 
Cr, 
The Magi Be an the Industry, and it should make imps Coffee. *Sting and 
ons Tt; TO \ 
many friends for us. Thank you Oca ine NOtion aly. 
klet is certain for making it available...” seen, futur, 
OK Nop Cos 
be very well con "athe, Bes off; 
y 
done 


. it sure has an 


awful lot of good in- 


THE COFFEE TREE IS A DELICATE 
TROPICAL PLANT WHICH GROWS 


formation packed in- 


” 


TO A HEIGHT OF 25 TO 30 FEET. aad 
IN SOME. AREAS IT IS PRUNED TOA 
HEIGHT MORE CONVENIENT FOR PICKING. a 
THE PLANT NEEDS LOTS OF WATER, 
A WARM, HUMID CLIMATE AND JUST 19 FRAGILE, 
THE RIGHT AMOUNT OF SUNSHINE, 7 “alten 
FROST, HARSH WEATHER AND DISEASE On 
CAN CAUSE SERIOUS DAMAGE TO THE 
TREES AND RUIN THE CROP. wer 
COFFEE TREES ARE EVERGREENS 
WITH GLOSSY GREEN LEAVES. THEIR 
WHITE BLOSSOMS HAVE JASMINE-LIKE 
FRAGRANCE, GIRLS WEAR THEM IN THEI HAIR, 
hip 
-HERRIES 
1, DRIED COR- 
) EATEN AS | 
TODAY, 
THE 
) SAFARIS, | and here's 


space for your 


A COFFEE TREE IS ABOUT FIVE YEARS OLD BEFORE IT brand imprint. 
- cameant” WILL PRODUCE ENOUGH CHERRIES TO MAKE A SINGLE 

RINK TEN 
GALLONS 


POUND OF ROASTED COFFEE , 
Vi AND WILLYIELD ABOUT THE 
my AMOUNT EACH YEAR 
THEREAFTER. 


SINCE THE CHERRIES RIPEN 
AT DIFFERENT TIMES, EVEN a 
ON THE SAME TREE , PICKING 

) MUST BE DONE BY HAND. For details, 


ROASTERS SELECT — write to 
SOME \OO TYPES OF 
U.S, 
COFFEE LOVERS. 


New York 5, N. Y. 
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NOVEM BER, 


COFFEE BREAK 
IS BORN, 


THE CUSTOM OF THE 
*COFFEE BREAK” WAS 
STARTED IN TURKEY SOME 
400 YEARS AGO, 

A COFFEE HOUSE Of CAFE 
WAS OPENED IN CONSTANTINOPLE 
(NOW CALLED ISTANBUL) AND BECAME 
VERY POPULATe AS A PLACE FOI 
REFIZESHMENT. 

WHEN TURKISH ARMIES OCCUPIED EASTERN EUROPE, 
IN THE 177 CENTURY, THEY TOOK THE CUSTOM WITH THEM 


7 COFFEE comes To VIENNA. 


LARGELY THROUGH THE HEROISA 
OF A POLISH MESSENGER 
FRANZ GEORGE KOLSCHITZK% 
HE SWAM THE DANUBE 
RIVER SEVERAL TIMES TO 
CONTACT THE AUSTRIAN 
TROOPS AWAITING THE 
SIGNAL ATTACK. WHEN THE TURKS WERE ROUTED, THEY 
LEFT BEHIND THEM THEIR SACKS OF COFFEE, THEN UNKNOWN 
AG A BEVERAGE IN AUSTRIA. KOLSCHITZKY WAS GIVEN THE 
COFFEE AS A REWARD AND WITH IT HE OPENED THE FIRST 
OF THE FAMOUS VIENNA COFFEE HOUSES. 


His TREASURE srtitt Lives 


STILL CALLED “THE WORLD'S MOST 
BEAUTIFUL COFFEE HOUSE” IS ONE 
OPENED IN PADUA, ITALY, MORE 
THAN 100 YEARS AGO. IT WAS 
BUILT BY ANTONIO PEDROCCHI, 

A SIMPLE QGOFFEE VENDOR. 

WHILE DIGGING IN THE CELLAI2 
OF AN OLD HOUSE HE HAD BO BOUGHT, 
ANTONIO DISCOVERED A FORGOTIEN 
VAULT, LOADED WITH TREASURE. 

WITH THIS SUDDEN WEALTH HE 
BUILT THE ELEGANT CAFE PEDIROCCHI. 


D FROM 
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ENGLISH AND EARLY AMERICAN 
COFFEE HOUSES WERE NOT AS 
ELABORATE AS THE PEDROCCHI, 
BUT WEIE RICH IN HISTORY 
AND TRADITION. 

THE WORLDS LARGEST 
INSURANCE COMPANY, 
LLOYDS OF LONDON, WAS 
STARTED IN A COFFEE HOUSE 


AUTHORS SAMUEL 
JOHNSON, BOSWELL, 
BURKE, AND GOLDSMITH 
GATHERED AND TALKED 
AT THESE PLACES, CALLED 
“PENNY UNIVERSITIES” BECAUSE 
OF THE ONE CENT ADMISSION CHARGE. 

THE WORD *TIP’ ORIGINATED gE FROM THE BOXES 
WHERE GUESTS DROPPED COINS “TO INSURE PROMPTNESS’ 


or tHe REVOLUTION 


AMERICA'S MOST FAMOUS COFFEE 
HOUSE WAS THE GREEN DRAGON 
IN BOSTON WHICH DANIEL WEBSTER 
B CALLED “THE HEADQUARTERS OF 
THE REVOLUTION” PATRIOTS JOHN 
ADAMS, PAUL REVERE, AND WEBSTER 
MET THERE TO PLOT THE STRATEGY 
OF THE REVOLT AGAINST ENGLAND. 
THE COLONISTS’ RESENTMENT 
y AY TO THE STAMP ACT, WITH ITS HEAVY 
TAX. ON TEA, INSPIRED THE FAMOUS 
BOSTON TEA PARTY, 


“TAKATION w WITHOUT 
iS TYRANNY" 


IN THE EARLY DAWN OF DEC. 
(6, 1773, COLONISTS DISGUISED 
AS INDIANS, RAIDED A BRITISH 3 
SHIP AND TOSSED ITS CARGO OF 
TEA INTO BOSTON HARBOR. 

THIS HISTORIC EVENT GAVE COFFEE 
ONE OF ITS FIRST ADVANCES TOWARD 
BECOMING AMERICA'S FAVORITE BEVERAGE. 


NOVEMBER, 
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MAJOR. PORTION OF U.S. COFFEE IMPORTS (AGOUT /7 MILLION 
BAGS) COMES FROM LATIN AMERICAN COUNTRIES, 

CASH PAID THIS COFFEE MAKES UP A LARGE PART OF 
THE 3/3 BILLION DOLLARS WORTH OF US. PRODUCTS 
BOUGHT IN AN AVERAGE YEAR BY LATIN AMERICANS, 


THIS REPRESENTS YQ OF ALL ANNUAL U.S, EXPORTS, 


Wh b an excellent job! Something 
at ey say out 
like this has long been needed by able 
Cre 
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“ANOTHER CUP, PLEASE moron 


ONE OFTHE WORLDS GREATEST INDUSTRIES AND in 
~ FOREIGN TRADE OF THE UNITED STATES IN BALANCE, pte 


e ” 


COMMERCE BETWEEN LATIN AMERICA AND THE os 
UNITED STATES |S LIKE A TWO-WAY THOROUGHFARE a 
OVER WHICH MORE THAN 624 BILLION 
DOLLARS WORTH OF GOODS 
TRAVEL ANNUALLY. 


EACH YEAR ABOUT 
20 MILLION BAGS OF ship 
COFFEE (/32% Pounds es 
FACH) ARE IMPORTED 
AFRICA, ASIA, AND 
OCEANIA, gra? 


TOTAL VALUE OF THIS 

COFFEE IS MORE THAN 
17/3 BILLION DOLLARS. 
IN) TERMS OF DOLLAR 


VALUE, COFFEE IS 
BIGGEST IMPORT, 


and here's 
space for your 
brand imprint. 


_US.EXPORTS LATIN _ 


AMERICA ARE IN THE FORM OF MACHIN- 
ERY, VEHICLES, AUTO PARTS, AND CHEMI- For details, 
CALS. THE REST CONSISTS OF VEGETABLE 
PRODUCTS, BEVERAGES, TEXTILES, METALS, 
fT OF MINERALS, ANIMAL PRODUCTS, WOOD, NATIONAL 
PAPER, AMID MISCELLANEOUS TEMS. COFFEE ASSN 
5, COFFEE IN. STATES 120 Wall St. 
RTS, New York 5, N. Y. 
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MEMORABLE. VOYAGE. oF 
CAPTAIN DeCLIEU : 


ONE OF THE DRAMATIC - 
INCIDENTS IN COFFEE Vi 
HISTORY CONCERNS CAPT. 
GABRIEL DECLIED, FRENCH 
NAVAL OFFICER, STATIONED 
ON MARTINIQUE, WEST INDIES, 
WHO BIOUGHT ONE OF THE 
FIRST COFFEE PLANTS To 
THE WESTERN WORLD. 

WHILE ON FURLOUGH IN PARIS 
IN 1723, HE OBTAINED A SMALL 
COFFEE PLANT FROM THE 
ROVAL GREENHOUSE 


ON THE RETURN VOYAGE HE HAD 
TO PROTECT THE DELICATE PLANT 
DURING VIOLENT STORMS AND PRO- : 
LONGED DROUGHT, EVEN SHARING HIS SCANTY ~ 
WATER RATION TO KEEP IT ALIVE. THEN TOO, A 
JEALOUS FELLOW PASSENGER DESPERATELY TRIED To 
STEAL THE PLANT ORR DESTROY IT. 


EVEN NOW 
WITH 
FARMING 
METHODS, 

THE COFFEE GROWER IS FACED 
fas, 
AND PLAAIT DISEASES. 

STILL, THE COFFEE INDUSTRY HAS 
PROVIDED A CONSISTENTLY IMPROVE 
PRODUCT YEAR AFTER YEAR. 
WITHOUT SERIOUS 


— 
CONSUMPTION 


What they Say ahout “... an excellent job! Something 


like this has long been needed by aa”? Wes 
The Magi Be an the Industry, and it should make for COffee “resting 
many friends for us. Thank you ; 4 
kiet is for making it available... ” 
ly 
done 


MODERN AAAKING 


FOR THE “PERFECT’ CUP OF COFFEE, USE 2 LEVEL MEASURING 
Pag she a (ONE STANDARD MEASURE ) OF COFFEE AND 6 OUNCES y “... it sure has an 
FRESH, COLD WATER FOR NEVER BOIL THE COFFEE. awful lot of good in- 


3/4 OF THE PACITY. SERVE IMMEDIATELY. WASH 
Use THOROUCANY AND RINSE WITR HOT WATER APTER EACH USE. formation packed in- 


PERCOLA 


MEASURE FRESH COLD WATER INTO POT 
mm AND BOIL. REMOVE FROM HEAT, MEASURE 
“REGULAR GRIND” COFFEE INTO BASKET. 
PUT BASKET IN POT, RETURN TO HEAT 
AND “PEIZC” SLOWLY G10 8 MINUTES. cellent 


VACUUM 


MEASURE WATER INTO 
LOWER. COWL. AND BON. 
REDUCE H 

FILTER. IN URFER BOW 
MEASURE FINE GRIND* 
OR “DRIP GRIND’ COFFEE . 
INSERT UPPER BOWL. 
LET WATER RISE AND STIR. ger > 
IN | TO 3 MINUTES REMOVE FROM HEAT, anv guest 
ALLOW BREW To RETURN TO LOWER at 4 vp 
BOWL. REMOVE UPPER BOWL. SERVE. grab! 


PRRE~ HEAT FOr RINSING WITH HOT WATER. 
DRIP MEASURE “DRIP GRIND’ COFFEE INTO FILTER 
My SECTION. MEASURE FRESH BOILING WATER 
INTO UPPER CONTAINERS AND COVER. WHEN DRIPPING 1S 

y COMPLETED, REMOVE UPPER SECTION, STIR BREW AND SERVE. | - ies 

} ere's 


space for your 


STEEPI NG brand imprint. 


USING COVERED UTENSIL, MEASURE Z 
WATER AND BRING TO ROLLING BOIL. ‘ 
ADD MEASURED AMOUNT OF : 
REGULAR GRIND COFFEE TO : 

WATER AND STIR. KEEP ( 


HEAT LOW SO COFFEE DOES 
NOT BOIL. STEEP <i TOG aces 
MINUTES. STICAIN, 
ph 40 CUPS. 
NATIONAL 


Pron INSTANT pour FRESHLY BOILING WATER 
os INS INSTANT COFFEE IN CUP ACCORDING TO DIRECTIONS COFFEE ASSN. 


ON THE LABEL. MAKE QUANTITY IN COVERED CARAFE Of2 POT. is cts ee 
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A TIP TO HOST WONDERFUL ) 
Ann HOSTESS 


COFFEE HAS BEEN CALLED 
THE "UNIVERSAL CUP OF CHEER, 
THE AMBROSIA OF PRINCE 
AND PEASANT, THE COMMON 
DENOMINATOR THAT HELPS 
INSPIRE THE SPIRIT OF GOOD 
FELLOWSHIP WHEREVER GOOD 
FRIENDS GET TOGETHER.” 


THE GMART HOSTESS KNOWS 
THAT GOOD HOT COFFEE |S 
INDISPENSABLE FOR FORMAL OR INFORMAL ENTERTAINING. AT 
NEIGHBORLY *KAFFEE-KLATCH” OR ELEGANT DINNER PARTY, THI 
SECOND ROUND OF COFFEE HAS BECOME AS IMPORTANT AS THE 
FIRST, NO REPUTATION IS MORE WORTHWHILE OR EASIER TO 
GAIN FOR A HOSTESS THAN THAT WHICH SAYS SHE SERVES 
WELL- BREWED COFFEE, HOT, AROMATIC, AND BOUNTIFUL. 


THe VITAMIN in COFFEE 


THERE'S HALF OUR DAILY REQUIREMENT OF NIACIN IN: 


4) QUARTS 3 BAKED S CUPS OF 
OF MILK POTATOES COFFEE 


BETTER cup oF corrEe 


WHILE THE FLAVOR OF COFFEE IS BUILT-IN 
BY NATURE, IT TAKES THE SKILIS OF MANY 
PERSONS ~ EXPERT FARMERS, PLANT SCIEN-4 
TISTS, BLENDERS, ROASTERS, TASTERS, 4 
AND PACKAGERS— TO DEVELOP THE 
MANY BLENDS POPULAR IN AMERICA, 
MILLIONS OF DOLLARS IN RESEARCH, 
EXPERIMENTS, AND PROCESSING ARE 
BEHIND THE COFFEE THAT COSTS 

JUST A FEW CENTS A CUP, 


2A SLICES 
OF BREAD 
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= CONSUMED AS A BEVERAGE 

IN THE UNITED STATES EACH pies 

YEAR IS EQUAL TO THE AMOUNT Og Sas 
OF WATER REQUIRED TO FLOAT 


SIZE - lg U.S. NAVY'S 


300, A 
HERD OF 000 
GUERNSEY TO 
SUPPLY THE DAILY 
CREAM REQUIREMENTS 
OF U.S. COFFEE LOVERS. 
THIS HERD WOULD 
NEED A FARM OF MORE 


THAN 21,000 SQu 
MILES, HALF THE SIZE 
OF THE STATE OF OHIO, 


. « and here's 
space for your 
brand imprint. 


PACKED IN ONE-POUND CANS 
AND STACKED IN A SINGLE COLUMN, 
THE U.S. CONSUMPTION OF ROASTED 44 
COFFEE IN ANY TWO YEARS ¢ 
WOULD REACH MORE THAN 
252,000 MILES INTO THE 

~~ IONOSPHERE OR HIGHER 
UP THAN THE MOON. 


For details, 
write to 


NATIONAL 
COFFEE ASSN. 


120 Wall St. 
New York 5, N. Y. 
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What they say about 
"The Magic Bean” 


rtaim 


very well 


“ 


. an excellent job! Something 
like this has long been needed by 
the Industry, and it should make 
many friends for us. Thank you 


for making it available...” 
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For details, 


write to 


NATIONAL 
COFFEE ASSN. 


120 Wall St. 
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NICHOLSON-TURNER 


FULLY AUTOMATIC ROASTING Automatic Accurate 
Coffee-King Weight Blending Scale 


modern scientific coffee a t 
ROASTERS available to 


you now. 


From 12 to 500 pounds 
batch-capacity. 


Roasting time as fast as 
8 minutes, if desired. 


TEMPO-VANE 

Automatic Coffee PUNCH CARD SYSTEM 

Roasting Instrument Disc punched by coffee blender inserted in scale, 
Adaptable to all coffee in matter of seconds, you get true blend by weight 
roasting machines automatically from any number of bins selected. 


TEMPO-VANE AUTOMATIC BAG-LINE 


Available in separate units which can be used with other existing equipment. 
Illustrated left to right: Tempo-Vane Bag Tucker with vibrator conveyor and 
Tempo-Vane bag heat sealer and gluer. 


TEMPO-VANE MFG. CO. 


330 FIRST ST. SAN FRANCISCO, CAL. 
EVERYTHING for the COFFEE INDUSTRY 


COMPLETE COFFEE PLANT EQUIPMENT AND INSTALLATIONS 


EASTERN REPRESENTATIVE 


A. H. SELZER CO. 
1127 N. HALSTED ST. CHICAGO, ILL. 
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The past year has underlined for everyone in the cottee 
industry, coffee roaster and coffee producer alike, the 
wisdom of teaching the consumer more about coffee, Not 
only different ways of brewing and serving coffee, and 
not only the pleasures to be had from drinking it, but 
the story of coffee as an 
economic commodity and as 
a product in world trade. 

During 1956 coffee prices, 
of course, were increasing. 
To any person within the 
coffee industry, the reasons 
were simple enough. At 
the beginning of the year, 
the supply of higher quality 
coffees throughout the world 
was less than had been an- 
ticipated, inventories in the 
consuming countries were 
low, and consumer demand was high. The public rela- 
tions problem, faced by coffee roasters and coffee pro- 
ducers, was to explain these basic economic facts to the 
public, to obtain as sympathetic and as understanding a 
consumer response as possible. 

Many voices were raised in early 1956 to help the coffee 
industry accomplish this task. The press, at least the in- 
formed and responsible press, gave strong support to the 
efforts of the industry to explain the economics of coffee, 
and a special word of gratitude needs to be expressed for 
the efforts of the coffee trade press. All in all, the im- 
mediate situation which faced the industry in 1956 as re- 
gards public opinion was well and successfully met, cer 
tainly so in comparison to similar situations in earlier 
years, 

One of the indications of success was the increasing num- 
ber of newspaper editorials which pointed out to readers 
that coffee is an agricultural product, and like all other 
agricultural products can experience good and bad grow 
ing years. This new that coffee is a farm 
commodity is something which plainly reflects one of the 
continuing themes of the Pan-American Coffee Bureau 


awarencss 


Colorful, pictorial scenes of coffee cultivation and har 
vesting are one of the most effective ways of emphasizing 
that coffee is an agricultural product. Such pictures have 
been widely used in Bureau advertising and promotion 
consumer education, in TV showings, booklets, museum 
displays and the press. It is most gratifying to me that 
pictures of coffee cultivation have found an important 
place in the promotional activities of individual coffee 


NOVEMBER 


1956 


% A Coffee Convention “Fact-Reference” Feature: Themes 


teaching the consumer about coffee 


By VITO SA, President 
Pan-American Coffee Bureau 


roasters. A special display of color photos, for example, 
was developed this year by the Coffee Bureau's advertis- 
ing department and proved to be one of the most popular 
promotional items ever offered the U. S. coffee trade by 
the Bureau. 

A second theme which has proved its usefulness is that 
coffee is, after all, an inexpensive beverage. The Pan- 
American Coffee Bureau this summer reported that coffee 
expenditures for a typical family of three now amount to 
about 13¢ a day, and that from 1950 to the present, the 
cost of a cup of coffee in the home has varied only slightly 
in the past few years, from a low of 1.60¢ in 1952 to a 
high of 1.75¢ in 1954. When newspapers publish this 
story, and when coffee roasters touch on it in their adver- 
tising and promotion, an important contribution is made 
to the public's appreciation of coffee. 

Effective and positive advertising by the Coffee Bureau 
and by individual coffee companies seems to me to be the 
most important means of telling the consumer that coffee 
deserves its place as the favorite beverage of the United 
Sates. When the reader is told that “Nothing is so Satis- 
fying as a Good Cup of Coffee,” it is buttressing public 
regard for coffee as a commodity, as well as increasing im- 
mediate sales and markets for the product. 

A third theme vital to the coffee industry is the role of 
coffee in inter-American trade. Coffee is the most impor- 
tant commodity in the commerce of the Western Hemis- 
phere, the currency pays a larger part of all 
uw. 3 exports to Latin America. Without the coffee dol- 
lar, Latin America’s hopes for a better and more prosper- 
ous world would be most seriously jeopardized and the 


which 


prosperity of many segments of U, S. commerce and in 
dustry would be endangered 

Obviously, in developing the importance of coffee in 
commerce, the first is for facts and information 
Among the many important research activities carried on 
in the marketing and economic fields by the Pan-American 
Coffee Bureau, none is more important than the statistical 
review which the Coffee Bureau has published yearly since 
1937. This is one used throughout the world and is the 
most complete and authoritative annual review of the 


need 


coffee industry published anywhere 

For two years now, the Organization of American States 
has paid honor to coffee and world commerce in coffee by 
establishing an official “Coffee Day” as part of the Pan 
American Week. It 
pride to everyone in the coffee industry that our com 
Coffee Day in 


should be a source of very great 


modity is the only one to be so honored 


(Continued on page 164) 
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world’s coffee @ 
moves through 
the Port of 
San Francisco 


Port of San Francisco 


San Francisco’s year-round clement weather makes it an 
Commissioners 


Cyril Mapain: President ideal port for handling coffee shipments. The even temperature facilitates 
Commissioners: 


Herold T. Loper, Henry J receipt and storage of coffee without loss of weight. 
udde, oma, nivrdan 

k Walsh, i i i i 

Z., wereoe Welch. Pert Docks are large, airy, and spacious which permits 


Trede promotion offices in weighing and hauling immediately on unloading. 


San Jose, Chicago, Washing- 


fon, D.C.. New York City 
London, England 
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The theme of this year's convention of the National Coffee 
Association presents a clear challenge to the entire industry. 
“Just one more” sounds deceptively simple, yet its impli- 
cations are so broad that its achievement calls for a new state 
of mind on the part of every segment of the coffee trade 
Most importantly, this new 
state of mind must be one of 
positive unity of purpose. It 
must be one in which every 
member of the industry asks 
himself constantly: “Am I do- 
ing what is best for coffee?’ 
Such a state of mind need 
not (in fact, should not) 
dampen competition or sub- 
merge brand identity to the 
commodity, But it should 
place competition and brand 
selling on a positive rather 
than on a negative plane. 
For instance, is it best for coffee 
when an importer makes an easier sale of an inferior grade, 


and for the importer 


than when he puts forth the extra effort needed to convince 


his customer that a better grade will maintain or improve 
the quality (and sales) of that customer's blend? 

Is it best for coffee—and for an institutional roaster 
when that roaster ‘goes along’ with a customer who thinks 
he can shave costs by using an inferior blend, or by serving a 
weaker and less satisfying brew? 

Is it best for coffee—and for his own business 
roaster blares extravagant economy claims that encourag 
stretching’? Or, for instance, when the processor of a de 
caffeinated coffee implies that regular coffees may be harm 
ful, but that Avs brand is safe? 

All of us are conscious of these practices and of others 
we deplore (when the other fellow resorts to them). We 
shrug them off as just normal competition, or we scramble 
to meet them. But they typify a negativicm and a timidity 
that are, in large measure, responsible not just for the in 


when a 


dustry’s lack of progress, but for its retrogression over the 
past ten years. 

The results of this negative and timid state of mind are 
reflected in two incontrovertible and unpleasant facts: 

1, While our civilian population 10 years of age and 
older was rising from 113,300,000 in 1946 to 126,930,000 
in 1955 (an increase of 11.5%), per capita consumption ot 
green coffee dropped from 23.7 pounds to 19.6 (a de 
crease of 17.3%). 

2, During the years 1946-1954, net civilian disappearance 
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a new state of mind 


By CHARLES G. LINDSAY, Manager 


Pan-American Coffee Bureau 


of green cottee averaged 19,482,000 bags a year. In 1955, 


it was 18,831,000 bags 


It is axiomatic in American business that the company 
or industry which does not move forward eventually vanishes 
from the scene. Coffee has shown remarkable vitality by 
resisting, as well as it has, the competition it has endured 
not so much from other beverages as from within the in 
dustry itself. But it is painfully evident from the figures 


that this vitality is waning 


If coffee’s vitality in this market is to be restored, it will 
take long and patient effort. It will and 
more extensive promotion of coffee, at the commodity level, 
by the producing countries. It will take a positive approach 
to selling and promotion by all segments of the industry. It 
will take that unity of purpose that puts mdas/ry interest on 
a par with brand and company interest 


take consistent 


In other words, if the coffee trade of the United States 
is to realize the full and exciting potential of “Just one 
more,’ then it must develop a new state of mind that ts 
more confident, more positive, more constructive and more 
completely dedicated to the advancement of the industry as 
a whole 


selling more coffee 


(Continued from page 40) 


coffee 


day's so-called The truth, flatly 


stated, is that coffee prices are too low, and have been 


high” 


prices 
for generations, In view of how much more coffee offers 
in enjoyment and satisfaction than any comparable bever 
age, it has been priced far below the level that would 
its true value. This too calls for a job of 
It wouldn't do any harm, for instance, 
17th 


accord with 
public education 
to let people know that, at one time during the 
century, coffee cost the equivalent of $45 a pound, and 
was still consumed pretty widely 

A rise in the level of coffee quality, with 
prices adjusted acordingly, could not fail to be advan 
With little initial resistance 


People would be rewarded by in 


average 
taycous to everyone more 
cottee would be sold 
creased enjoyment that would be worth more than the 
small advance they would be asked to pay. As they grew 
to like and esteem it more, they could more readily be 
taught that, by a true standard of values, coffee is, and 


has always been, the world’s best beverage bargain 
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try helping them 


+ A Coffee Convention “Fact-Reference” Feature: Brewing 


Probably no one in business is more at the mercy of his 
customers than the coffee roaster. We don't have to tell 
him. He knows it and spends a good part of his life de 
vising Ways to woo, to impress, to flatter, to cajole the con 
sumer to buy his brand, He uses newspaper ads, radio, tele 
vision and premiums in try 
ing to increase his volume, He 
has followed this practice for 
a good many years and spent 
a good many millions of dol 
lars in the process 

We don't say these me 
thods are wrong. We don't 
say they haven't paid off. But 
we do say there is another 
rich vein of exploitation 
which he has almost com 
pletely neglected—the little 
matter of helping his cus- 
tomer, 


Volumes have been written about the virtue of doing 
people a favor, It is recognized as being psychologically 
sound, From a strictly selfish standpoint it has been dem 
onstrated time and again that such an approach pays off. 
The recipient of a favor is generally appreciative. It 
happens to be a human characteristic. But this is not a 
treatise on psychology. I just mention it as being relevant 
to the subject at hand, which, for every roaster, is increasing 
his volume and prestige 


What I am about to suggest is one of the most inexpen 
sive investments a roaster can make. Not only that, it's good 
and sound economy. Properly carried out it is capable of 
yielding rich dividends. The idea I have in mind ts not new, 
it's not original; it just makes common sense. It resolves 
itself to telling people how to get the best out of a given 
blend. It's one of the most effective ways we've heard of 
for the roaster to get the customer off his back. Over and 
above that, it helps to insure brand loyalty and has a marked 
influence on the intangible factor known as prestige 


We, of the Institute, have had occasion to test the effec- 
tiveness of this approach. What we have learned only 
strengthens our conviction that the idea has undisputed 
merit, Our conclusions are based on personal contact with 
those people who weck after week, year after year, buy 
the commodity. ‘They include the housewife, the business 
man, the factory worker, the restaurateur, to mention a 
few. These are the people we have met; these are the 
people we have talked with; these are the people, who on 
numerous occasions, have sampled a properly brewed coffee 


By EUGENE G. LAUGHERY, President, 
The Coffee Brewing Institute, Inc. 


In almost every instance, their first reaction has been to in- 
quire about the brand used and whether it is something 
special (which it is not). They ask why they can't make 
coffee like it. They seem surprised when they are told they 
can, 

All this demonstrates one thing; people do want good 
coffee and are eager and willing to learn how to make it. 
In most instances, they are being deprived of the oppor- 
tunity for lack of good, authoritative brewing information. 
They are actually handicapped, a condition that eventually 
reflects on the well-being of the individual roaster and fre- 
quently on the industry as a whole. 

This attitude is not limited to the retail consumer. It 
is also held by buyers in the institutional field. This we 
have found out too, Whereas the operator of a feeding 
establishment is confronted with problems that do not fall 
into the bailiwick of the housewife, he, nevertheless, is con- 
cerned with the same basic objective uppermost in the mind 
of the homemaker, that of producing a cup of good coffee. 

Our experience in this particular field again has demon- 
strated the strong and genuine desire there is for guidance 
and assistance in the brewing of coffee. These conclusions 
are based on the wide and varied activities of members of 
our field research staff, who, during the past year and a 
half, have appeared before numerous restaurant, college and 
roaster organizations throughout the country. Their whole 
mission has been based on the premise of being helpful 
without being dogmatic. Their approach has been cooper- 
ative. They have espoused the causeof good brewing 
through demonstration. allowing individuals to form their 
own conclusions on the basis of comparison taste tests. 

The success of this technique is reflected in the ever- 
increasing demand for the services of the field men by as- 
sociations and by individual organizations. This evidence 
is indicative of the sincere interest that exists in this area. 

What I have recounted, in a brief way, carries out the 
thought implied in the title of this article, “Try helping 
them. It bolsters the contention that there is need for 
such help, that there is a willingness and desire on the part 
of the customer for such assistance and, finally, that it will 
redound to the credit of the individual roasters who take 
advantage of the opportunity. 

Measured in terms of dollars and cents, the cost is prac- 
tically negligible and the rewards substantial. Reduced to 
direction terminology, making such a program successful 
requires one part hard cash and ninety-nine per cent good 
will. Properly projected it will pay off. Help your cus- 
tomer by including direction on your labels and by servicing 
him through your sales representatives 
Try it. It works. 
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research: key to better coffee 


It seems to us at the Coffee Brewing Institute that one 
of the easiest ways to induce people to have “just one 
more cup” of coffee is to make coffee taste and smell so 
good that they can’t resist it. We are sure that this will 
not only compel regular consumers to drink more of 11 
but also influence potential 
consumers, who are intro 
duced to good coffee, to 
choose it as their favorite 
beverage. 

So that 
housewives to 


can make the best possible 


everyone from 


restaurateurs 


cup of coffee all the time 
we have been trying to find 
out precisely how certain 
factors affect the quality of 
brewed coffee. This is a 
complex problem, since 
there are so many different coffee varieties, blends, roasts 
and grinds, as well as different kinds of brewing equip 
ment and local water supplies. 

With the help of several colleges and universities 
commercial laboratories and research institutes, a num- 
ber of these factors are being examined critically. The 
results of these studies will certainly contribute to a 
better cup of coffee and will give the consumer, wherever 
he may be, greater enjoyment and more complete satis 
faction than he receives today. 

Our study of roasts is a case in point, When we 
started, there was no method available that could be 
used to define roast color objectively. At the present 
time a roast is described by name, such as light, medium, 
dark, cinnamon, New York, French, Italian. These names 
may mean one thing to one roaster and something else 
We want to develop a fast and accurate 
It will then be possible 


to another 
measure of roasted coffee color. 
to have each batch of roasted coffee not only uniform in 
color but the same as the batch that was roasted a week 
or a year apo, What is more important, an objective 
method would also provide a reliable control so that the 
flavor characteristics of each roast would be developed 
with assurance and certainty 

We are well on our way toward the development of a 
method that will measure the color of roasted coffee and 
will enable us to predict conditions that will produce 
Further work will show, too, just how 
different 


the desired roast. 
great a variation in color development among 
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By DR. ERNEST E. LOCKHART, Scientific Director 
The Coffee Brewing Institute, Inc. 


types of cotfee may be expected, In addition we are 
also learning something about the chemical changes tak- 
ing place as color develops during roasting 

Although everyone knows that the coftee grind also 
has a measurable effect on the taste of the brew, we are 
finding the same confusion in thinking about grinds as 
about color. The three most common grinds—regular, 
drip and fine—are based on the Simplified Practice Recom 
medations of the United States Department of Com 
several additional grind 


However, there are 


market 


merce, 
names on the 

In studying this situation, we have collected more than 
a thousand samples from four major areas in this country. 
We have measured the particle size variation in each grind 
and have learned a great deal about grinding as it 1s car 
ried out here. We hope that this information will lead 
to a more uniform and clear-cut relationship between 
sieve analysis and terminology, We think this will as 
sure to a greater extent that the proper grind 1s being 
used in all types of equipment and that the individual 
grinds will not vary from batch to batch. This certainly 
will assist in the drive toward the extra cup 

The other important component of coffee, of Course, 
is water. Our studies so far have shown that dissolved 
mineral and odors of common impurities such as hydro 
gen sulfide, ammonia, and chlorine are not present in 
large quantity in most municipal waters to impart taste 
or aroma to the beverage, Also, we have found that 
some hard waters that have been softened by zeolite 
exchangers can indirectly affect the flavor of brewed 
coffee. We have measured the time it takes for various 
waters to pass through a bed of coffee grounds. The 
experiments showed that hard waters—with a high car 
filtered at about the same 
On the other hand, 


bonate or bicarbonate content 
speed as standard deionized water 
hard water that has been softened takes longer to filter 
which means that the coffee may 
These tests 


through the grounds 
be overextracted, leading to a bitter flavor 
indicate that hard water should either be completely con 
ditioned, not just softened, or in some cases not treated 
at all, 

The factors mentioned above all contribute their share 
to a good cup of coffee The care taken to produc ea 
uniform roast and the proper grind, and to use suitable 
coffee is not 


all be wasted, however, if the 


The design of brewing equipment has 


water can 
brewed correctly 
to take into consideration many factors: the proper tem 
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Commemorative plaque at the corner of Wall and Front 
Streeis, New York, in the heart of the coffee district 


New York 
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ANDERSON & HARRISON 


Green Coffer Brokers and Agents 
100 Front Street 

H. REEVE ANGEL & CO., INC, 
Filter Papers 


52 Duane Street 


ARABAN COFFEE COMPANY, INC 
Wild Rose Tea and Avaban Coffer 
Instant Coffee 
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ARBUCKLES JAY STREET TERMINAL, 
Specializing In 
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Brooklyn Office 


Green Coffer 
New York Office 
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INC, 
the World 
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New York 5, N. Y. 
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New Orleans 12, La. 
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Coffee 


120 Wall Street 
New York 5, N. Y. 


Brokers and Agents 


427 Gravier Street 
New Orleans 12, La. 


IRVING R. BOODY & CO., INC. 
Coffee 


120 Wall Street 


T. BARBOUR BROWN & CO. 


Coffee 


Brokers and Agents 


97 Front Street 
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Machinery 


JABEZ BURNS & SONS. 
Coffee 


Processing 
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104 Front Street 


CARGILL & DENNISON 
Brokers and Agents 
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DANNEMILLER COFFEE CO. 


Private Brand Coffee and Tea Packers 


PRANC IS H. DE VL IN CO. 
Green Coffee Agents and Brokers 
102 Front St. Cable: DEVLINCAFE 
New York 5, N. Y. Code: Acme 
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W. J. DONOHUE & CO. 
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Coffee Importers 


82 Wall Street 


EDWARD J. FINNEGAN 
Coffee 


100 Front Street 
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JEWEL TEA CO., Ine. JAMES P. NORTON 
Coffee Roasters 
and Importers 


Coffee Broker 


99 Wall Street New York, N. Y. 104 Front Street 
WM. L. KORBIN & CO. OLD DUTCH COFFEE CoO., INC. 
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Coffee 


America’s 


No. 1 Beverage! 


REAMER. TURNER & CO. 


Import) Agents and Brokers 


104 Front Street 


DAVID ROSSMAN, INC. 
Coffee 


86 Beekman Street 


SABROSA COFFEE COMPANY, INC. 


Simon Auskern — Samuel Roseman 
Coffee Roasters and Packers 


56 Pearl Street 


JORGE SALDARRIAGA E. 
Medellin (Colombia) 

Agents: CARLOS TRUEBA & SON 

120 Wall Street 


SCHARFER KLAUSSMANN CO... INC. 


(duality Coffees 


99 Wall Street 


SCHOLTZ & CO. 
Importers and Raporters 


82 Wall Street 


s. A. SCHONBRUNN & COL. INC, 


Savarin Coffer 
Vedaglia Demi-tasse 
77 Water Street 


Brooklyn, N. Y. 


New York City 


SEEMAN BROS. INC. 
New York, N. Y. 


Roasters and Distributors 


WHITE ROSE COFFEE 


UNION BAG-CAMP PAPER CORP. 
Dependable Packaging Since 


233 Broadway New York 7, N. Y. 


DAVID WEINSTEIN 
Coffee Brokers 
Cup Nelections a Specialty 


136 Front Street New York 5, N. Y. 
WESP WEIGHING COMPANY 
Weighers and Samplers 


82 Beaver Street New York 5, N. Y. 


WESSEL, DUVAL & CO.. INC. 
Coffee Importers 


67 Broad Street 


W. WIRT WICKES & SON, INC. 
Coffee Roasters and Packers 


10 Gouverneur Lane 


WOLMET RAW PRODUCTS CO. 
Coffee Brokers and Aqeuts 


135 Front Street 
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% A Coffee Convention “Fact-Reference” Feature: Trends 


coffee meets the quality challenge 


By IRWIN SHISHKO, Coffee Analyst 
Merrill Lynch, Pierce, Fenner & Beane 


The year 1956 will go down as an outstanding one for 
coffee consumption, bringing with it much promise for the 
future. Yet a challenge has arisen at the very time that 
gains have been made 

Broadly speaking, coffee’s popularity rests on a three 
cornered foundation: quality, 
price and promotion, Great 


strides have been scored in 
the area of promotion, Per 
haps never before has coffee 
been brought to the public in 
as an enticing a way as 1S 
The National Coffee 
Association and the Pan 
American Coffee Bureau are 
to be commended on their ex 
efforts 


This writer's concern is with 


today 


cellent promotional 


the more direct market factors 
quality and price, and their importance in coffee's future 


The background 
The roots of today s coffee situation go back to the great 
1954-54 


followed brought home an old lesson 


price rise of That price rise and the debacle that 


soaring prices and 
adverse publicity can wound usage deeply. That is a lesson 
which the entire coffee industry should never forget 

As prices moved down toward pre-1953 levels, prospects 
for consumption brightened 
passed out of the picture, as they always do when prices 
hinder consumption and seemingly non-existent supplies 
to market 


orn It seemed the world had crossed the thresh 


hold of vastly increased production The situation posed 
Ibvious problems At the 
i long period of attractive prices and an assured future fos 


otter 


same time, it seemed to augur 


CONSUMpPtion 
Scarcity amidst plenty 


vindicated 
44,500 


In 1955-56, expectations of were 
Production 


000 bays a yeat 


surplus 


exceeded 41,000,000 bays versus only 


earlier Consumption—-although scoring 


far better gains than anticipated—-was still no more than a 


shade 
Yet a strange thing happened Despite production in ExXCess 


over 35,000,000 bags versus 33,000,000 bags in 1953 
of use by nearly 6,000,000 bags, the price of the leading 
growths consumed in the U, S. moved up rather than down 
A unique situation developed in coffee—aptly characterized 


scarcity in the midst of plenty.” 


OFFEE & TEA Nf 


Erstwhile fears of shortage 


Picture the situation in its simplest terms. The world used 
approximately 33,000,000 bags of coffee in 1953—about 
11,500,000 bags of Western Hemisphere milds, about 15,- 
000,000 bags of Brazils and some 6,000,000 bags of Asia- 
Africans. In 1956, the world’s appetite grew. It is prepared 
te consume 6% of 7% more coffee than it did a few years 
ago—more milds, more Brazils, more Africans. But while 
world coffee supplies have expanded tremendously—more 
than 20% versus a much smaller rise in world demand, the 
composition of world supply has changed preversely, with- 
out relation to the world’s need. Production of Africans 
has expanded by over 2,000,000 bays, though less than 
1,000,000 bags more is required Production of Brazils is 
6,000,000 bags higher, but part of this increase is of poor 
quality and the remainder must be held over to make up for 
a prospective short crop next season. On the other hand, 
1955-56 saw no increase at all in production of milds 

What happens when consuming industries attempt to buy 
in the same proportions they did before? A_ threefold 
coffee market develops—a market for mild coffees marked 
by growing tightness; a market for good drink Brazils, which 
firmed and held on an even keel; and a sagging market for 
Mild prices soared from less than 60¢ 
to 75¢, 80¢ or more. Brazils of better drink quality hover 
on a relatively even keel around 55¢ to 60¢. African Ro- 
bustas, Rioy Brazils and other such coffees declined sharply 


75 other growths. 


from 45¢ to 35¢ or even 30¢ 
The new challenge 
In 1953, the challenge to consumption was the overall 
price level That chal- 
lenge was quality and relative price 


Prices pose a temptation to the consuming industry. They 
Buy more Robustas and Rios, curb your de- 


A new challenge arose im 1955-56, 


say in effect 
sire for mild coffee 
that appeal and maintained the character of its brew. On 
the average price 1s not so different from what it was. But 
the quality problem has been the central one which the 


So far, the world has largely withstood 


world has had to face 

The salient dilemma confronting the coffee world in 
1955-56 was that of maintaining blends. It is to the credit 
of the entire consuming industry around the world that they 
stood fast in favor of quality, to the extent that available 
supplies permitted 

We have given a basic description of the recent cotfee 
However, a number of facts must be added to 
First, we must recognize 
154) 


Situation 
make the picture more complete 


(Continued on page 


USTRIES 


IMPORTERS OF COCOA, COFFEE 
AND OTHER COMMODITIES! 


A French Bank in the U. S.., 
SOCIETE GENERALE 


NEW YORK AGENCY 


60 Wall Street New York, N. Y. 


is at your service. 


HEAD OFFICE 


29, Boulevard Haussmann Paris, France 


(established 1864) 


1300 branches throughout Metropolitan France, North Africa 


AND 


DAKAR and CONAKRY FRENCH WEST AFRICA 


DOUALA and YAOUNDE CAMEROONS 

ABIDJAN and DIMBOKRO IVORY COAST 

BRAZZAVILLE, BANGUI / {FRENCH EQUATORIAL 
and POINTE NOIRE | AFRICA 


ALSO 
in LONDON and BUENOS AIRES 


Subsidiaries and Affiliates 


in BELGIUM, CUBA, GERMANY, LUXEMBOURG, SPAIN and SWITZERLAND 


Correspondents in all parts of the world 
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% A Coffee Convention “Fact-Reference” Feature: Data 


facts for coffee men 


.. from the Census Bureau 


By LOU SHAPIRO, Chief, Current Wholesale Trade Section 


Business Division, Bureau of the Census 


Cotfee roasters. importers and dealers, like all other 
businessmen, make the 
many day-to-day decisions needed to operate their busi 
nesses efficiently 


require factual information to 
The Bureau of the Census, the largest 
the 


tabulates and publishes many statistical facts upon which 


Statistical agency in Federal Government, collects, 


government ayencies, business concerns and research or 


Lanizations can base their decisions and plans for the 


future 


Periodically, the Bureau conducts complete censuses of 
population, housing, agriculture, manufacturers, business, 
and 


governments, These provide comprehensive descrip 


tions of the nation’s social and economic characteristics, 


but because of their magnitude, summary data are gen 
erally not 


sufficiently timely to help appraise current 


trends, To meet the needs of business and government 


for more current data, the Bureau conducts various 


monthly, annual or other interim surveys, generally on 
the basis of scientific samples, to provide both accurate 
lata 


and timely on business trends 


Imports and exports 


Data on imports of green cotfee as well as exports are 
compiled on a monthly basis by the Bureau as a part ot 
its Foreign Trade Statistics Program 
filed with the 
Bureau of the 


Import entries and 


shippers exports declarations Collector of 


| 
Census where 


Customs are forwarded to the 


their dollar value and net qualities are tabulated by com 
modity, by country of origin and destination, and by 
customs district through which the merchandise enters 
or leaves the United States 

The commonly used measure of “net civilian disay 
pearance which represents the ount of coffee going 
into distribution channels can be arrived at by taking 


total imports subtrac ting from it any exports and amounts 
making ad 


ind 


purchased by the military services, and by 


justments for changes in the inventories of roasters 


orters 


Inventories and roastings 


cottee cannot be 
evaluated properly without information on green cottec 


Although l 


he prospective supply position of 


mventorics in the U.S stocks oft yreen 


OFFEE & 


Green Coffee Roasted in the U. S. 


coffee normally constitute a relatively minor part of the 


total supply, they can be of great importance in situations 
where potential damage to the crop threatens to reduce 
supplies below current requirement, Since coffee ranks 
first in value among U. S, imports, the outlook for coffee 
supplies is a matter of concern to U.S. consumers. 

Data on the U. S 
been compiled by the Bureau with varying frequency 
1941 
postwar period, these data were compiled on a monthly 
but 1947, 


measured at irregular intervals, 


vreen coffee inventories in have 


since During the war years and the immediate 


basis, since coffee inventories have been 


generally whenever the 
coffee supply situation was critical. However, for most 
of the period between 1949 and 1956, census data are 
wailable by calendar quarters Currently, the Bureau 
conducts this survey semiannually but collects quarterly 
data 

The next survey, covering the third and fourth quar- 


7 


ters of 1956, will be conducted early in 19 


Data on cottes 


compiled in this survey, and since 1954 a measure of 


vreen roasting, by quarters, are also 
roastings used for soluble cottee has also been obtained. 
These latter data have not only reflected the increasing 
cottce 
that a larger proportion of total roastings 1s being used 


cottee 


volume of instant used. but have also indicated 


for soluble 
Roasting establishments and coffee outlets 


1954 Economic Censuses, which are 


The 


pletion, will also provide data of special interest to the 


nearing com 


coffee trade 
The Census of Manufacturers, which covers all manu- 


(Continued on page 155) 
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% A Coffee Convention “Fact-Reference” Feature: Army Roasting 


58,000,000 pounds of new business 


By EDWARD ABORN, President 


Having been president of two trade associations, | know 
how difficult it sometimes can be to find a logical answer 
to the oft-asked question, “Why should I belong to the 
Association and what do I get in return for my dues?’ 

In this respect, Jack McKiernan is probably the most 
envied trade association presi- 
dent in the United States, for 
when asked this 
Jack has an answer that few 
trade association presidents 


quest 1on, 


have ever been able to equal: 

“The NCA in the past year 
available to the 
coffee industry close to $50.- 
000,000 a year of additional 


has made 


business, and accomplished 
this with a total expenditure 
of less than $5,000 


I refer, of course. to the 


NCA in 


Army roasting plants and the transfer of this business to 


for discontinuance of the 


success of arranging 


private enterprise 

Whether or not any member of the coffee trade partici 
pates directly in this business, he nevertheless benefits from 
it through a more healthy industry as a whole. This a 
complishment alone is worth to every coffee man several 
times the amount he has paid in dues to the Association for 
the past ten or more years 

Because the association has been so modest and the in 
dustry has gone about absorbing this additional volume of 
little like to 


i few of the details of how it was accom] lished and 


business with so fanfare, I would relate in 
briet 
who did the job 

January 17th, 1956, was, for the 
day at NCA headquarters 
ed, pencils whispered across steno notebooks 
the short bulletin from Washington. Its language was off! 
cial. dull But to the staff this 
electrifying, for it carried an exciting significance 


APPROPRIATIONS COMMITTEE ACQUIESCED TO 


most part a routing 


Phones rang, typewriters clatter 
Then 


undramati messavye was 


PERMIT DEFENSE DEPARTMENT TO CEASE COFFEE 
ROASTING ACTIVITIES 

This was it! The beginning of the end of more than 
three years of persistent methodic, and often-frustrating 
effort. This was the hour of victory. This, above all, was 


58,000,000 roasted pounds a year of new business for the 
coffee industry! 

Six weeks later, the 
which although somewhat anti-climatic, 


vovernment sent out a news release 


was nonetheless im 


at 
VEMBER 4 


Tenco, Inc. 


portant. The release carried an announcement by the De 
fense Department that roasted and ground coffee for the 
Armed Services thereafter would be procured from com- 
mercial sources. 

The long and finally successful campaign to have a great 
volume of buiness transferred to private coffee firms is, I 
believe, one of the most outstanding achievements of any 
trade association. Few of us realize the many obstacles 
which were encountered and hurdled along the way 

In torturous succession, the association's officers, com 
mitteemen and office staff were called upon to surmount, 
by numberless personal contacts and voluminous corres 
pondence, the initial apathy of some of the NCA’s own 
members, an adamant resistance by the Army and the Navy, 
a ham-stringing rider to the Department of Defense Appro 
priations Act of 1956, and Congressional lethargy and stub 
bornness 


Twice during the the goal ippeared all) but 
Then cancellation of invitations to bid and a 90-day 


a House of Representatives deadline tot 


tigen 
won. 
postponement of 
decision again “pulled the rug from under 

The message that arrived in NCA headquaters last Janu 
ary signalled the advent of tens of millions of dollars worth 
But it 
extend, at 


of new coffee business for successful bidders scems 


obvious to me that the benefits of this transfer 
least indirectly, to every firm in the coffee industry 

( redit for this ini} ressive N¢ A ACCOM) lishime nt must ilso 
be divided They include the 
the first Army Roasting Committee which | 
of NCA appointed in the fall of 1952 Peter 
J. A. Folger & Co., was chairman, and his commutteemen 
were A, (¢ of the Manning Coffee Co.; Frank Hod 
son, of the Eppens Smith Co., In Nate Schmid, of the 
Woolson Spice Co.; and Paul Taft, of the Duncan Coffee 


Co 


members ot 
is pre ident 
Folger, of 


amony many 


Glover 


named It wa 
headed by John H. Wilkins, Jr., as chairman, Peter Folger 
is co-chairman, and included Cecil Hudnall, of Standard 
Brands, In R. B. Sas of the Dannemiller Cotfee Ca 

Ralph Vilas, of Hills Brothers Coffee, In A. ©. Glover 


One year later, a new committee was 


ind Frank Hodson The present committee consists of 
Ralph Vila R. B. Sasseen and Richard H. Cardwell, |{r 
of C. W. Antrim & Sons, Inc 

But a good share of the credit for bringing this bonanza 
to the coffee business is due to the association s presi lent 
John F. McKiernan, and his staff Jack, together with the 
men and women at the NCA _ office, worked tirelessly 


patiently, and with unwavering determination to win th 


(Continued on page 156) 
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NEW ORLEANS 


SENDS GREETINGS 


Te... 


ANTOINE’S RESTAURANT 
SINCE 1840 2 


713 St. Louis Street MISSISSIPPI SHIPPING CO., INC., NEW ORLEANS 
THE COFFEE FLEET 


J. ARON & COMPANY, INC, FOLTZ TEA & COFFEE CO. 
COFFEE IMPORTERS COFFEE ROASTERS 
; PACKERS OF "ZODIAC" COFFEE 
336 Magazine Street, Zone 10 633 Tchoupitoulas Street 
Fortnightly coffee loadings at 
SINCE 1886 Buenaventura, Colombia, 

120 Wall Street, New York 5, N. Y. for Houston and New Orleans i 
427 Gravier Street, New Orleans 12, La. 620 Gravier Street, New Orleans, La. i 
BIEHL & CO.. AGENT HANEMANN & CUMMINGS, INC. 
NOPAL LINE Albert H. Hanemann John J. Cummings, Jr. 

COFFEE 


442 Canal Street 223 Magazine Street, New Orleans, Louisiana 


BLUE PLATE FOODS, INC. LEON ISRAEL & BROS. INC. 
COFFEE DIVISION COFFEE IMPORTERS 
760 Magazine Street 300 Magazine Street 
BYRNE, DELAY & CO. LLOYD BRASILEIRO 
COFFEE "COMPLIMENTS OF LLOYD BRASILEIRO" 


1107 Queen & Crescent Bldg. 
302 Magazine Street New Orleans, La. 
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NCA CONVENTION 
BOCA RATON, FLA. 


NOVEMBER 26-29 


J. P. MARKS 
IMPORT AGENTS . . . SPOT BROKERS 
201-202 Natchez Building 


OULLIBER COFFEE COMPANY INC. 
ROASTERS 


New Orleans, Louisiana 


PRADAT & DOUGLAS 
PUBLIC WEIGHERS AND GAUGERS 


227 No. Peters Street 
New Orleans 


W. L. RICHESON & SONS, INC. 
Ocean Freight Brokers — Forwarding Agents 
IMPORT EXPORT 


Peace Building—4th floor—624 Gravier St. 
Carloading/Unloading — Weighing /Sampling 


ADOLPH C. RICKS & CO. 
COFFEE BROKERS & AGENTS 


423 Natchez Street 
New Orleans, La. 


W. D. ROUSSEL & CO... INC. 
HARD & RAND, INC. 
422 Gravier Street 


SCHAEFER KLAUSSMANN CO., INC. 
QUALITY COFFEE 
302 Magazine Street 


R. BE. SCHANZER, INCORPORATED 
CHICORY AND COFFEE SUBSTITUTES 
610 South Peters Street, New Orleans 


CHARLES E. SCHMIDT 
COFFEE AGENT & BROKER 


205 Board of Trade Annex 
New Orleans 12, La. 


STEWART. CARNAL & LTD. 
COFFEE IMPORTERS 
430 Gravier Street, New Orleans, La. 


WILMER T. von GOHREN 
COFFEE BROKER 


306-307 Natchez Building 
New Orleans 12, La. 


WESTEELDT BROTHERS 
528 Gravier Street, New Orleans, La. 
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% A Coffee Convention “Fact-Reference” Feature: Public Relations, Advertising 


public relations for attitudes and markets 


By FRED C. BYERS, Chairman 


Public Relations Advisory Committee 
National Coffee Association 


Concern with public relations has become an important 
facet of current industry, As representative of the coffe 
industry, the National Coffee Association has increased 
its activities in this important field 

Measurement of the effectiveness of the NCA's public 
relations program is difficult. It can be pointed out, how 
ever, that in the 1956 price rise of coffee, there has not 
been the unfortunate public and government reaction that 
occurred in the 1954 increase. There are indications that 
the consumer has not curtailed coffee purchases as in 
1954-55 

This somewhat changed attitude did not just happen 
of itself, It was brought about through the implementa 
tion of the awareness of the NCA and its members of 
the necessity for improving relation between the coffee 
industry and the public, With this in view, in the spring 
of 1955. members’ dues were increased and the funds 
allocated to a public relations program 

The first step in that program was informational, The 
Benson survey was made as a guide to a public relations 


program 


The Benson survey indicated that the consuming public 
knew very little about the coffee trade in the United 
States, and what was known was not a_ particularly 
favorable attitude toward the trade. While public re- 
lations is not a tangible thing, the NCA public relations 
staff, with the Public Relations Advisory Committee, has 
directed its efforts to improving that relationship  be- 
tween the coffee trade and the people of the United 
States 

Press releases and mats have been carefully prepared, 
designed to increase the stature of the coffee industry 
rather than to defend it after it has been castigated. Dis- 
cussions of supplies of coffee have been avoided. The 
theme in a rising market has been the demand of the 
American public for quality coffee, and the responsibility 
of roasters to meet that consumer demand. 

To reach the youth market—the coffee drinkers of 
tomorrow-—"The Magic Bean” has been prepared and 
distribution is now in effect. Using the proven tech- 
nique of the comic book, this booklet tells the story of 


(Continued on page 156) 


why not a coffee “character” in advertising ? 


By HERBERT O. KNECHT, SR., Director 


If each person 15 years or over had consumed one 
additional cup of coffee daily last year, we would have 
processed and sold nearly 8,000,000 more bags of green 
cotter That statement has a magical ring to anyon 
within our industry, and certainly there is no reason that 
such an increase in consumption in- the United States 
cannot be realized. Over the years we have seen many 
products vastly increase their public acceptance It has 
been accomplished by means ot publicity, constant adver 
tising in all mediums, better packaging, and improvement 
of the product itselt 

The writer has long felt that the coffee industry should 
have some identifying character, to be used by all seg 
Phis is exemplified by the use by 
all electric power companies of the little Reddy Kilowatt 
that is found on all power bills, regardless of whether 


National Coffee Association 


you are in New York, Ilinots or California. Perhaps 
they adopted this sign of their industry because the power 
companies have long been cast as the villain of the piece, 
ind they wished to sway public opinion in their favor 
We in the coffee industry have also often been cast 
in a similar role, unjust as it may have been. So any 
character that might be developed to help popularize 
coffee would be worth thinking about 

The National Coffee Association is making a fine ap- 
proach to the securing of new coffee drinkers in their 
recently published “Magic Bean booklet. and the wide 
and thorough distribution of this booklet should be un 
dertaken by all factors in the coffee trade, 

There is little doubt but that a great deal of our 
joint efforts should be directed not only toward today’s, 


(Continued on page 156) 
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% A Coffee Convention “Fact-Reference” Feature: Restaurant Market 


“We will never sell more 


by recommending less” 


By W. WIRT WICKES, Chairman 
Hotel and Restaurant Committee 
National Coffee Association 


I have seen some figures recently which prove that it 
each person 15 years or over in the United States consumed 
one additional cup ot cottee daily, we would have proc essed 
and sold nearly 8,000,000 
more bags of green coffee last 
year. This is a possibility that 
everyone in the industry 
would like to see re alized 

There ts no way in this free 
country of ours to force this 
of coffee 
throats. It 


done by the fre 


extra cup down 
these millions of 
must be 
choice of each individual who 
likes coffee as a beverage 


We do that 


quality coffee is properly and 


$ 


when 


know 


freshly brewed, it can be so delicious that people will tak 
I think that most coffee drink 
ers will agree that the reverse of this is also true. Where 
the coffee 1s mediocre or poor, rarely do you hear requests 


a second and a third cup 


for a second cup 

It seems obvious to me that if we are to come anywhere 
near achievement of this wonderful goal of selling %,000,000 
in the roaster end of the in 
dustry must upgrade our quality. We know that 
We also know that what 1s good 


more bags of green coffee, we 
good 
cottee 1s good business 
for coffee in general, IS good for each and everyone in the 
industry 

We have all benefited from the increased Consumption of 
coffee brought about by the fine promotion of the coffee 
break through the Pan-American Coffee Bureau. We also 
owe a great deal to the Coffee Brewing Institute for their 
splendid work in improving brewing methods, both in the 
home and the institutional fields 

If we roasters would only stop beating each others brains 
out long enough to appreciate what ts being done for us 
by others, we would give greater support to their efforts. The 
cotfee break does not promote any one particular brand of 
coffee, but has been most successful in increasing all coffee 
consumption, Also, the better brewing methods advocated 
by the Coffee Brewing Institute do not claim that there 1s 
only one brand that will give you a good cup of coffee. If 


NOVEMBER, 1956 


their recommended formula of two gallons of water to one 
pound of coffee were generally used throughout the United 
States we would have a 200% increase in the cotfee consumed 

Of course, price ts a big factor, and we do cun into a great 
deal of consumer resistance when we go over the dollar-a 
pound mark wholesale. But at one-dollar-per-pound whol 
sale, isn’t it more important than ever that the quality of the 
beverage be excellent ? 

We most certainly will never achieve our goal by advo 


cating the use ot less cottee or more water The 12 oz. of 
14 oz, pac kaye is not the answer to increasing sales. We u ill 
never sell move by recommending the use of less 

In my opinion there are three things that must be done 


if we are to come inywhere near reaching our goal 


We must roy 


ing to make the cup of 


the quality of the blends we are sell 
coffee so delicious it will invite a 
second or third cu 

We must give far greater support to the associations work 
ing for the vood of Coffee—our National Coftec 
Association, the Coffee Brewing Institute and Pan-American 
Cotfee Bureau 
good material that we do not use adequately 

Lastly, and probably most difficult of all, we must stop 
sake of a 
porary pe rsonal gain, hurt the entire coffee industry 

I believe that if we all hone stly do our best to WmMprove 


veneral 


They have spent time and money preparing 


using destructive methods which, for the tem 


quality, promote proper brewing, and back promotions which 
have proven successful in the past, we can come close to 


achieving our goal 


Coffee welcomes salesmen 
at supermarket headquarters 


The welcome for salesmen calling at the Cleveland head 
quarters of Pick-N-Pay Super Markets includes a cup of 
coffee and a choice of either doughnuts or cookies 

Started about a month ago, the novel idea creates a friend 
ly atmosphere between the salesmen and Pick-N-Pay execu 
tives, as well as building up a spirit of comaradetie among 
the salesmen themselves, a company spokesman stated 

As the salesmen enter the headquarters, the receptionist 
it the switchboard invites them to have a cup of coffee while 


they wait for their appointments 
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MEMBER OF 


THE GREAT ATLANTIC & PACIFIC TEA CO. 


IMPORTERS, ROASTERS, RETAILERS 


OF FINE COFFEE 


Represented in 
BRAZIL AND COLOMBIA 


By the 


AMERICAN COFFEE CORPORATION 


ISRAEL COMMODITY CO., INC. 


Importers of 


Coffee, Cocoa and Spices 


- 95 Front Street New York 5, N. Y. 
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Earlier this year, our genial president, Jack McKiernan, 
set the theme for our annual meeting at Boca Raton with 
these 31 stimulating words: “If each person 15 years or 
older had consumed one additional cup of coffee daily last 
year, we would have processed and sold nearly 8,000,000 
more bags of green coffee.” 
Many years ago, one of our 
great American architects, 
Daniel Burnham, said, ‘Make 
no little plans; they have no 
magic to stir men’s blood and 
probably in themselves will 
not be realized. Make big 
plans; aim high in hope and 
work, remembering that a 
noble, logical diagram once 
recorded will never die, but 
long after we are gone will 
be a living thing, asserting 
itself with ever-growing intensity.’ 


Noble diagrams need not be reported on paper or evi 
denced by towering structures, but rather they can be em 
bedded in the minds of aggressive, right thinking, sales 
minded men and women. I am very proud that the presi- 
dent of our National Coffee Association has set a big goal, 
because it represents a prize worthy of the tremendous energy 
and optimism of the members of our industry 

May I inject a word of warning—not as a pessimistic ap 
proach, but with the hope that we can convince certain 
members of our industry that they have taken the wrong 
path and need to get back on the highway, not only for the 
good of all, but what is more important, for their own fi 
nancial survival, 

We have all been disturbed by the influx of cheap vacuum 
pack coffee which has appeared on many grocer’s shelves dur 
ing the last half of this year, ranging in price from 69¢ 
to 79¢ a pound. It 1s unfortunate that these various brands 
have appeared at a time when the National Coffee Associ 
ation, the Pan-American Coffee Bureau, and responsible 
roasters have been endeavoring to win back lost consumption 
and to attract new users, such as our ‘teenager market.” We 
know that once a consumer has brewed these products, which 
I hesitate to dignify by referring to them as coffee, the job 
of promoting “Just one more cup” will be a difficult one 

In the great Southwest, many grocers have invested in 
large inventories of these inferior products because some 
coffee salesmen have convinced them that the American con 
sumer is tired of high prices and will buy anything, if it ts 


NOVEMBER 1956 


% A Coffee Convention “Fact-Reference” Feature: Quality threat 


“Just one more’ . . . the hard way 


By JACK R. DURLAND, Director 


National Coffee Association 


just cheap enough. This shortsighted approach wall re 
turn to haunt not only the salesman but the company he 
represents. Those who are guilty of this practice are doing 
the grocers of America a great disservice, because by their 
distortion of the facts, our mutual friend, the retail food 
operator, will ultimately sacrifice both profit and customers 

The average housewife does her shopping mostly in one 
store. This was recently proved by a very exhaustive survey 
conducted by the well known advertising agency of Batten, 
Barton, Durstine and Osborn, Inc. The results reflected 
that 869% of the women surveyed limited their marketing 
in self-service stores to one outlet because of price, con 
venient location, friendly personnel and BECAUSE THEY 
COULD DEPEND ON THE QUALITY OF THE MER 
CHANDISE 

When the housewife sees a product displayed on the 
shelves in her favorite store, she assumes that her grocer has 
endorsed the quality of the product he 1s offering her 
During the last three months I have personally talked to 
several hundred housewives who have been intrigued by 
the price of cheap vacuum pack coffee in the 69¢ to 79¢ 
bracket, because they envisioned their families enjoying 
America’s favorite beverage at a huge reduction in cost 
but alas, after just one brewing, the balance of the pound 
either ends up in the garbage can or is returned to the store 

The good grocer welcomes any legitimate complaint from 
his customer, but unfortunately the average American woman 
does not relish returning defective merchandise. In the 
highly competitive field of food distribution, it's the customer 
who ‘‘simply does not come back’’ that puts wrinkles in the 
forehead of the retail food operator. Every day is election 
day in the market place, and although Mrs. Housewife ws 
interested in saving money, she wants a thing called “value,” 
which is a combination of “quality at a fair price.” 

By following this doctrine, Mrs. Consumer, our mutual 
friend the retail food operator, and the coffee industry as 
a whole, will prosper and “Just one more cup” can become 


a living, dynamic, reality in 1957 


Coffee policy 

The operator of a Los Alamos soda fountain has listed 
his coffee policy, as follows 

Cup of coffee, 10¢; Refills, 10¢; Warm-ups, 10¢; Half 
Cups, 10¢; Just a Little More, 10¢; Just a Few Drops 
10¢; Just a Wee Bit, 10¢; Just a Touch, 10¢ Just a 
Smidgeon, 10¢; Second Cup of Coffee, 10¢. No charge 
for service or glass of water 
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ENRIGHT BROS. 


Green Coffee 


AGENTS BROKERS 


102 Front St. New York 5, N. Y. 


101 REASONS WHY WE CAN SERVE YOU BETTER 

Since 1855, our firm has taken pride in the knowledge that we have 
constantly met the high requirements of our customers and friends in 
the coffee industry. Our 101 years of service combined with the 

most modern facilities, are your assurance of the highest quality 

and efficiency in coffee and tea packing. 


PRIVATE LABEL BLENDING, ROASTING, PACKING 

Tea Bag Packing — to specifications. 

Vacuum Tins, 1-Ib. Paper Bags, Restaurant Packs. > 
2-07., 4-0z., and 6-oz. Instant. 

We offer you a complete service: Supplying green coffee, roasting 

to your specifications, blending to your standard, packing under 

your label. Samples of your coffee matched and prices quoted. > 


EPPENS, SMITH CO., INC. 

Direct Importers of Coffee and Tea 

51-02 2Ist Street, Long Island City 1, N. Y. Telephone FE Xeter 2-0600 
Ted Seidel, Manager, Baltimore: 4034 West Rogers Avenue 

Fk. Lee Foster, Manager, Boston: 156 State Street 


Herbert Powers, Manager, Philade!phia: 53 8. Front Street 
Paul Sachs, Manager, New York: 100 Front Street 
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YFFEE & TEA INDUSTRIES and The Fla r 


Toward the close of last year, coffee men were describ 
ing the market as mixed or confusing, and today they 
are saying just about the same thing. There is, it seems, 
no time when a market could be said to be thoroughly 
understandable, for if anyone could reach that high state 
of perspicacity, he would have the Midas touch 


Probably one of the characteristics of last year’s market 
on the Pacific Coast, about September and October, was 
the spread between spots and nearbys. In fact, there 
were practically no spots here. Buying was from hand 
to mouth, and in view of the mounting surplus in Brazil, 
the trade was expecting prices to go lower. The shortage 
of the better grades had not been felt to the degree that 
they were to offset the market at a later date. The market 
was in the position of showing a great strength in spots 


and a weakness in futures and nearbys 


Immediate needs only 


The regularity of the shipments of cotfee permits buy 
ing for immediate needs only, allowing low inventories. 
Any sudden squrt in consumption or sales would. there 
fore put the roaster in the position of having to bid up 
prices. Prices in 1955 prior to the winter months had 
been kept within a relatively narrow range Septembe: 
saw the high of Colombian and Brazilian spots, Decem 
ber saw a low of spots and nearbys, both Santos 4's and 
Colombians. 

One of the fields of speculation was the spre id be 
tween Colombians and Brazils From around 12¢ in 
October and November, it went down to 9¢ in December 
Local men had not been able to build up their inventories 
in Centrals. Central America producers did not seem 
too anxious to sell their stocks. The latter part ot 
November and most of December was considered very 
dull by the green men, Roasters were buying cautiously 
Green prices were expected to go lower after the first of 
the year, though this downward movement was thought 
to be delayed by the heavy rains which appeared in some 
of the mild countries. Stocks in roasters’ hands had run 
The retail trade and supermarkets had been re 
This down 


down 
ducing their stocks, expecting lower prices 
ward movement of milds at this time of the year brought 


about the reduction in the spre id between them and 


Brazils in December 
1p, the market 
| 


At the turn of the year, buying pi ked uy 
reversed itself, and considerable activity was reporte 
by importers, Colombian nearbys which sold for 61.5, 
in December, went up to 66¢. By the m ddle of March 
ited that the Centrals would be liquidated 


it Was antici py 
and the trade would have to turn to Brazils. The quality 
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the year in coffee 


By MARK M. HALL 


problem began to enter the market in. earnest Rain 
damage to Brazil quality had limited the quantity of 
better grades. Roasters demanded these grades, and this 
demand laid the basis for a rising market in all cottces 
in face of the accumulating surpluses tn Brazil and the 
increase in African shipments 

There was a spurt of buying in January and a rise 
in coffee prices, but by February the peak reached was 
about 58¢ for Santos, from a low of about 45¢ last 
December, Talk of devaluation was said to have played 
its part during this movement, Low stocks, which had 
prevailed at the first of the year, caused the roasters to 
exert pressure on the market when the upward movement 
started. In the buying that followed, the pipelines be 
came filled 

By March and the early part of April, however, the 
market dipped again to below 50¢ for nearby Brazils 
There followed a period of dullness seemingly in prepara 
tion for the next rise. Brazils went along with the milds 
in this last movement, but the latter seemed to be pre 
paring for even greater heights 

The spread was growing between milds and Brazils 
In February and March, it was between 17¢ and 1, 


This situation was considered far from normal, and the 


que stion was which side Wilds to clos the 
Some had the opinion that there would be a squeeze b 
fall while waiting for the new mild crop to come in 
Also entering into the picture was the capacity of the 
roaster industry to hold off buying, always believing th 
market would go lower The public was consuming 
coffee, but on the Pacific Coast, the per Capita Consumy 
tion was not increasing. Growth by the roasters wa 


more attributable to increases in po} ulation Consumer 


prices which were inclined to go down last winter, wer 


now going uf 
Spread continued 


In April there was another spurt in buying. Green 


men reported that business picked uy The spread be 
tween Colombians and Brazils continued Some thought 
that in view of the 38,500,000 anticipated world cottes 
crop ot 1956 prices should not show such trength 


Centrals were about out of the market at this time, and 
roasters had to depend on good coffees from Brazil and 


Colombia 


By June and July another peak of coffee prices was 


reached Green coffee men were beginning to worr 

Colombians for July were around 7914¢ and Brazil 4 

uround 59¢, The spread was over 1% A shorta 
(Continued on pas 
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GREETINGS FROM 


J. ARON & CO., INC. 
GREEN COFFEE IMPORTERS 


242 California Street 
San Francisco 


BURTON, PARTLAND & CO., INC. 


CERTIFIED PUBLIC WEIGHERS SINCE 1914 


Carloaders Reconditioners 


221 Front Street, San Francisco, Calif. 


C. G. CAMBRON CO. 
BROKERS—AGENTS 


210 California Street 
San Francisco || 


FARMER BROS. COMPANY 
ROASTERS & PACKERS 


i 3828 South Main Street 
Los 37 


FITZPATRICK & HOFFMAN, INC 
GREEN COFFEE 


210 California Street 
San Francisco 


FOLGER’S COFFEE 
106 YEARS 


San Francisco 
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THE WEST COAST 


MARCEL S. GARRIGUES CO. 
CERTIFIED PUBLIC WEIGHMASTERS 
Specializing in Green Coffee 


104 Commercial St., San Francisco 11, Calif. 


GRACE LINE 
SERVES THE WEST COAST COFFEE TRADE 


Los Angeles, San Francisco, 
Portland, Seattle, Vancouver 


HARRIS & BISSELL 
CARGO SUPERINTENDENTS 
CERTIFIED PUBLIC WEIGHERS 


200 Davis St., San Francisco 


D. HECHT & COMPANY 
CRUDE RUBBER AND FOREIGN PRODUCE 


510 aeny St., San Francisco 


HILLS BROS. COFFEE, INC. 
COFFEE ROASTERS 


San Francisco, Calif. 
New 


JOSEPH G. HOOPER JR. CO. 
GREEN COFFEES 


203 California St. 
San Francisco, Calif. 


COFFEE & TEA INDUSTRIES and The Flavor Field 
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... TO THE 1956 N. C. A. CONVENTION 


INTERNATIO-ROTTERDAM, INC. W. J. MORTON. INC. 


GREEN COFFEE 
351 California St. 
San Francisco 4, Calif. 180 S. Central Ave., Los Angeles (12), Calif. 


LEON ISRAEL & BROS... INC. H. G. RENEBOME 


COFFEE IMPORTERS GREEN COFFEE 
Brazil — Colombia 260 California Street 
160 California St., San Francisco II, Calif. San Francisco |} 


ROYAL CORONA COFFEE CO. 


G. W. KONIG & SON DIVISION. OF CONTI 
CERTIFIED PUBLIC WEIGHMASTERS AL, COPPER CO. 
621 Western Avenue 


147 Drumm Street Seattle 4. Wash 
San Francisco 


HARRY D. MAXWELL S& W FINE FOODS, INC. 
AGENTS—HARD & RAND, INC. ROASTERS & PACKERS 


220 Front Street (11) 155 Berry Street 
San Francisco San Francisco 19 


Greetings to the N. C. A. Convention 
Weldon H. Emigh Co, Inc. 


SANTOS — MILDS 


150 California Street Francisco 
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promote 1 pound to 2% gallons 


By JACOB COHN, Director 


National Coffee Association 


As in other primarily American industries, the coffee 
business has shown wonderful improvement throughout 
the 40 years I have been associated with it 
It has progressed mechant 
cally in roasting, grinding 
and 


brewing blending —1n 


methods of preparation, in 
packaging and delivering 
ind in general consumption ! 
Of that 
time 


backs 


Wal 


course during 


been set 


the 


there have 


During last 
cotter 


in ny 


rationed 


both in 


was 
ind peopl 
homes 
the 
the 


became 


restaurants and = at 
stretch 
pound Onc 


established, it 


were forced to 
cottee 
habit difficult to break, al 
though the need for such a practice no longer existed 

In 1915 


hotels and restaurants were brewing one pound of coffe 


was 


when I started in business, the better-class 
to two gallons of water 
In later 


number of coffee men suggested to their customers that 


That was the accepted standard 


years, when coffee prices were increased, a 
they add one half gallon of water to take care of the 
increased price of coffee. The standard then became two 
and a half gallons of water to the pound of cottes 
Although coffee prices later dropped, the new brewing 
formula continued to be used 

At 
coffee men suggested adding another one half gallon ot 
the 


gallons of water to the pound of coffee for most restau 


a later date, when the coffee market went up again, 


water, and accepted standard then became three 


rants, A small percentage of restaurants and hotels, how- 
ever, continued to brew coffee two and a half gallons to 
the pound 

In 1954, when the coffee market again went quite high, 
many industrials and some restaurant owners started to 
use 14 ounces of coffee to three gallons of water 

We all know that weak, tasteless coffee is not an in 
ducement to people to drink an additional cup of cottee 
or two ata meal The trend to watered down coffee has 
hurt, and will continue to hurt, the consumption of coftec 

To overcome this brewing method, I suggest that all 
firms engaged in the business of selling coffee to restau 
rants, hotels and institutions adopt the practice of recom 
mending at all times that coffee be brewed in the pro- 
portion of one pound of coffee to no more than two and 


a half gallons of water 


72 


For a number of years, we have emphasized this formu- 
la in our ads and in our direct mailings to customers. 
We believe that the best interests of our customers can 
be served by encouraging them to serve the finest cup 
of coffee possible—coffee that is brewed one pound of 


coffee to two and one half gallons of water 


deals ... 
and “baloney” 


By RICHARD H. CARDWELL, Jr., 
Director 
National Coffee Association 


The theme “Just one more’ is in my opinion a good 
one which, if accomplished, would be of great benefit 
to the entire coffee world 

However, I for one do not feel that we can reach such 
a goal by roasters giving deals—deals—and more deals 
These deals are nothing more than cut prices. 

The cost of coffee per cup gives the consumer more 
pure enjoyment and benefits for the money than anything 
I can think of, and all the deals do is to force all other 
roasters to meet the 


Neither do I believe we can reach the goal by making 


price. 
fantastic claims, such as, “You save 75¢ on three pounds’; 
or, “You make 75 cups from a pound of our brand 
Such claims are pure “baloney.” 

Rather, point out the pleasure and enjoyment one gets 
from a cup of good coffee at various times, the fact that 
it pays to buy good coffee, and that good coffee costs 
so little for so much 

Brand names built of this kind 
to point out to the consumers that yours is the best brand 


can be into themes 


for them, without cut price deals or “baloney”. 


Respect for coffee break 

Employees in the U, S, attorney's office at Albuquerque, 
N. M., 
buquerque Journal 

They keep their coffee supply and pot on a table in 


really respect their coffee break, reports the Al- 


a walk-in vault 
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quality, solubles and store grindin 


one more 


It is 


To increase the consumption of coffee "just 
cup per day per person” ts a most laudable endeavor. 
a goal, however, that in my opinion can be attained in just 
one way, and in only one way. That additional cup must 


be tempting it must have mouth - watering flavor and 


aroma—it must be jam-packed with as much taste appeal 
as it 1s possiblie for coffee to have. 

In the distant past, the main endeavor of eac h and every 
coffee roaster was to develop a brand that had more taste 
appeal than his competitors. The natural result of this con 
stant striving for perfection on the part of all was that the 


quality of various coffee brands was continually improved 


and Americans bought and consumed more and more otf 
the beverage each year 
But in the immediate past, and even right now the 


vogue is to palm off anything and call it coffee. Expediency 
is the order of the day. The 


stretch coffee beyond cotfee’s maximum stretchability Ihe 


consumer is advised to 
cheapest of grades are now being vacuum packed with the 
apparent purpose of cashing in on the heretofore general 
acceptance by consumers of the idea that coffee m a vacuum 
tin 1s always of the highest quality 

Despite the exhaustive painstaking studies mad by the 
industry's Brewing Committee, which determined the exact 
variance of grind analyses allowable for cach separate type 
of brewer, the tendency today is that “one grind is good 
enough because (again expediency) it is too much trouble to 
pack and handle three grinds The retailer does not want 
to display three grinds. Shelf space is too valuable, etc., et 

Then there is the assurance given the consumer by the 
soluble packers that “this is as good” or “this ts better than 
regular coffee So what happens? A 
not pleased, and inasmuch as it ts ‘better than regular, 


person tries it, 


that person just doesn't go for cottee—any cottec 

Suppose Cocoa Cola hit on a way to produce a Coke that 
cooled itself. Think of how convenient that would be. Con 
sider what a tremendous advertising and sales advantage that 
This self-cooling, super convenient 


would give Coca Cola 
Coca Cola probably 


Coke, however, does not effervesce 
would market the new convenient drink, but I'll wager they 
would not label it either “Cocoa Cola” or “Coke.” I do be 
lieve soluble, without the Chanel #5 of the grocery business, 
is a fit analogy to a Coke minus its bubble 

My point is, why do coffee roasters, for expediency's sake 
jeopardize their finest brand names, which they have built 
up in the public’s mind through years and years of con 
stant striving for perfection, and dollars and dollars of 
advertising? — If there a foolhardy give-away! 
Why don't they label their aroma-less soluble with a different 
name and continue to feature their well-known, established 


ever Was 


By R. L. SCHUHMANN, President 


American Duplex Co. 


full-Aavor and full-aroma coffee under their established 
brand. so that folks know how to obtain coffee at its bes: 

For how can soluble possibly be as good as regular cottes 
it must be reheated, and we all know what 


And also when in making it 


when to make tt, 
reheating does to any cotfee 
everything extractable, both good and bad, ts extracted ? 
Granted, there is a sizeable market for convenient solubles 
Let the roasters cash in on it, but not at the expense of their 
established, time-proven quality brands. People wont drint 
another cup until and unless they are told about, and know 
how and where to get a cotte that is truly delicious, that 
just makes you want another cup 

As long as the biggest and many 
by featuring bap packed 


many of the maller 


retailers of coffee continue to thrive 


whole bean coffee, custom ground at time of sale, there will 
be outstanding deveopments stor vrinding, store 
grinders 

Having the customer grind her own ts continuing to come 
into increased favor, although the biggest chain store of 


them all continues its time-proved formula of clerk operation 
xclusively 

In late September this king of all coffee merchandisers 
cottee 
The announcement was met by reductions 1 price 
by the national instant coffe ind A & P had to re 
treat. J hey not only had to cancel the raise actually 
had to cut to the Is it not sis 
that nobody but nobody sets A & P's prices on the brands 


that they feature in the bean, custom ground at time of 


raised the instant because yvreen costs 


price of its 
were up 
brands 
they 
rift ant 


COMPCtitive rice 


sale? 

Recently our company, with the cooperation of one of the 
nation’s top chains conducted a survey to determine what 
was necessary in a self-service grinder to forestall all posss 
bility of mistakes by customers in operating the prinder 
We found that sometimes a customer will forget to set her 
grind and then with dismay note that she has the wrong 
one—sometimes she will start grinding (on older type mills) 
before the bag is in place to receive the ground cottec } if 
ticularly when the previous customer failed to turn the mill 
off 

Such misoperation 1s effectively prevented, so that a true 
100% mistake proof, self-service mill is now available It 
makes possible the use of an inexpensive container each 
customer petting the exact grind tailored for best re sults in 
her coffee maker, the merchandising power of coffee aroma 
at point of sale, and finally, cashing in on the current do-it 
yourself urge in all of us 

It also makes possible faster turnover simplified purchas 
ing and handling, and better utilization of shelf space be 
1s required 


AUsE only one pack whole bean 


a 
5 
pee: 
5 
Me 
a 
2 
cor 
er 
kes 
& 
ay 


AMERICAN CEREAL COFFEE CO. 
ROASTERS AND GRINDERS 
DELUXE CHICTONE 


355-361 West Ontario St., Chicago 10 


W. C. BECKER 
AGENT FOR HARD AND RAND, INC. 


408 West Grand Ave., Chicago 
Tel. Su 7-0937 


B. CLOSE COMPANY 
COFFEE BROKERS 
406 Elm Street, Cincinnati 2, Ohio 


CONTINENTAL CAN COMPANY 
MFRS. TIN CONTAINERS 
100 E. 42nd St., New York 17, N. Y. 


W. FERD DAHLEN COMPANY, INC, 


GREEN COFFEE BROKERS & AGENTS 
725 Clark Ave., St. Louis, Mo. 


THE ENTERPRISE ALUMINUM CO. 


MASSILLON, OHIO 
Outstanding Premiums For The Coffee Trade 


MODERN COFFEE PLANT 
DESIGN * ENGINEERING + EQUIPMENT 


B. F. GUMP CO. 
1325 South Cicero Ave., Chicago 50, Ill. 


The Prestige 
of fine coffee 


DETROIT, MICH 
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CHICAGO 
GREETS the 
NCA 
CONVENTION 


REGAL WARE, INC. 
QUALITY ALUMINUM—STAINLESS STEEL 
COOKWARE—GIFTWARE—SPECIALTY ITEMS 
Send us your inquiries 
Kewaskum, Wisconsin 


JOHN SEXTON & CO. 
COFFEE ROASTERS—SPICE GRINDERS 


Chicago—Long Island City—Pittsburgh—Atlanta 
Dallas—Philadelphia—Detroit—San Francisco 


SIELING URN BAG COMPANY 
Headquarters for all 
COFFEE MAKING EQUIPMENT 


927 West Huron St., Chicago 22, Ill. 


HARRY ST E RN 
COFFEE BROKERAGE 
404 No. Wells St., Chicago 10, Ill. 
Del 7-1563—Cable Address: Hastern 
Teletype C.G. 126 


SU PE RIOR TEA AND COF PEE “CO. 
THE DAYTON SPICE MILLS COMPANY 
COFFEE ROASTERS 
2278 No. Elston Avenue, Chicago 
Tel. ‘Humboldt 1000 


SWANSON BROTHERS, INC. 
COFFEE IMPORTERS AND JOBBERS 


149 W. Kinzie St., 


UNIVERSAL COFFEE COMPANY 


805 West Randolph St. 
Chicago 7, Illinois 


Automatic Self-Heating 
Percolators Drip Coffee Urn — 


WEST BEND ALUMINUM CO. 
West Bend, Wisconsin 


THE WOOLSON SPICE COMPANY 
AND 
JAS. H. FORBES TEA & COFFEE CORPORATION DIVISION 
COFFEES — TEAS — SPICES 
ST. LOUIS — TOLEDO — NEW YORK 
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A recent visitor from the Belgian Congo revealed how 
electronic equipment, designed and manufactured in 
Grand Rapids, Mich., is helping to revolutionize one of 
the most important of the Congo's industries. 

The visitor, Mr. Leon Michel, Managing Director of 
the Office du Cafe Robusta 
spent ten days at the Grand 
Rapids plant of the Electric 
Sorting Machine Co., 
vising tests of the new high 
ESM machines, in 
which a large assortment of 


super 
speed 
coffee samples were sorted 


ultra- 
equip 


automatically by 
modern 
ment. 
On the conclusion of his 
investigations, Mr. Miche! 
ordered the installation of 
new-type sorting equipment in his coffee plant at Leo- 
poldville, Belgian Congo. This equipment, when added 
to ESM equipment already in use there, will multiply 
by four the sorting capacity of his operation. Mr. Michel 
stated that his decision to install greatly expanded ca 


electronic 


pacity in the area of production was made with confidence 
in view of the excellent record of trouble-free operation 
for two years under a 24 hour operation schedule with 
out technical assistance of any kind from ESM 

Mr. Michel brought to Grand Rapids a report on what 
has already been achieved by the use of ESM machines, 
originally installed in 1952. The 16 machines, of an 
older model than that currently manufactured by the 
Grand Rapids firm, prompted Michel to develop a totally 
new concept for the marketing of Congo-grown coffee 
Their ability to provide fully automatic, precision sorting 
coffee beans allowed the “up-grading” of coffee, previous- 
ly not considered exportable, to a point of acceptability 
for the export market. At the same time, coffee of an 
acceptable but undistinguished grade was dramatically 
improved in quality, and today demands a correspondingly 
high price when exported 

Mr. Michel pointed out that the achievements of the 
automatic sorting machines have particular implications 
for a country such as the Belgian Congo. 

The development of commodities suitable for export 
substantially increases the amount of foreign exchange 
available to the Congo treasury and brings a major pro 
duct of the Congo into a strong competitive position in 
the markets of Continental Europe and the United States 
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electronics in coffee sorting 


By ALONZO G. CURTIS, President 
Electric Sorting Machine Co. 


ESM fully automatic color sorting machines have long 
been employed for a variety of industrial and agricul 
tural sorting uses in the United States. Developed and 
applied more than a quarter-century ago to the needs 
of Michigan's bean industry, they are presently being re 
lied on for electronic color-sorting of objects which range 
from California lemons to extruded plastic pellets 
Recent years have seen a growing demand for ESM 
equipment in countries other than the United States, and 
in addition to the Belgian Congo, they are found in Latin 
American counries, England and Continental Europe 


the year in coffee 
(Continued from page 69) 


milds in Central American producing countries, the scar 
city of better grades in Brazil and the increasing de 
mand of world buyers for quality coffees was given as the 
reason. As Centrals would not into the market 
until December and the midyear Colombian crop was 
about finished, it was anticipated by some at the time 
that the strength would last until about December. Roast 
ers who had been buying on a hand-to-mouth basis would 
have to begin to think of building up supplies for winter 
The strength of milds gave strength to the better grades 
of Brazils and held up prices on other grades 
However, the peak of this movement was to come in 
August and September, when Colombians went above 
80¢ and Brazils hit almost 62¢. After that movement 
had spent its force, weakness developed, Retail 
were reaching the dollar mark, but most stores were sell 
ing below that figure on the basis of earlier purchases 
at lower prices, or just using coffee as a leader. Roaster 
Roasting was 


come 


pri 


wholesale prices were on the dollar level 
holding up well and there did not seem to be any con 
sumer reaction to the higher prices 

Imports of Brazilian coffee showed great increases on 
the Pacific Coast, while Centrals showed a loss this year 
There seemed to be a trend in favor of bag coffee. For 
the balance of the year, it was wondered whether stores 
which seemed to have good stocks on hand would work 
them down or begin buying 

Because of the spread in M_ futures and December 
quotations, coffee men felt that Colombian prices were 
due for a further drop around the first of the year. How 
ever, it was noted that the new crop of milds was pretty 


(Conttnued on pave &1) 
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% A Coffee Convention “Fact-Reference” Feature: PCCA 


the coffee man and publicity 


By EUGENE HEATHCOTE, President 
Pacific Coast Coffee Association 


an understatement to say that 1956 proved 


It may be 
to be a very interesting year, or perhaps the mere fact that 
one prows older makes events take on more 1h} ortance 
and we view them in a 
different light 

But one thing does seem 
certain 


During the past 


year we have seen an im 
provement in imports, and 
with few exceptions, the in 
dustry has attained better 
public relations, even though 
prices paid by consumers 
above the dol 


lar mark on most popular 


advanced 


brands, which in. the past 


has been considered — the 
danger point 
that those 


arbitrary ceiling in the past are beginning to realize that 


It may be so violently opposed to this 
coffee is no exception in the process of free enterprise 
ind that a free market place with a minimum of con 
for all 

During the year, | had many calls from reporters, es 


trols is better 


pecially after an increase in roast coffec prices, It seems 


these gentlemen of the press arc interested in the villain 


of the play more than in actual facts, but if the situation 


is carefully explained, with logical conclusions reached 
the fire 


real 


and news value is diminished to the extent that no 


harm is done in. the resulting article In many 


cases the article 1s shelved entirely as being of no particu 
lar news value. but many other times it has been possible 
writers constructive thoughts 
Results of 


relations the 


to interest the pointing 


out interesting facts about our product thes« 
directed thoughts have helped public 
form of proper ind interesting articles. Coffee's roman 
tic background, together with facts of its importance in 


international trade, have mace interesting and, IT am sure 
informative reading matter for the consuming public 

It is easy to conclude that unfavorable publicity can be 
the coffe: 


industry Dear in mind that what is good for one is good 


avoided, or a least minimized, if all those in 


for all, and avoid making or unfavorable = re 
marks that 

It may be 
that in 1957 


Icity, keeping in mind that careless remarks are miscon 


gue sscs 
can be magnified into harmful headlines 
a good New Year's resolution for all of us 


we try to find the better side in coffec pub 


strued and magnified out of all proportion, but interesting 


facts and comments can be made, turning the power of 
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the press into a favorable source of good for the entire 
industry. Such an aim is self-serving and could help the 
fine work being done by the National Coffee Association, 
the Coffee Brewing Institute, and the Pan-American Cottee 
Bureau. 

We. on the Pacific Coast, as in all the United States, 
are enjoying a rapidly expanding growth and feel that if 
we can hold the popularity of the nation’s number one 
beverage, we will have a boom in sales never betore ex- 
perienced, 

Surely, good public relations on our product 1s our first 
concern, and with this accomplished, | think through 
inducing the consumer to increase his coffee drinking 
one cup or more per day, or convincing parents that 
coffee is not harmful to younger people, there is no goal 
too high to reach, 


75,000 copies of ‘Fun with Coffee’, 
recipe booklet, distributed by PACB 


More than 75,000 copies of ‘Fun With Coffee, 
recipe booklet, have been distributed at the rate of approxi 
mately 2,000 per day by the Pan-American Coffee Bureau 

This certainly is proof that the average coffee drinker is 


a 32-page 


interested in discovering a variety of new ways of enjoying 
cofttee, 


a year ago. The 


as reported in a study conducted for PACB about 
booklet features 48 special coffee recipes 
and costs consumers 25¢ 

The booklet was first offered to consumers through a 
PACB advertisement in the June 2nd issue of the “Saturday 
Evening Post.” Subsequent advertisements featuring the 
booklet appeared in “Look,” “The Ladies Home Journal, 

The American Weekly,” “This Week,” and “Parade 

In addition to requests from consumers, PACB has pro 
vided quantities of the booklets to coffee companies through 
out the United States, Canada, and in many of the countries 
of Europe for their own distribution and imprinting at 
$10.00 per hundred 

Special features on the booklet have been prepared by 
food editors of leading newspapers, magazines, radio and 
television stations across the country, 

Prepared under the supervision of the Bureau's Consumer 
Services Department, the booklet inc ludes special recipes on 
hot and frosty coffees and tells how to use coffee in desserts 
cookies, sauces and frostings. All recipes included in the 
booklet have been tested by a leading home economic con 
sultan 

The booklet has a full-color cover and is illustrated with 
line drawings and color photographs 
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more money for more “sell” 


By HAROLD T. HANSON, President 
New York Coffee Roasters Association 


“Sales” have become the keynote of all gatherings of adopting a 19 cash discount instead of the 26@ which 


P coffee men these days. was being given. These problems of production, costs, 


The writer well remembers, in years past, that along discounts, etc., still remain important problems, but have 
with our convention proper, the allied groups always been placed at company rather than national level, Pro 


had displays and much time was given to production. duction efficiency has grown and is still improving, so 
we have turned to other fields. We now think at our 


We will have to grant that 
a partial purpose of the con- 
vention in bringing on a 
display of production ma- 
terial was to make some 


meetings in terms of sales, trade relations, public re 


lations, brewing, etc., whether national or local 


It was at the convention of Yosemite Park in 1947 that 
the New York Cotfee Roasters Association first made an 
appeal for greater funds for greater promotion to in 
crease sales, as well as to improve consumer relations 


money for the national or- 


ganization. However, it did 


The amount then collected for that purpose was 10¢ 
per bag. Certainly the cost of promotion has increased 


go farther than that, since 


much time was given at 


during these years, but the amount of money available 


those conventions to prob- 
is not much more now than then 


lems of production, cost ac- 
Where do we go from here? 


counting, discounts and mat- 


ters of that type. Undoubtedly public relations are better now than they 


were, say, three years ago, when we ran into the first 


The first sectional meeting 


I ever attended was in 
Phialdelphia years ago, and I recall the program of that period, where many vacuum coffees are over the dollas 


spurt of really high prices. We are again in a ticklish 


meeting was largely a discussion of the coffee trade (Continued on pay 81) 
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GORDON VOELBEL INC. 


GORDON W. VOELBEL HENRY M. DE HOS 


Coffee Brokers and A gents 


CABLE ADDRESS: 


105 FRONT STREET 
NEW YORK 5, N. Y. WGA GORVOEL 


Friendly Greetings to the Coffee trade and Best Wishes 
for a highly successful 1956 Convention. 


LEGENDRE & CO, INC 


433 GRAVIER STREET NEW ORLEANS 12, LA, 


COFFEE IMPORTERS AND AGENTS 


F. W. EHRHARD & CO. 


Coffee Brokers and Agents 


New York 


Member and Grader, New York Coffee & Sugar Exchange, Inc. 
Member, Green Coffee Association of New York City, Inc. 


| DIP-IT cleans coffee makers 
Faster - Easier - Safer 
Try it 


For free Dip-It sample 

Write: 
Dip-It Department 
Economics Laboratory, Inc. 
250 Park Ave. 
New York, N.Y. 


— | 
| 
our DIP-IT bath, 
4 Cleans Coffee Makers - Plastieware 
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ey to 8,000,000 more bags 


During the course of the National Cotfee Association 
convention, many excellent suggestions will be made on 


how to increase consumption by what NCA President 


Jack McKiernan calls “that magic figure—one more 
cup". This added consumption, according to Mr, Me 


Kiernan, would have meant 
a sales increase of 8,000,000 
bags of coffee last year 


Coffee men will make 
valuable and practical con 
tributions toward reaching 


this goal through improved 
advertising, merchandising, 
sampling, packaging, pro 
motions, ad infinitum, at 
Boca Raton. 
one factor that may be sadly 
neglected is “quality” 
With the 
nomic hardships being faced by the industry, that word 
“quality” becomes more and more vital to the continued 
existence of coffee And quality is the key to 


convincing the adult population of this country to con 


How ever. the 


current eco 


roasters. 


sume that one extra cup of coffee. 

Smart advertising and packaging will certainly attract 
shoppers to your product on store shelves while merchan 
dising, and promotions may enable you to sell them. 
However, how many customers will you keep if they are 
disappointed by the resultant brew? 

Coffee roasters expend voluminous sums of money to 


advertise their wares. Many of them spend almost as 


much to promote sales in retail outlets. invest 


Too few 
an equal sum in maintaining a quality product in their 
can or bag. 

When the National Coffee Association Pan 
American Coffee Bureau got together and founded the 
Coffee Brewing Institute several years ago, quality-con 
scious roasters hoped that this would be the foundation 
for a general upgrading of coffee blends throughout 
the country. Then came higher prices and many roasters 
took the line of least resistance by “weak selling” their 
They down-graded their blends to keep their 
prices down. In addition, a number of frankly inferior 
blends suddenly made their appearance on the market, 
cashing in on the current situation by the sole virtue 


and the 


products, 


of their very low retail price 

The effect of these inferior products entering thou 
sands upon thousands of homes on the sales of long 
established brands cannot be measured yet. But you can 
be sure that a consumer trying a poor blend will blame 
coffee in general for the disappointing results—-and may 
switch to another beverage! 
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By JEROME S. NEUMAN, Director 


National Coffee Association 


The answer 1s up to the coffee roaster. He must recog 


nize his responsibility to the consumer and to the in 
dustry. The roaster must give at least as much thought 
to his blend as he does to his advertising and merchan 
dising 

We have made some headway in our efforts to convince 


consumers to brew a better cup of cottee But if we are 


to scll her and her family that “extra cup of coffee’, we 
must believe our own message and blend a better cottec 
for her to brew. In short, “quality 


coffee vending competition 


This summary of trends in hot coffee—and hot beverage 
vending was prepared for Correr & INDUSTRIES by 
the National Automatic Merchandising Assoctation 


Hot cotfee is a phase of automatic merchandising now 
entering a highly competitive period 
Public 


manufacturers of machines and the suppliers of coffee have 


acceptance 1s increasing, but only because the 
made great strides in their efforts to provide good cotter 
automatically--to a more discriminating public 

Big news has been the introduction of pre-brew and fresh 
brew coffee machines. As the names imply, pre-brew cottes 
is brewed in the operator s place of business (or by a 
and then taken in containers to the 


restaurant or Caterer) 


vending machines at the location. The fresh-brew machines 
actually brew coffee in the machine at the location 
The keen competition between pre-brew, fresh-brew 
the liquid and dry concentrates has had a salutary effect on 
Although dry and liquid concentrate 
market 


ind 


the vending of coffee 
machines continue to dominate the pre-brew and 
fresh-brew machines have opened many new locations to 
coffee vending. Also, new types of machines have pro 
vided impetus to greatly expanded sales of vended coffe 
Because of this expansion, various types of coffee vending 
will find their place in the total vending picture 


selection in most 


standard 
Initially, operators added 


Hot chocolate has become a 
machines vending instant coffee 
a hot chocolate selection to capture plus sales from non 
coffee drinkers, and learned that the availability of chocolate 
did increase per machine sales, Chocolate buyers have be 
come repeat buyers, as the chocolate suppliers have created 
a richer and fuller bodied drink 

The necessity to diversify has accounted for the increased 
concen 


appearance of cup soup (usually made from dry 
found 


trates) in hot beverage machines. Locations have 
that Cup soup 1s a welcome addition to other hot beverages 
and now, many three and four selections are on location 
in addition to the many coffee machines that offer 4 single 


soup selection 


19 


q 
4 
oe 
2 
2 
ia 
ag 


S. .RELLAS 


203 CALIFORNIA STREET 
SAN FRANCISCO I1, CAL. 


A gents for 


Comercio e Industria Cafeeira 
Alta Paulista, S.A. 
Jose Lamacchia & Cia., Ltda. 
Reynaldo Massi, S.A. 
Exportadora e Importadora Waxco Ltda. 
Brazil 


Comercial Internacional, S.A. 
Managua, Nicaragua 
San Salvador, El Salvador 
Guatemala City, Guatemala 


S. F. PELLAS INC. 


104 FRONT STREET 
NEW YORK 5, N. Y. 


Cre 


SPECIALISTS IN BETTER GRADES OF 
GREEN COFFEE 


Agents in all the Americas 
Since 1923 
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% Coffee Convention: San Francisco 


the lighter side 
in San Francisco 


By ERNEST A. KAHL, President 
San Francisco Coffee Club 


Coffee men are almost universally golfers, and that is 
what makes the San Francisco Coffee Club, established in 
1935, such an integral part of their social and recreational 
life. 

Three outings a year are provided for the membership. 
These outings are planned in advance so as not to con- 
flict with any convention, tournament or other activity 
of the Pacific Coast Coffee Association. 

The first outing of the year takes place in the spring, 
before the annual Pacific Coast Convention in May. The 
second outing is planned for the fall, usually the month 
of October, with the final outing in early December. 

A typical “outing” includes golf at one of the many 
fine courses in the immediate Bay area, dinner at the 
club and entertainment after dinner 

Various committees are formed prior to the outing 
to arrange for the selection of golf prizes, entertainment, 
dinner and many other numerous details encountered in 
the production of an “outing”. Needless to say, mem 
bers selected for these committees have always given 
freely of their time and energies. 

Prior to the Pacific Coast Coffee Convention at Pebble 
Beach, an outing was held at the San Francisco Olympic 
Club course at Lakeside, under the able chairmanship of 
Chuck Cecil, A lively time was had by all. 

The fall outing in October was held at the Peninsula 
Club in San Mateo and a large turnout enjoyed a beauti 
ful golf day, capped off with terrific entertainment, pro 
vided by the Alexander brothers. Our thanks go to 
Harold King, of J. Aron & Co., for his fine chairmanship 
of the party, plus able cooperation from Bob Manning, 
of Manning's Coffee, Inc., Bill Budge, of J. A. Folger & 
Co., John Cognetta, of the M. J. B. Co., and Jack 
Schimelpfenig, of Anderson Clayton & Co.—officers of 
the club who have given so much of their time to make 
1956 a successful Club year. 

At the final meeting in December, a new slate of officers 
and directors are elected for the following year. New 
members are nominated and a final report is given by the 
secretary-treasurer. 

The San Francisco Coffee Club, through the years, has 
become an important part in the life of the coffee industry 
of Northern California. Regardles of whether the market 
is “up” or “down", its members have always welcomed 
the chance to get out, relax and renew contact with 
their fellow members. 

The officers and members of the San Francisco Coffee 
Club extend their best wishes for a successful convention 
to all attending the national convention at Boca Raton 
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The volume of coffee imports for the year 1956 has 
taken a very healthy increase, and we feel that this, to a 
degree, can be traced to the activities of the coffee as 
sociations, both local and 
national. 

We think the 


portant consideration in the 


We know the paths 


most im- 


to achieving 


increase in coffee 


has been the emphasis on 


tonnage 


“just one more”. 


quality To demonstrate 
this point one has only to 
look at the premiums paid 


for the best qualities over 


Let’s use them 
constantly — 


the lower grades. These 
wide differentials are strong 
evidence of the fact that 
“Mrs. Housewife’ wants the 
best and is willing to pay for it. 


Proper brewing is playing an important part in the 


and find new ones 


advance of the popularity of coffee, and in this depart 
ment the Coffee Brewing Institute is doing an outstanding 
job and richly merits the full cooperation, as well as the 
praise, of the entire industry 

The Pan-American Coffee Bureau has contributed great 
ly to maintaining and increasing consumption through 
their advertising program, and when the proposed increase 
of from 10¢ to 25¢ per bag contribution by producers to 
the Bureau becomes a reality, another substantial increase 
in consumption may be expected. It is a well established 
fact that there is a direct relation between advertising and 
sales, so the industry looks forward to the day when 
these additional funds are made available to the Bureau 

Another very 
awareness of the associations and the trade of the im 
Every last member of this 


important consideration has been the 


portance of public relations, 
industry has full knowledge of the value of the public 


attitude to our commodity, and never passes a chance to 
comment favorably or in some way improve the public's 
appreciation of coffee 

It is not a simple matter to demonstrate that every dollar 
spent for coffee returns to the U.S.A. in the form of orders 


) 


for our export goods, which in turn gives employment 
our workers, and hen« e makes 1 strong contrib ition to our 


prosperity. This is just a little involved and indirect, and 


somewhat difficult to impress on the “man tn the street’ 
but we believe this very important fact should in some 
way, be brought more forcibly to the mind of the con 
sumer. This is valuable public relations material and 


should be exploited to the utmost 
No comment on the increase of 


cotter onsumption 
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paths to “one more cup” 


By AUSTIN A. O'BRIEN, President 
New Orleans Green Coffee Association 


would be complete without giving highly deserved credit 
to the instant segment of the industry, This phase of our 
business has gone ahead sensationally, and a large part 
of the instant tonnage is additional tonnage, inasmuch as 
many of the cups of coffee consumed in instant form 
all if not this con 


would not be drunk at available in 


venient form 

One of the most dramatic developments in recent years 
in the health of the industry has been the coffee break 
This and all of the other factors contributing toward 
increased consumption must be constantly employed and 
emphasized, and new devices of a similar nature sought, 
day in and day out, if we are to attain our goal of “just 


one more cup”, 


more money for more ‘‘sell” 


(Continued from page 77) 


mark, We are not altogether ready to say that Mrs 
Housewife has accepted the dollar per-pound price with 
out a murmur. Roastings have looked impressive, but 
we cannot feel that “all's well” and sit back with 
We are still vulnerable to setbacks, with 


a sense 
of satisfaction 
such high prices, and so vigilance is needed, and vigilance 
for a large industry takes money 

We of the New York Coffee Roasters Association again 
urge a greater effort for promotional funds, We also 
again pledge our loyalty to the national association and 
them im any 


assist 


stand willing and ready to way 


possible 


the year in coffee 


(Continued from page 75) 


well spoken for, and that a strong market might be sus 
tained when the new crop of milds comes in, Threats 
of a strike in New York had its effect in market fluctua 
trons 

It would seem that when there are surpluses in coffees 
what kind of Quality 
coffees live a life of their own and are not affected by the 


it iS a question of surpluses 


more humble grades However mounting luse if¢ 
and if 
in economic problem with producers 


this 


not healthy nothing else would bevin to create 


Controls and re 
country but is is true 


strictions could work a8 1n 


here, they would leave an unsolved problem 


The final chapter 1s yet to be written 
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ANELL TRADING CORP. that extra cup 
Coffee Importers 


way ATC 


SATISFACTION 


By RICHARD T. MOSLEY 
President 
Los Angeles Coffee Club 


98 FRONT STREET 
NEW YORK 5, N. Y. 


The theme, “Just one more cup”, if pushed and pushed 
to the extent that it becomes successful, would surely 
profit the coffee industry tremendously, all the way from 
grower to roaster. But selling that extra cup is far easier 
said than done, However, with combined efforts and 
with the objective kept constantly in view, we can cer- 
tainly go a long way toward accomplishing this much 


TELEPHONE: WHITEHALL 3-9713 CABLE ADDRESS: ANELLCO 


] desired goal. 
Let's take the restaurant coffee route man, What can 
he do to aid the fulfillment of our theme? 


EP Persistent talk with the resaurant operator, perhaps, 
TOP. Coreg 


. yointing out to him exactly what additional gross might 
Test for Freshnew | 
(‘ siseyeysanen 3 } be obtained if he were able to push “just one more cup 


to cach of his coffee customers over a period of one year 
The arrived-at figure would open his eyes and start him 


FINEST 
QUALITY 


thinking along the required lines, 
To help the salesman present the desired facts pro- 


perly, charts of one sort or another could be drawn up 
by his company, showing average costs of cream and 
sugar coupled with the percentage of use of each and 
applied to various volumes of consumption, Some com- 
panics might be wise to provide an incentive plan to 
create interest among the route-man, In order to set the 
ball rolling with the restaurant operator, a plan could be 
devised to offer a moderate compensation in one form 
or another, based on a consistent increased volume over 


...in the 


a set period of time, 

most modern In the same vein and tied in closely with the | Just one 
tins more cup” theme, similar results would be obtained even 

to a larger degree if we were able to convince the restau 

rant man that he is only hurting himself by brewing his 


coffee with three or more gallons of water to each pound, 


packages 


instead of the once standard usage of two and one-half 
gallons 

A thought might be given to the possibility of selling 
the extra cup in order to increase sales to the point of 


New Aluminum allowing for the cutback to two and one-half gallons 
Foil Wrap per pound. If this were accomplished, the coffee industry 


(¢ niinued on page 159) 
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“Pressure-Packed”’ 
WV 


We read about 
automation in machining engine blocks, in making tele- 
Earlier 


Automation fills the news these days 


vision tubes, in bottling soft drinks and_ beer. 
this year, we even had a Congressional investigation on 
the subject! 

Do 
what 
and how it 
and 


most of us realize 


automation really is 
affect 


businesses 7 


can our 


lives For 
instance, do you-—as coffee 
know 


coming to 


roasters how close 


we are automa 
tion in a coffee plant? 
When we the 


“automation,” we have to 


use term 
be sure just what we mean 
by the word. Confusion 
from the fact that 
there are many degrees of 
automation. The degree to which you can go depends 
primarily on how much of your production is concen 
In a plant which handles many 


arises 


trated in one product. 
and packages, pushbutton 
much direct labor—but you still have to have an operator 
to make changes in the product flow, from a master panel 
On the other hand, some ‘single product” coffee plants 
can be that direct labor 1s 
only to dump green coffee on one end and to handle 
final cartons being shipped on the other end. No other 
human effort is required except inspection, housekeep 


blends control can replace 


instrumentized so needed 


ing and equipment maintenance 

You may be wondering if such a plant is in existence 
But the 
scyments are in practical operation in one or more plants, 
and several of the newer plants have come very close to 
strictly pushbutton operation, We fully expect that the 
complete pushbutton coffee plant is just about to come 
off the drawing boards into a physical reality. Perhaps 
one of you will take us up on it! 

Let’s take a look at the step-by-step operation of the 
“perfect” coffee plant of the near fuure. The first charac 
teristic of such a plant is the existence of a series of bins 


The answer is ‘not entirely.” each of various 


for storage of straight green coffees sufficient for at least 
a day's roasting requirements. Such an arrangement per 
mits dumping to be done during one or more periods 
most convenient to the maximum utilization of that type 
This labor can then be used for bag handling 


without 


of labor 
shipping and general housekeeping 
interruptions for dumping one roaster or mixer batch 


continual 
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pushbutton coffee plants 


By J. L. ROBINSON, Vice President 


Jabez Burns & Sons, Inc. 


% A Coffee Convention “Fact-Reference” Feature: Roasting Plants 


With this bulk green storage bin system, it is usual to 
pass the coffees through the cleaning operation on their 
he 
their respective bins is controlled by a panel which actuates 
the 


way to the bins direction of the different coffees to 


gates by air cylinders, Another variation ts to store 
coffees prior to cleaning and to clean them in’ mixer 
batches of 12, 20, or 24 bag equivalents on their way to 
the mixer. 

In either case, the measurement of the proper amounts 
of every coffee included tn the blend can be accomplished 
by pushbutton control, There are two popular methods 


for such “automation blending’ —volume and weight 
Each system has its advantages and disadvantages, the 
choice usually depends on the type of production and 
the physical limitations of the particular plant 
The volume approach utilizes proportional feeders 


operating on a timed cycle. These feeders draw certain 
predetermined volumes from their respective green stor 
age bins, discharging into a conveyor or a piping system 
The piping takes the coffee the 


roaster feed hopper, in the case of a one or two roaster 


conveyor or either to 
installation (where the roaster doubles as a mixer of the 
blend), or to the feed bin of a larger batch mixer, utilized 
Blends 
and at a remote control point —by 


in multiple batch or continuous roaster plants 
can be varied quickly 
changing the time settings on a master panel actuating the 
several proportional feeders 

In the weight approach, an automatic weigh hopper is 
used after the system is started by pushbutton, each 
coffee is drawn in sequence from the bins into the hopper 
At a predetermined point, the scale actuates an air cylin 
The 


the next bin is then opened automatically, and the pro 


der which shuts the gate on the first bin gate on 


cess continues until a certain weight of each coffee in 
cluded in the blend has been discharged into the weigh 
hopper. The latter can then be emptied automatically 
and the coffee proceeds to the roaster feed hopper or 
the mixer feed bin, as described above 


Next comes mixing of the blend. Again we can rely 
on the master control panel to open the gate on the mixer 
blend to be 


open the mixer discharge 


feed bin, fill the mixer, allow the mixed for 


a preset period empty the 


mixer and elevate the coffee to surpe bins feeding the 
roasters. Here, too, it is yust a matter of time cycling 
and the use of hydraulic or electrical activators 

From the foregoing, it becomes clear that all of the 


green coffee storage, cleaning, blending and mixing can 


(Continued on page 158) 
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CONTINENTAL COFFEE COMPANY 


IMPORTERS — — ROASTERS 


MAIN OFICE: 375 WEST ONTARIO STREET, CHICAGO 


GREEN COFFEE OFFICE 


109 FRONT STREET, NEW YORK, N. Y. 


—_ 


Cable Address: 


CONTICAFE, NEW YORK 


From San Francisco 
we send our Best Greetings 
Hope you enjoy Boca 
as much as we enjoyed 


having you here 


E. A. JOHNSON & CO. 


166 California St. San Francisco, Calif. 
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The many developments in vacuum packing coffee that 
have been crowded into the past six or seven years 
from the development of production-speeding machinery 
mark the 
current period as one of the most important in over halt 


to the designing of sales-stimulating packages 


a century of coffee packaging progress. 


While for many years the efforts of can-makers were 


aimed mainly at perfecting a more air-tight can to insure 
lasting coffee freshness, today’s growing consumer de 
mand and revolutionary merchandising techniques have 
created new challenges. 

New technology and products have been introduced 
in almost all areas relating to the vacuum coffee can 
Can heights are being changed, Can making and can 
using plants have been brought closer together, Greatly 
improved materials-handling principles are now use 
and more efficient production methods have been per 
fected 
for keeping can price increases at a minimum in a period 


These achievements have been largely responsibl 


of continual rises in labor and raw material costs 


Refinements in container design 


For many years after 1924 when Canco researchers 


and engineers produced the first key-opening collar-type 
vacuum can with the reclosable lid, the dimensions of 
successive vacuum can remained essentially the sami 

But over the past seven ycars, advanced technique s and 
equipment adopted by the coffe industry both for roast 
ing and grinding have been followed in the can making 


industry by extensive research to define the proper can 


heights for vacuum packing under these new coffe 
industry methods A shorter can, which uses less plate 
Was deve lope d as a fre sult ind IS now Inf Use Moreo cl 
1S |} roxress continues in coffee processing equipment, the 
probability is that even further reductions in can heights 


will be ome | ossible 


Vacuumizing equipment 


During the pat few years yreat ad\ inces have also 
been made in closing and vacuumizing equipment bas 
vacuum packed 
tha 


91 » to 


elements in the production of 
Equipment that will vacuumize and close more 
one pound cottee CANS a minute at Vacuums of ) 
293 inches is in operation today at a number of plants 

Optimisty that future demand for coffee will eventually 


create a need for even fater machinery, Canco has per 


of packaging progress 


By ROSCOE M. ROBERTS, General Manager 


Food Container Division 
American Can Company 


fected and tested in a highly successtul commercial pilot 


operation apparatus that will close and vacuumize cans 
drawing 


at speeds up to 240 one pound cans a minut 


vacuums of between 291 to 2934 inches 


Materials handling 


Methods have been improved for shipping and hand! 


Marked superior sys 


ing coffee cans in large numbers 


tems for feeding quantities of cans to filling machines 


been devised and are some 


Bulk palletizing provides a new method of sate 


have presently in use by 


roasters, 


ly transporting large quantities of loose cans 


In addition, Canco recently announced the development 


carton unloader which, when used with 
feeds cottec cans to fill 


ing lines at rates up to 450 cans per minute. We 


of an automat 


new automatic can unscramblers. 


have il 


ready provided a major castern coffee roaster with this 
The looks 


efhiciency in its packaging operations 


apparatus customer forward to increased 


Economies and safeguards 


Mindful of the perpetual threat to our overseas tin 
supplies, the can-making industry has continually sought 


(Continued on page 159) 


An operator loading coffee cans into a freight car at the American 
Can Co.'s Hudson plant in Jersey City, N. J. The containers are 
carried by cable conveyors directly from the production line into 
where they are pattern-packed by operators using single 
The operators load a car, 47,000 cans, in about four hours 


the cars 


line forks 
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V F THROUGH THE YEARS A DEPENDABLE MARK 


Coffee mporters 


OFFICES AND REPRESENTATIVES 
IN ALL PRINCIPAL PRODUCING AREAS 


—VOLKART BROS. nc. 


120 WALL STREET NEW YORK 5, N. Y. 
HAnover 2-9400 CABLE: "VOLKART"' 


Now— 


You Can Pack Decaffeinated Solubles 


YOU CAN OFFER CAFFEINFREE COFFEE 
UNDER YOUR OWN LABEL 
EITHER REGULAR OR SOLUBLE. 


We supply green caffeinfree coffee which is 
suitable for preparation in either form. Ask for 
prices in bags of 150 Ibs. c. i. f. American Port 


from 


COFFEX A.-G., Schaffhausen, Switzerland 


Cable Address: Coffex Schaffhausen 


Agents in 
FRANCE: Societe Alsacienne d'importation de Cafes, 2) Rue des Francs-Bourgeois, Strasbourg (Bas-Rhin) 
NETHERLANDS: Coffex N. V., Prinsengracht 463, Amsterdam ITALY: D. Tesei & Co., Piazza Stazione No. 2. Firenze 
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The increasing emphasis on self service in the retail 
market, coupled with a growing trend for consumers to 
make their buying decisions after entering the store, make 
your coffee bag a very important salesman for you, It must 
first attract attention and then create the desire to buy your 
brand. 
your coffee bag must compete 
successfully with many pro 


In order to do this 


ducts in different 


containers, all designed to sell 


types ot 


themselves. 

The first step in this com 
petition is to attract the eye 
Bright colors are a most ef 
fective means of drawing at 
To hold the atten 
tion and eventually sell the 


tention 


coffee is the function of the 
design 

Coffee bag designs are for the most part determined by 
men, however, it is the housewife that the design is sup 
posed to woo. Geometrical figures, straight lines, conserva 
tive colors, all incorporated in balanced designs, appeal to 
the masculine sex. Unfortunately such masculine designs 
are frequently used to sell coffee to the fairer (and wealthier ) 
sex 

A quick perusal of the soap department in any store will 
give you an idea of what feminine appeal in a design ts 
The chances are you will notice a marked contrast between 
the pastel and bright colors used with flowing design on 
the soap cartons and wrappers and the predominantly mas 
culine tone of coffee cans and bags 

We do not advocate making your coffee bag look like a 
soap box. We do suggest an attempt at a feminine view 


point when making a design decision 


A good coffee bag design should basically suggest 
that a good cup of coffee can be made with the coffee in the 
bag. Whether the suggestion is subtle or obvious is a 


matter of personal preference 

The slogan used in a bag design is direct assault intended 
to break down buying resistance “Good 
to the Last Drop” and “Alive with Flavor’ assure the con 
sumer that a particular brand will result in an excellent 
Frequently the slogan is tied in with an advertising 


Such slogans as 


brew 
campaign and helps to insure product recognition, If a 
slogan is omitted, there should be some verbal barrage aimed 
at convincing the consumer that the coffee in the bag is 
“rich ‘full bodied”, “fresh”, “‘satisfying’’, or in 
other words a good value 

A more subtle way of suggesting good coffee is the 
use of symbols. A flower suggests freshness, a rising sun 


‘pure’, 
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better coffee bag design 


By A. A. BARNETT, Arkell & Smiths 


% A Coffee Convention “Fact-Reference” Feature: Coffee Bags 


depicts morning, when most coffee ts consumed, and a 
steaming cup of coffee may suggest aroma and flavor, The 
symbol used may be a trademark which ties in with adver 
tising and facilitates brand recognition 

The logotype of the brand name should not only be 
distinctive but should be given the most prominent position 
in any coffee bag design. Coffee has been sold in bags tor 
over 50 years and ts easily recognized as such by the majority 
ot todays consumers; so it ts redundant and a waste of 
precious design space to stress the word ‘coffee’ rather 
than the brand name. Should any newspaper or television 
advertising be used to promote a given brand of bagged 
coffee, only the most prominent features of the bag design 
will be discernable in a small black and white picture, and 
this should be the brand name 

You can sell your brand in favor of competing brands 
by making your brand name easy to recognize and hard to 
forget. The brand name should appear prominently on the 
face, back and both gussets, and on the bottom of the coffe 
bag; so that your brand name shows no matter how the bags 
Keep in mind that a pound bag of coffee may 


Your brand name can be 


are stacked, 
last a housewife a week or more 
a constant reminder in the kitchen, as well as on the store 
shelf, to buy your brand coffee again, 

Another effective means of emphasizing the brand name 
is to relate both the slogan and the symbol to it. A theo 
retical example will serve to tluustrate this point. With 

“Rose Blend’, a good symbol naturally 
What could be more logical than a red rose 
Fresh as a 


the brand name 
involves a rose 
floating in a cup of coffee with the slogan, 
Rose’, printed on the cup? The brand name ts re-empha 
sized in both the slogan and the symbol, and a good cup 
of coffee is suggested 

A heavy cash outlay for advertising has accompanied 
recent design changes in the cigarette and soap industries 
Subtle 
improvements which do not change the basic motif of an 
Many de 
signs can be improved by changing the shade of one color 
enlarging the brand name, or modernizing the logotype with 
subtle change 


to reacquaint the consumer with the new designs 


established design require no such expenditure 


out jeopardizing consumer recognition A 
will probably be unnoticed by regular purchasers ind may 
customers 


attract new 


Because of expanded art fae ilities and improved printing 
processes in the coffee bay industry today, your supplier is 
better equipped than ever before to help you meet the 
challenge of self service stores and impulse buying with 
bags attractively printed and designed to sell, So why not 
evaluate your coffee bag designs, and make sure they are 
doing the most effective selling job possible? 
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co. 


COFFEE + TEA «+ RICE 


Branches 


665 THIRD STREET LOS ANGELES @ PORTLAND 


San Francisco, Calif. SEATTLE @ SALT LAKE 


Coffee 


American Trust Company has 
long played an important part in 
the financing of all phases of the 
Coffee Industry. We are keenly 
interested in maintaining and 
building the San Francisco Bay 
Area’s position as one 
of the leading coffee 
centers in the nation. 
We invite inquiries re- 
garding your financial 
needs. 


Resources over $1,500,000,000 


Member Federal Deposit 
Insurance Corporation 


HEAD OFFICE: SAN FRANCISCO 
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both features developed by the Owens-Illinois Glass Co. 


The modern homemaker seeks convenience in products 
consumed in the home, and many sales records prove 
this point. In the last seven years, sales of prepared 
cake mixes increased 134%, while sales of frozen fruit 
juices jumped 5,480, all stimulated by the virtues of 


With instant 
coffee use 
still growing, 
packaging 


the convenience they offer. 
During the same period, 
soluble coffee sales climbed 
439%. 

The speed and ease with 
which soluble coffee can be 
prepared for use has been 
largely responsible for the 
immediate and 
popularity of this product. 


continued 


This growing use of instant 
coffee in the home was pin- 


developments 
pointed by the results of a keep pace 
survey made by the Home 


Makers Guild of America for the Owens-Illinois Glass 
Co. and released in 1955, 

This survey showed that more than 
(77.1%) of the homemakers indicated that they had 
purchased instant coffee in the six months preceding 
This compared with only 


three-fourths 


receipt of questionnaires, 
52.6% who had made similar purchases in 1952. 

Of even more significance was the fact that only 6.2% 
of the homemakers indicated that they had never used 
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Left: The new high-shoulder soluble coffee jar with deep cap closure, 
Besides 
ease of handling on filling lines and consumer convenience, the jar 
has larger label space and display advantages. Center: The Owens- 


instant coffee packaging 


By R. B. WILHELM, Manager 
Instant Products Division 
Owens-lllinois Glass Co. 


% A Coffee Convention “Fact-Reference” Feature: Jars 


faster, East! 
“tetall Display 


Illinois Tacseal liner, a tamper-proof inner seal for soluble coffee in 


glass. Right: Owens-lllinois “stacker soluble coffee jars, which per 
mit stacking without dividers and eliminate upside-down, closure-on- 
closure stacking. 


instant coffee. This non-user figure showed a 


in 1952 and 42% in 1948 


sharp 
drop from 220 


Just as consumer convenience is the primary reason 


for the growing use of soluble coffee, so is consumer 
convenience the principal reason for the popularity of 
the glass jar as a packaging agent for this product. Since 
the entire contents of a package of instant coffee is sel 
dom consumed at one time, quick and easy resealing of 
the unused portion is a highly important consideration 
So is the protection of the quality and fine flavor of the 
Another 


important factor is that of visibility, which permits the 


product, which is afforded by the glass package 


homemaker to tell at a glance how much of the product 
still remains in the jar 

From a sales standpoint, the glass package for soluble 
coffee, when provided with an attractive label and closure, 
has outstanding eye-appeal on store shelves, thus pro 
viding the necessary clement of self-selling so vital in 


today's food stores 

One result of consumer preference for glass packages 
of soluble coffee has been continuous packaging rr 
search aimed toward developing more attractive and 
more functional glass containers. An example 1s the 
high-shoulder soluble coffee jar developed by Owens 
Illinois and recently introduced to the trade, This jar 
which tends to emphasize the size of the container, fea 


(Continued on page 165) 
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In this past year, the soluble coffee market showed many 
indications that it is maturing. Increased maturity in the 
consumer's mind is evidenced by greater social acceptability 
There is a rapidly growing number of families using instant 
coffee exclusively, This sign of acceptance could indicate that 
this product will follow the 
pattern we saw develop in 
cake mixes and, even earlier, 
in canned baby foods, It will 
be remembe red that the re Was 
a degree of social stigma at 
tached to their early use. To 
day both of these industries 
are extensive and continuing 
to expand 

The growth of the solubl« 
coffee industry has been built 
upon the continued quality 
improvement by brand lead 
ers. Important regional brands have made good progress 
by applying their customary aggressive promotion to good 
products 

Improved quality solubles began to appear on the market 
in early 1950. Since that time the consumer market has 
increased approximately six times—and taken its position 
as one of America’s most important industries 

There has been some tendency to deride soluble coffees 
as a product brought into being largely as the result of 
consumer rebellion against high coffee prices. However 
we find that the consumer buys and consumes soluble coffee 
simply because he enjoys it 

The high price climate of a year ago did, of course, 
accelerate the swing to soluble coffee, However, the ac 
celerant of price considerations simply brought forward by 
more than a year a soluble coffee growth that was inevitable 

Soluble coffee's position today is more than 200 above 
the high levels achieved during the year-ago price increases 
of ground coffee. This has been accomplished in the face 
of a substantial recovery in the sa'es of ground coffees 

The current wide differential of about 50¢ between a 
pound of ground coffee and a 2 oz, jar of soluble helps 
the swing to solubles. But the important aspect of this 
conversion is that the consumer remains with a quality 


soluble once she has tried it 


Soluble coffee sales today are moving toward an annual 
volume of $400,000,000—-well below the ground cotte« 
sales of $1,200,000,000. In other words, soluble coffee 
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a status report on instant coffee 


By CLIFFORD SPILLER, Director of Marketing 


Maxwell House Division 
of General Foods Corp. 


accounts for $400,000,000—or 259%-——of the total dollars 
spent on coffee 

The ratio of soluble to ground coffee in terms of cup 
equivalents now approximates 40%. Most significantly, 
strong gains in ratio, volumes and dollar sales continue in 
the highly developed soluble markets of the East, with slower 
but steady progress in the West 

The exclusive soluble coffee user represents the greater 
share of tonnage. The exclusive user represents approxi- 
mately 10% of the population and absorbs a good 70% 
of total sales volume. They use soluble coffee because they 
enjoy it, and will use more as quality continues to improve. 

In recent months there has been some short-term con- 
version to low quality, lower price brands, But just as in 
the tradition of ground coffee business, the shift to low 
quality solubles is temporary and expedient 

It is to be hoped that soluble coffee producers will under- 
stand that it is only long-term quality improvement which 
will build new gains for the category. These who offer 
lower grades of coffee at a lower price have created nothing 
because any one can make it cheaper. It is the brand that 
can make it better which is building the great soluble cof- 
fee franchise of the future. 

A very important new development has been the intro- 
duction of the larger 8 oz, size by both a national and by 
a chain brand, The success of this new size is being watched 
closely, for it bears strongly upon the forward development 
of the entire soluble coffee category. 

An additional force that commands attention is the growth 
of chains’ own brands. Their gains under the stimulus of 
price cutting, as well as constant in-store domination, have 
made chains’ own brands a much greater competitive force 
in the market. Now that some chains are about to begin 
production of soluble coffees in their own plants, it will be 
interesting to watch the long-term competitive match between 
quality and lower price 

There are now about 250 brands of soluble coffee on the 
market, but only about 15 processors. The direction of 
quality, or lack of it, is in the hands of the processor 


Coffee crop up in Sierra Leone 


Total coffee production for 1956-57 in Sierra Leone, 
British West Africa, 1s forecast at 44,030 bags of 60 kilos 
This compares with an estimated 40,640 bags in 1955-56 
and 40,470 bags in 1954-55 

Most of the coffee production in Sierra Leone is Ro- 
busta coffee, and all new plantings are of this variety. 
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The child of convenience and nec essity, instant coffee owed 
its first growth in sales to the 1949 price rise of green 
coffee, which sent roasted coffee prices skyward in the 
United States. 
that a two-ounce jar saved her better than 50¢ over her 


Turning to instants, housewives found 


usual percolator or drip brand in an equivalent number of 
cups of coffee for her family. Soluble coffee also came into 
general use at a time when the housewife was making her 
acquaintance with a wide range of instant and frozen 
foods. Instants fitted nicely into this new pattern of 
convenience, 
This is not cited as news, It is a conclusion familiar to 
practically everyone in the coffee trade, and highlights the 
small amount of credit we can claim for the early growth 
in popularity of instant. But aggressive merchandising, 
advertising and sales promotion have been necessary to 
keep that growth going, to insure an adequate share of the 
market to those entering the field of instant coffee sales 

been 


a new product, it has necessary to 


Because it is 
pioneer in new methods of merchandising. In many in 
stances this has meant merely the adaptation of the mer 
chandising formulas which have proven themselves with 
other items. One of the earliest means adopted was that 
of “deals,” a form of ‘price’ merchandising which always 
has been popular. This method has met with varying 
attitudes on the part of retailers handling the product, and 
in its net result has tended to weaken “brand loyalty” to 
some extent. 

One impartial survey of instant merchandising recently 
brought out the fact that retailers accept promotions and 
deals as long as they realize a full profit at the ime of sale 
It was found that customers switched brands to take ad 
vantage of a deal. But that many returned to their 
favorite brands once the deal was over. Holding a cus- 
tomer once she has taken advantage of a deal is a further 
objective of sound merchandising and sales promotion 

It has been demonstrated that three special selling efforts 
fall, winter and spring—produce the best sales 


a year 
A minimum of a weck and a 


results in instant coffee 
maximum of ten days is the optimum for such promotions 
with each ideally taking advantage of some holiday season 
such as Easter and Thanksgiving, or a particular holiday 
such as George Washington's birthday. Newspaper ad 
vertising and direct mail should pre-sell the customer 
who is then reminded of the sale with special point-of 
purchase material once she ts in the store. Effective ma 


terials for this purpose are basket displays, “bin backers 


{954 


NOVEMBER 


trends in instant coffee merchandising 


By CONNOR F. LAWRENCE, General Manager 
Sol Cafe Manufacturing Corp. 
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and counter cards, The checkout area or shelves adjoining 


the cash register can be utilized to bring additional sales 


Point-of-purchase material has done more than any 
other medium to build instant coffee sales. It has been 
shown time and again with consumer purchases that the 
decision to buy a specific branded product ts made right 
at the point of sale Although the housewife may have 
known for a week that she will need to replenish her cottee 


supply, the next time she visits the food store or super 


The men behind the convention 


For many months, pe ple have heen hard at work to 
prepare the 1956 convention of the National ¢ offee As 
sociation. Busiest, perhaps heen the NCA man 
agement, including the directors, and espectally the NCA 
‘laff 

Committee chairmen have 
ments for the sports events, always an important part of 


have 


heen setting up arrvan ve 


the convention 

The committees include 

Golf, headed up by Richard Wear, Anderson, Clayton 
y Albert Hanemann, Hanemann & Cum 
mings, Inc.; softball, Ralph Lombardi, Machado & Co.; 
fishing, W. Ferd Dahlen, W. Perd Dahlen Co., In 

Prizes are bemg handled by Harold 7, Hanson, Ameri 
assisted by R. B, Sassen, Danne 
Sullivan, FP. W. Ehrhard 


& Co.; tennis, 


can Home Foods, In 
miller Coffee Co., and James I 
G& Co. 

Mrs. Austin A. O'Brien is heading up arrangements 


for the ladies events 


market. The decision to buy instant or regular of one 
brand or another often is not made until she stands in 
front of the coffee shelf 

An attractive price, a handsome package, a product 
familiar through advertising or a mailing piece 


what will catch her eye and prompt her action at that 


these are 


moment 
Here the point-of-purchase promotion becomes the final 
follow-up of the advertising directed at her up to that 
time. Because sales clerks have been replaced with self 
service and self-selection methods in so many instances 
(Continued on page 95) 
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CARL BORCHSENIUS CO., INC. 


89 Front Street, New York 5, N. Y. 


421 Natchez Street, New Orleans 12, La. 
465 California St., San Francisco 4, Calif. 
1855 Industrial St., Los Angeles 21, Calif. 


Connections 
in all 


Coffee Producing 
Countries 


HOELLER 


Full-Automatic Flat Bag 
Filling and Sealing Machine 


Saves time, money, labor and space by 


combining filling and sealing operations on 
one machine. 


Can be used for glue or heat-sealing—or will 
combine both sealing methods. 


Ideal for packaging coffee for glass coffee- 


makers. 


Write for illustrated, descriptive folder. 


ULBECO, INCORPORATED 


484 STATE HIGHWAY +17 
PARAMUS, N. J. 
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one-cup instant 
coffee packages 


The phenomenally rapid growth of instant coffee is 
largely due to product convenience, quality improvement 
and aggressive merchandising. These factors have played 
an important part in making it 


services to be accepted readily by the public. 


possible for one-cup 


This progressive segment of the coffee industry has 
substantially contributed to per capita consumption in- 
creases which, without their efforts, undoubtedly would 
not have been possible. The technical advances in the 
manufacture of instant coffee, standardization and quality 
control, as well as the unusual progress of packaging, 
have made available a superior product and one worthy of 
the concentrated merchandising efforts. 


Progress of one-cup packages 


From humble beginnings more than 20 years ago, one 
of the first unit service packages for instant coffee was 
made from a costly pure tin tube. Despite its price, the 
tube did an excellent promotional job in distributing G 
Washington's Instant Coffee to many initial and con- 
tinuing users. 

After World War Il, a 
aluminum foil package was developed by our company 
This package is available on a contract service basis and 
is mass produced for large markets. Attractively gravure 
registered-printed, it provides an easy-opening device and 
pouring spout for convenience of the user. 


new three-dimensional, all 


Working on the time-proven axiom of repetition, a 
properly designed and labeled unit package carries the 
title mesage to the consumer on each and every use. With 
all of the conditions being proper, this 1s bound to make 
a lasting impression which, through the years, will build 
substantial product sales. The distinction and prestige 
of this point is well demonstrated by the industry's 
current use of this unit package to the extent of hundreds 
of millions annually. 


Package growth from mass production 


Equipment for this new 3-D easy-opening unit was €s 
pecially designed to utilize a natural characteristic of alu 
minum foil, by drawing a formed pocket into one web 
of the material. After filling, this web is then sealed 
thermoplastically to an opposed printed web of flat alu 
This results in a finished 


minum combination material. 
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come of age 


By E. W. MASON, President 
Mason-Keller Corp. 


package so protective that the instant coffee granules are 
still in good, free-flowing condition at the end of even 
five years. Such protection, afforded by the aluminum 
foil and by the method of producing the package, adds 
materially to the preservation of flavor and freshness. 
This process of production also gives careful consideration 
in the filling operation to the fragility of the product, 
which is protected by a slow-moving, non-violent, non 
compacting system of measuring, after which the 3-D 
feature of the package offers additional protection in 
transit, 

The production of several hundred packages per minute 
The 


units are placed in folding cartons of ten to 100, then in 


is carried on in individual air-conditioned rooms 


corrugated cases ranging from counts of 144 to 1,000 
Of great importance is the almost endless opportunity 
provided by unit packages, in that the count may be 
adjusted almost infinitely in accordance with general 
market requirements, At the same time, it is possible 
to adjust the count to meet certain highly desirable retail 
price brackets. 

Constant quality control is maintained on each pro- 
duction line. In addition to rigid inspection, this control 
embraces accurate statistical records of weight and seal 


behavior, 
Bulk vs one-cup packages 


These two package forms do not really conflict in any 
way. On the contrary, they are more inclined to comple 
ment one another because the point of end use is the con 
office 
becoming increasingly more customary to have a cottee 


break, no matter how close co-workers may be, the pre 


trolling factor. For example, in an where it 1S 


ferred method is for each person to have his own one-cup 
service package for coffee, cream and sugar, as against 
using a bulk container where wet spoons or soiled spoons 
may be dipped, one after the other 

It is therefore compelling that the convenience and 
personal phases concerned with a unit service package will 
continue to influence growth. In this connection, promi 
nent factors to remember revolve around 

1. Individual service packages provide a convenient, 
one-time use 

2. The package itself is portable and expendable with 
each usage 

(Continued on page 167) 
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Byrne, Delay & Co. 
Coffee 

Agents for Reliable Shippers in Producing Countries 


Specializing in 


BRAZILS 
104 Front St. COLOMBIANS 302 Magazine St. 
New York 5, N. Y. VENEZUELANS New Orleans 12, La. 


GREETINGS 


IRELAND, INC. 


Established 1885 
IMPORTERS 


AGENTS AND BROKERS IN 


COFFEES 


SPICES e SEEDS e TEAS 


227 FRONT STREET SAN FRANCISCO 11, CALIFORNIA 
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bean buying 


A major concern of most Americans and of Nestlés 
purchasing department in particular, is a good, satisfying 
cup of coffee. A top quality instant coffee depends upon 
top grades of beans, and these are the only quality we buy 
for our brands of instants. Of course, we don’t stop at 
that. We do deal 
of testing, blending and 
checking, as well as engag- 


a great 


ing in constant research to 
insure that our manufactur- 
ing methods are of the latest 
and most scientific type. But, 
basically, you've got to start 
with fine because 


that’s all our three principal! 


offees, 


brands consist of—coffee. 

Before telling a little of 
our purchasing system, I'd 
like to point out that there 
is one part of the goodness that does depend on the 
consumer. We do our best to educate him to use fully 
a rounded teaspoon of instant coffee to get a full, rich 
flavor. Beyond that, we supply four brands for as many 
preferences 

Foremost, of is Nescafé, the 
modern instant coffee, which is blended for the robust 
flavor that the majority want Then there's Nestlé's 
Instant Coffee, which provides a blander, milder cup 
Decaf a decaffeinated instant 
For consumers in 
and sell Ricory, an instant made with fine coffees blended 


with chicory to meet the regional preference. 


course, world’s first 


insist on 
New Orleans, we 


is for those who 


and around make 


These brands vary in flavor but not in quality And 
each, in its own way, is uniform year in and year out 
The proportion of various coffees may change from time 
to time when one type of bean or another 1s off the 
market temporarily, but buying and blending right gets 
us the necessary uniformity. 

Our tasters, functioning in a laboratory as do our food 
chemists and other technicians in our plants across the 
country, receive samples of all coffees we buy upon ar 
rival. These samples are provided by independent of 
ficials who are neither on our or our suppliers’ payrolls. 
They select random supplies of beans from every con 


signment and send them to our tasters for laboratory 


tests These consist of visual as well as taste tests 


Body, flavor, aroma and taste must be precisely correct 
and meet our unusually high standards before the beans 
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By CHARLES LEISTER, Vice President in Charge of Purchases 
The Nestlé Co., Inc. 


for instants 


are delivered to any of our instant coffee plants. At the 
plants, too, further checks are made so that if—as 
a shipment is not up to specifications, it 
The 
integrity of our suppliers, however, is such that a below- 
standard shipment is not only extremely rare—and inad- 
but is accepted as a return without question, 


rarely happens 
never reaches our roasters but is returned at once 


vertent 

There is practically nothing that any of our consumers 
who know enough to boil water must do to get a top 
notch cup of any Nestlé’s instant coffees except to spoon 
the right amount into the cup, It's an easy, small thing 
to remember, but it pays a huge dividend in coffee satis 


faction 


trends in instant coffee merchandising 


(Continued from page 91) 


the need for effective point-of-sale material has grown 
proportionately, 

Direct mail is a most effective build-up to the point-ot 
sale method. Although large supermarket operators use 
it less frequently, the smaller independent has found it 
both simple and inexpensive. Letters mailed in the early 
portion of the week will reach the housewife before sh 
visits the food stores. Two or three direct mail campaigns 
per year are most effective in promoting instant cottee 
keeping customers informed of holiday specials and giving 
attention to other products as well 

An increasing number of chains, co-ops, and distribu 
tors are marketing their own private label instant coffees 
current estimates finding about 170 different brand labels 
on dealer's Retailers found that 
ones own brand adds prestige to the store creating a 
stronger tic with the The 
experience is that one’s own label provides a greater 


shelves have having 


satished customer general 
margin of profit on instant coffee sales 

In marketing a private label brand, it 1s vital that the 
label 
signify quality. Proper pac kaye design can make of 
break a with the label the final 
customer in her decision to buy. You also must be 


to the needs and whims of the customer who wants quality 


have eye ippeal ind 


itself be attention-getting, 


sale, influence on the 


ilert 


and convenience, insists on simplicity and desires economy 


One caution in merchandising a private label instant 


coffee is particularly important. No retailer should tn 


(Continued on pare 168K) 
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BUNGE 


COFFEE INC. 


NEW YORK SAN FRANCISCO 
94 FRONT ST. 465 CALIFORNIA ST. 


LOS ANGELES 
1855 INDUSTRIAL ST. 


BUNGE CANADIAN TRADING CO., LTD. 
1510 DRUMMOND ST., MONTREAL 
321 BLOOR STREET EAST, TORONTO 


the best buy for your money... 


\ 


is the best your money can buy! 
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Development of a process for producing a soluble coffee 
with the natural aroma and flavor of the fresh roasted coffee 
has been the ambition of coffee research chemists ever since 
the inception of soluble coffee manufacture. 

Our research department has been working on this prob- 
lem for more than 20 years. 
Like most flavor problems of 
this sort, it has been very 
diffic ult. 

We are now very proud in- 
deed to announce the achieve- 
ment by which it is possible 
to produce soluble coffee hav- 
ing the rich aroma and flavor 
of the fresh coffee from 
which it 1s made. 

The discovery of the pro- 
cess was not accidental. It 
was a result of the manufac- 
ture of many millions of pounds of soluble coffee, over a long 
period of time. Many experiments were conducted. A 
great many analyses were made. Many methods were tried, 
which were of no avail. Finally, the right method was dis- 
covered. 

Whatever flavor there is in the roasted coffee can now be 
retained in the soluble coffee. If it is desired to obtain a 
particular flavor of a particular portion of the blend, this 
too can be done. If it is desired to retain the aroma and 
flavor of a particular roast, this also can be achieved. For 
example, a portion of the blend can be roasted high and 
the remaining portion can be roasted at a lower temperature. 
If desired, the high roast coffee can be used for flavoring the 
soluble coffee. 

It has been stated that if a soluble coffee could be pro- 
duced which would have the aroma and delicious flavor of 
the roasted coffee from which it was made, the gap between 
the sales of soluble and roasted coffee would gradually close. 
Published statistics state that more than $1,900,000,000.00 
worth of roasted coffee is now being sold annually, against 
only $400,000,000 worth of soluble coffee. It is quite evi- 
dent, therefore, that there are many millions of people who 
still prefer the delightful aroma and rich body which is ob- 
tained by brewing roasted coffee 

Consumption of roasted coffee is increasing year after year 
in the United States in spite of the fact that soluble coffee 
sales are also increasing. This is evidence of the fact that 
many people drink more coffee because of the convenience 
of soluble coffee, and yet just as many cups of coffee are 


consumed from roasted coffee 
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new flavor and aroma for instants? 


By DR. WILBERT A. HEYMAN, President 


Heyman Process Corp. 


The very excellent research work which was conducted 
on roasted coffee by the team of Punnett and Eddy shows 
that when the coffee is first roasted, it contains 100% of 
the flavor. When the bean is ground, 66% of this flavor 
is lost. Punnett and Eddy further state in a very excellent 
analysis that the 339% of the coffee flavor which remains 
after the coffee is ground is further reduced after ten days 
by a loss of another 809% of the flavor of the ground coffee. 
Therefore, if 80% is lost, only 2007 of 339% remains. Only 
six and a fraction per cent of the original 100% of the flavor 
and aroma of the roasted coffee remains ten days after grind- 
ing. Therefore, the public pays $1,900,000,000.00 for only 
a fraction of the flavor which was originally available to them 
in the freshly roasted whole bean coffee. In the soluble 
coffee which they buy to the extent of about $400,000,000 
worth, they get even less coffee flavor and aroma for their 
money. 

This reminds me of an old boarding house joke. Mr 
Smith had already drunk nine cups of coffee and asked for 
another cup. The landlady said, “My, Mr. Smith! You cer- 
tainly must love coffee!" He said, “Yes Ma'am. I sure do, 
or I wouldn't drink nine cups of water just to get a little!” 


Millions of people love the rich delightful flavor and 
aroma of a good cup of coffee. There is probably no other 
beverage in existence which is so much loved for its flavor 
as a cup of coffee brewed from a blend of rich good qual- 
ities coffees properly roasted. Aroma, flavor and body are 
the most important factors in a cup of coffee 


This is quite evident when we realize how much coffee 
is consumed and how little extractive substance is required to 
produce a cup of good coffee. Only two grams of soluble 
coffee are required in 150 grams of hot water to make a five- 
ounce cup of soluble coffee. Of these two grams, probably 
less than 1% consists of the oils which are responsible for 
flavor and aroma. It can be readily seen, therefore, how ex 
tremely important it is to capture all of the flavor and aroma 


possible from the original roasted coffee. 

In the process of drying coffee extract by spray drying, 
thousands of cubic feet of very hot air are required to pro 
duce only a few pounds of soluble coffee. This great 
quantity of heated air drives off most of the flavor and 
aroma which has already been captured in the liquid extract 
How, then, can the manufacturer of soluble coffee expect 
to retain the most valuable portion of the roasted coffee 
with which he is working? Most manufacturers do not ex 
pect to. They are merely satisfied with the best that they can 
do and hope that the public will be willing to compromise 

(Continued on page 167) 
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H.L. Cc. BENDIKS, INC. 


SAN FRANCISCO NEW YORK NEW ORLEANS 
40 California St. 96 Front St. 225 Magazine St. 


IMPORTERS —JOBBERS 
COFFEE—TEA 


N. V. KOFFIE HANDELMY MATAGALPA 
P.O. BOX 631 AMSTERDAM C, HOLLAND 


FEDERACION CAFETALERA AMERICA 
FEDECAME 


With her fourteen high quality producing 
member countries 


COSTA RICA CUBA DOMINICAN REPUBLIC 
ECUADOR EL SALVADOR GUATEMALA 
HAITI HONDURAS MEXICO 
NICARAGUA PANAMA PERU 
PUERTO RICO VENEZUELA 


TAKE THIS OPPORTUNITY TO WISH MEMBERS OF THE NATIONAL COFFEE 
ASSOCIATION EVERY SUCCESS AT THE 1956 CONVENTION 


Address your inquiries to: 


FEDECAME, BOX 739, SAN SALVADOR, EL SALVADOR, C.A. 
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% Coffee Convention: Chicory in Solubles 


chicory 


in instants 


By GEORGE HARRISON, President 
The Harrison Coffee Corp. 


In 1948, the writer became attracted to the idea that | 
the addition of chicory to coffee would heighten the 
flavor of the instant product so that the resultant beverage 
would be more in keeping | 
with the coffee expectations 
of the consumer, 
thinking was that 
coffee’s flavor limitations 
seemed to have been reached 
long ago and if there was 
to be flavor improvement, it 
must be assisted. It was 
natural to use chicory be- 
cause of its long familiar 
compatability with coffee. 

The reasoning behind 
the adaptation of chicory 
for the soluble product was that the reduction of body 
and flavor in coffee owing to flash-drying could be 
compensated by the greater strength of chicory, which 
in turn must also give up part of its body and flavor. 
A satisfactory result depended on skilled balancing in 
the choice of coffees suitably roasted and a rational ad 
dition of an appropriate type of chicory 

Laboratory experimentation and field testing of samples 
among coffee firms specializing in a blend of regular 
coffee with chicory was sufficiently promising so that 
several regionally prominent distributors placed the item 


Basic 


under their label. 

Present turnout is at the rate of 25,000 cases 24/2 oz. 
jars per month, with distribution mainly in the South- 
east, in terriories ranging from Baltimore to New Orleans 

Contrary to the belief that only Southerners will a¢ 
cept chicory, private label sales are expanding in the 
western United States and in Canada 

Without exception, coffee tasters have repeatedly se 
lected this instant coffee and chicory as the preferred 
brew from any number of solubles blind-tested. This is 
consistently true with non-experts. 

Wherever private label instant coffee and chicory ts 
sold, the prices are on a par with those of the straight 
instant coffee, for reasons of greater beverage yield and 
Chicory is never presented negatively as 


better flavor. 
product, out always as a booster 


a filler to cheapen the + 
that produces a better beverage. 

Consumers prefer this stronger powder for the ad- 
ditional reason that somewhat less is required for their 
169) 
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now you get TWICE 
as many cups of coffee 
every hour... 


brews 240 cups per hour 1. MEASURES 


water exactly 


This amazing new, fully automatic 
coffee-brewing system actually 
saves you so much, it will pay 
for itself many times over. 
Savings in coffee (up to 

3¢ a lb., buying 5 Ib. 

bags), savings in labor, 


‘4 


savings in time, savings in 
space, savings in operating 

| costs (no messy filter cloths, 
| no “extras”). Here is the 
only automatic unit that 
measures coffee and water, 
brews delicious coffee, and 
rinses clean... all within 


= 


2. BREWS 


uniformly 
delicious 
coffee 


3. RINSES CLEAN 


3 minutes, all coffee grounds 
automatically 
See Your Dealer, Or Write To 
311 NORTH DESPLAINES STREET, CHICAGO 6, ILL. 
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A new organization of coffee growers in 
Brazil has been formed. Corporacao Brasil 
eira de Cafeicultores S/A.—(CBC) which 
will soon include the majority of Brazilian 
Coffeegrowers has been organized. Its object 
is to export and market coffee produced in 


Sao Paulo and other States in Brazil. 


HOW IT STARTED 


The idea of the organization of such a 
marketing corporation initiated and 
sponsored by the Farm Bureau Federation of 
the State of Sao Paulo (FARESP) and the 
Sao Paulo Coffeegrowers Association. The 
main objectives of the new organization will 
be to protect both the coffee producer and 
We hope to achieve this 


the consumer. 


through the best possible marketing methods. 


An Announcement 


of great importance to all in the Coffee Industry! 


CORPORACAO BRASILEIRA DE CAFEICULTORES S/A-C.B.C. 
(The Brazilian Coffeegrowers Corporation) 


HOW CBC WILL HELP YOU 


In order to satisfy the different consumer 
markets, special attention will be dedicated 
to better grading, as well as standardization 
suitable to satisfy the most important and 
traditional customers. Efforts will be also 
made toward improving the quality of our 
coffee, supplying the coffee planter with all 


necessary means and data to achieve this aim. 


SAMPLES ARE READY 


CBC is now in full operation and is pre- 
paring samples of our types of coffee, which 
will be available to interested parties and 


airmailed upon request. 


The corporation remains at your disposal to 
supply you with any additional information 


you may require on our activities. 


SAO PAULO: Rua Bar. Itapetininga, 224 Caixa Postal 1951, End. Teleg. “CAFECORP" 


SANTOS: Rua 15 De Novembro 9—Caixa Postal 473, End. Teleg. ““CAFECORP" 
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world coffee trends 


By ALBERT VITON, Chief 


Sugar and Beverages Section 


Economics Division 


Food and Agriculture Organization of the United Nations 


International discussions of again 
the order of the day 
coffee centers, committees and commissions are trying to 
find out what ails coffee and to decide what to do about 
if. 


Coffee has been a problem 


cottee policy are 
In a dozen national capitals and 


commodity for a long time 
In 1903 international 
of the 13. chief 
coffee producing countries, 


meeting in New York, pro 
duced a full-fledged scheme 
for regulating supplies and 
Some 40 
years later, the world-wide 


world prices. 
depression stimulated morc 
efforts in this direction, But 
neither the first nor the sub 
much 


sequent schemes got 


further than the talking stage 


Many difficulties pre 
vented implementation of the schemes, one of the most 


serious of which was how to reconcile the conflicting 
interests of countries in full production with those whose 
production was still expanding, However, im 1902-—a 


year before the first international congress-—Brazil, which 
then produced about 754% of world supplies, began a 
series of unilateral measures to support prices which it 
has continued, although with interruptions and in various 
forms 

The Brazilian schemes succeeded to a large extent in 
their immediate objective of protecting the income of the 
coffee farmers. The severity of slumps in years of large 
crops was unquestionably mitigated by its stock-financing 
and shipment control operations. Even during the de 
pressed decade of the thirties, although the New York 
wholesale price was half of the 1922-1930 average, coffee 
fared not too badly in comparison with other agri ultural 
commodities produced largely for export, But the price 
support operations had other far reaching effects 

Under the protection of Brazil's umbrella, production 
developed in other countries, and Brazil's share in world 
trade diminished steadily. At the beginning of the cen 
tury, the exports of Colombia and Africa amounted to 
i% to 5% of world trade; but by the outbreak of World 
War II, they contributed more than 20%, and at present 
some 40% of all the exports come from there And 


year-to-year price fluctuations remained about as great as 
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in sugar, cocoa, corn and wheat (although it is possible 
that the been even 
greater in the absence of the 

Since the end of World War IL, the coffee problem has 
undergone a subtle and vitally important change. Pro 
tection and the coffee farmers income 1s 
still a fundamental objective; but halt 
favorable world enabled 
syphon off considerable revenue and foreign exchange 


to finance industralization and other economic develop 
prices would 


of course, fluctuations would have 


price defense measures ) 


stabilization of 
a dozen years of 


prices have governments to 


severe fall in export 


first 


ment programs, A 


affect the 
casualty would be the publi bodies of more than a dozen 


income of farmers; but the and preatest 


Various techniques are used to implement the double 


objectives of present day coffee programs In Brazil con 


trol is exercised through variations in exchanye rates 
of the foreign currency received from the sale of cotfec 
which must be surrendered: in some countries fixed 


prices to farmers are set substantially lower than world 


market prices; in other countries, various combinations 
of these and other techniques including export taxes are 
employed The relative share of the income from coftec 


exports allocated to the rower and to the public au 
thorities also varies from country to country, In only a 
few countries have farmers received substantially the 
whole price obtained in world markets; in some territories 
farmers have received, in national currency, about half of 
the income they would have obtained had they been free 
to dispose of their coffee, and foreign exchange, on the 
market 

Nevertheless, new planting has been stimulated, and in 
some countries very considerably so. Although the oft 
forecast collapse of the world coffee market has not taken 
place, governments of exporting countries have become 
increasingly concerned about the outlook. The disturb 
ing effects on national economies of a preat decline in 
prices or of severe fluctuations would be very grave for 
many, involving far-reaching changes in national social 
reductions, curtailment of de 


programs, severe 


velopment projects, unemployment and political unrest 


import 


Concern about the future finds expression im various 
forms. Some governments have begun to seck ways to 
stabilize world prices ‘at levels equitable to both pro 
ducers and consumers’ by means of a contractual inter 
Other 
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commodity agreement governments 


national 
(Continued on page 


10 


3 
% 
q 
= 
b 
q 4 i 4 


HELPING COFFEE 


In the past agricultural cycle, 


BAN. 
CO NACIONAL DE MEXICO, <i 
México’s largest private bank, gran- } 
ted more than 500 million pesos in 
credits to aid México in maintaining ~ 
its position as the world’s third lar- | 


gest COFFEE exporter. 


BANCO NACIONAL DE ME- 
XICO is ready to help you in any 
of your transactions in México. 


PRIVATE INSTITUTION, DEPOSIT, SAVINGS & TRUST. 
MEXICO: SINCE 1884 NEW YORK AGENCY 
Isabel la Catélica No. 44. México, D. F. 37 Wall Street,New York oe 
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% A Coffee Convention “Fact-Reference” Feature: Production Technology 


advances in coffee production technology 


By PIERRE G. SYLVAIN, Coffee and Cacao Field Services 
Instituto Interamericano de Ciencias Agricolas 
Turrialba, Costa Rica 


From reports received from members of French trade 


expedition who visited Yemen at the beginning of the 18th 
century, Jean de la Roque has left us a good description 
of the methods used at the time by the industrious Arab 
It is somewhat disap 


farmers for the growing of coffee. 
pointing to have to confess 
that after more than 200 
years and the advent of the 
industrial revolution and the 
atomic age, the 
jority of the coffee growers 
have not brought improve- 
ment to the methods used at 


great ma 


the time of de la Roque's 
writing. However, in most 


countries some individual 
producers are very alert to 
new developments and are 
thus able to obtain yields 
many times higher than the 


area 


average prevailing in their 
It is the work of these producers, generally based 
upon findings of experimental stations, which justifies 
the title of this article and gives us a greater optimism 
for the future of the coffee industry. 

In a competitive economy like ours, efforts have to be 
continuously made to reduce costs of production in terms 
of materials, land occupied and man-days, if we wish to 
maintain a crop in a good position in the world market 
Some of the most outstanding developments in the pro 
duction of coffee which should affect these costs will be 


shortly discussed, 


Although organic and chemical fertilizers have been 
used on coffee farms for a number of years, interest in the 
possible effects of minor elements upon growth and pro 
duction has arisen only recently 
Brazilian Dutch 
some visible symptoms which occurred when one or the 


Using methods of cul 


ture solutions, and workers illustrated 


other of the elements was lacking in the nutrient medium 
A few 


panied in some cases by an alarming decrease 


years ago, several growth abnormalities, accom 
in yield 
were noticed in a series of coffee plantations of Costa Rica 
Work done at the Inter-American Institute of Agri 
Sciences and at the local Ministry of Argiculture re 


A series of 


iltural 
vealed 
the existence of mineral nutrition disorders 
experiments carried out by the Ministry showed that trees 
could be materially improved by the application of boron 
manganese and lime, according to the 


zinc, Magnesium, 
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areas. The results were especially striking in the case of 
boron, where the use of this element almost trebled the 
yield of a plantation 

Careful studies made recently, using the method of leaf 
analysis, enable us to diagnose some of the most common 
mineral deficiencies and to make practical recommendations 
to growers, Costa Rica has thus become the first country 


where use of minor elements has become common prac 
tice among the most enlightened producers in the growing 
of coffee 

Undoubtedly similar deficiencies occur in other coun 
trices, 
the IBEC (International Basic Economic Corp.) Research 


Institute, it was found that the application of various 


In an experiment carried out last year in Brazil by 


metal chelates (copper, tron, manganese and zine salts of 
ethylene-diamine tetraacetic acid) on young plants of three 
different 
treated controls 


varieties gave a large yield gain over the un 
Based upon the one year data available, 
the chelate plots gave approximately two and half times as 
much coffee as the untreated plots. The yield increases 
more than paid for the cost of the chemicals 

Irrigation has been used in Yemen for centuries in the 
production of coffee. However, the practice does not seem 
to have been generalized outside this area, In recent years 
several stations located in the drier part of the coffee belt 
have published data on the benefits of water application 
to this crop. In Tanganyika, yi Id increases averaging 20% 
were recorded over seven years, while at the Experiment 
Station of Ribeirao Preto, in Brazil, the average yield was 
more than doubled during a similar pe riod Furthermore, 
the percentage of commercial beans obtained from the 
berries was increased 1707, according to determinations 


Kabeta, Ke nya 


supply of available soil moisture increased the crop from 


made during two years. At a continual 
a mean yield of 314 hundred-weight of clean coffee to 11 
hundred-weights over eight years 

Experiments « arried out by the IBEC Research Institute 
also in Brazil, revealed that over a three year period the 
increased coffee yield paid for the entire cost of the irri 
gation equipment and operating expenses and, in addition 
gave a net profit of approximately 12.50 Cruzeiros per 
tree (at the time U. S. $60.00 per acre) 
results were obtained on a farm 


Even more IMpressive 


in Kenya, where on a 2}-acre basis the whole cost of irri 


gation equipment was covered in one year, leaving in 
addition a substantial net gain 
(Continued on page 1 ) 
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% A Coffee Convention “Fact-Reference” Feature: Brazil 


an international agreement for coffee growers 


By JOSE LARIVOIR ESTEVES, President 


Centro do Comercio de Cafe do Rio de Janeiro 


Nobody can deny that the stability factor is one of the 
main means of stimulating the international coffee trade, 
through the guaranty it brings to importers and processors 
of this commodity that their business will develop on a sate 
basis not subject to violent oscillations, which always prove 
detrimental. 

Coffee, on account of the high price it has been attaining 
lately, has attracted the attention and awakened unusual in- 
terest among all coffee growers in the producing countries, 
whose governments stimulate new plantations on account of 
the big amount of foreign exchange it represents for their 
exchange budgets—their exports. The interest in its produc- 
tion is such that, in a few years, continents such as Africa 
and countries such as Mexico, which practically did not 
count as growers, now are appearing as big competitors in 
the international market, with substantial exports. What can 
thus be foreseen is that, should present conditions continue, 
production will no doubt be increasing. 

It will then be necesary that consumption should also in- 
crease in proportion to production, so that, production and 
consumption being balanced, a coffee stability would be 
achieved in the international market, a thing desired by all 
concerned. 

It happens, however, that experience has shown us that 
consumption not always can keep up with the production 
rhythm, in as far as increases go. 

Hence with imbalance between demand and supply, and 
the lack of stability, such as is evident in the coffee market 

Coffee production is quite variable from year to year, 
its increase or decrease depending on various factors. 

From among the main factors, we shall mention volume 
of rainfall and changes in temperature as the biggest ones. 
Thus, for instance, when there is a lack of rain while the 
fruit is growing in the month of January, the crop will 
suffer, Whenever it rains too much in the harvest months 
May and June—the crop is reduced and the quality 1s 
worse. When cold is excessive and accompained by frost 
during the blooming season, there is no production. When 
there are frosts, even after the harvest, the cottee trees lose 
their leaves, become weak and cannot hold the load of 
the fruits, which drop and are lost before reaching their 
normal development, bringing about a reduction and perhaps 
a total absence of the crop. 

There is still another fact that characterizes the coffee 
crops, and it is that when there is a very large crop in one 
year, in the following year the crop will generally be small 

Coffee growing is what we call a perennial planting, 


that is, it lasts many years, There are some climates where 
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a cotfee tree will last 80 to 100 years, and there are other 
trees which will not live over 18 of 20 years 

It is, therefore, a branch of agriculture requiring per 
manent harvesting; that ts, it cannot do without harvesting 
every year. Just the opposite ts the case in connection with 
other crops, such as corn, wheat, etc., which produce if 
sown yearly, 

This means that in order to reduce the production of 
corn or wheat, it will be enough just now to sow it. Such 
is not the case with coffee. Five years after being planted, 
it will produce forever, and will just depend on harvesting 
in order to become a marketable product 

Therefore, the control of this production becomes dif- 
ficult, if not impossible, so long as the control is subject to 
unilateral rules and regulations dictated by only one or a 
few coffee producing countries. 

But since coffee is a product which offers the conditions 
necessary to the international trade of a large number of 
countries, particularly in Latin America, it is right that 
all possible means should be used in order to maintain 
production, that is, to keep it profitable, so that the coffee 
producing countries will continue supplying the world 

The most frequently mentioned way of assuring a lasting 
stability, so useful to coffee growers and consumers, is no 
doubt an agreement between all coffee growers, establishing 
standards that will regulate, with safety and without abuse, 
the international trade of this product, all sharing in the 
burden proportionately. The agreement should give ample 
assurances to the effect that such an international market 
supply of the grades called for by consumption; in fact, 
assurances to the effect that such an international market 
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From Santos to the U. S. trade 


"The Associacdo Comercial de Santos, acting as the 
authorized spokesman for the largest coffee exporting 
port im the world, could not afford to let this occasion 
pass without expressing ts warmest hopes for the success 
of the forthcoming convention of the National Coffee 
Association of the United States of America 

“We understand that in the coffee busmess i 15 neces 
sary always to maintain the best relations between Brazil 
the largest producer, and the United States, the largest 
consumer. Such an understanding will no doubt be high 
ly beneficial to the two great countries and will contribute 
to the friendly relations which constitute the basis of 


Pan-Americanism.”’ 


Geraldo G de Mello Peixoto 


President, Associacao Comercial de Santos 
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mild coffee 
from Brazil? 


By KENNETH H. FAIRCHILD, Fairchild & Bolte 
New York City 


We have recently heard a great deal of talk of Brazil 
improving her quality to the extent of producing a mild 
type of coffee, Certainly this is commendable, but if this 
were possible, what would the roaster use to take the 
Centrals or 


place of Bourbon Santos? He could not use 


Africans, and in consequence the product would, we be 
lieve be too costly and honestly not as good as present 
day blends using a Santos as the prime basis. 

We have seen and sold washed Santos in the past, 
but our experience has been that washing Brazils is a 
waste of time and in fact, rather than improving the 
product, actually takes something away and instead of a 
Santos Bourbon flavor, we have a nice cup of hot water. 

Central and Colombians have an entirely different cli- 
mate, in which frosts or continuous rains are very rare. 
They are grown at higher altitudes near the equator, on 
small plantations, and actually have almost individual 
bean for bean care, 

The nearest approach to these conditions are in South 
Minas in the state of Minas Geraes, Brazil, with the maxi- 
mum production of 2,500,000 bags. From this, you 
would still have low grades, so that if you could get per- 
haps 1,000,000 bags of fine quality, it would be tops. 
If these are fine quality and not mixed with West Minas, 
which is the custom today, why wash them and lose some, 
if not all, of their virgin quality ? 

We can recall back in 1938 we received thousands of 
bags of such virgin coffees with such success that it was 
a case of choosing the buyer rather than finding a buyer. 
The success of this business was perfectly simple; There 
was no making of pilhas, except for rebagging; there was 
no mixing with other ‘similar’ coffees. 

Possibly under today’s poor crop, it would be difficult 
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Brazil’s exchange 
...and economic 


Some of the most adverse factors in the last three years 
affecting the stability of coffee prices have been the suc 
cessive changes in the rates for the Brazilian coffee 
dollar. 

After the derogation, in the second half of 1953, of 
the law which had been voted by Congress to prevent 
alterations in the official rates for the export of the lead 
ing Brazilian commodities, the exchange rates for coffee 
shipments fell under the exclusive direction of the execu 
tive power, through the Superintendency of Currency and 
Credit (known as the SUMOC), or more directly of the 
Minister of Finance. 

This dependence on the will of a sole superior authori- 
ty, has been the cause of surprises and losses resulting 
from unexpected turns, some of them after specific dis 
claimers, such as that which occurred in August, 1954 
From that time, the changes in that key ministry, under 
the sway of political fluctuations, have kept this inter 
national trade under continual uncertainty, though the 
government attempted to restore confidence by stating 
the exchange guarantees of February Sth, 1955. 

A ministerial change on April 13th, 1955, pointed to 
a reform of exchange practices, such as had always been 
advocated by the new Minister, Dr. José Maria Whitaker. 
In at once eliminating the exchange guarantee, he seemed 
to have prepared for the reform, but in the end he was 
unable to carry out his plan and resigned his post. 

But those six months during which Minister Whitaker 
studied his exchange reform did not favor a growth of 
confidence among importers, and consequently purchases 
started falling, until the frost of 1955 altered the bearish 
trend in both domestic and foreign markets, creating a 
situation beneficial to Brazilian exports, bolstered also 
by the drop in the yield of mild growths 

After the inauguration of President Juscelino Kubits 
chek, the appointment of the present Minister of Finance 
Dr. José Maria Alkmin, aroused great interest in the poll 
cies to be followed, especially in exchange matters, in 
view of the aggravation of the inflationary tendencies 
following on the wage increases to the military and to 
civil servants, with their heavy effects on the Federal 
budget. Having already occupied the position of secre 
tary of finance in the important State of Minas Gerais, 
Dr. Alkmin was well known, above all as a shrewd poli 
tician, endowed with a keen intelligence, and also as an 
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rates 
consequences 


By ALCEU MARTINS PARREIRA, Santos 


Brazil 


unconditional friend and supporter of President Kubits 
chek, 

His first statements on policy indicated that any ex 
change reform could only be carried out after the infla 
tion had been put under control, and that this was a 
problem that the government was going to attack with 
all the resources at its disposal. 

However, the 
change rate hangs on a single organ of the executive 


circumstance mentioned, that the ex 
power, has attracted to this problem political overtones, 
and this to a certain extent has emboldened the present 
campaign for reform on the part of growers, especially 
after the rains this year produced the heavy losses in 
harvesting. 

At the same time, some new confidence is being felt 
in the favorable results to be expected from the policy 
of Minister Alkmin, of preparing better days for the gen- 
eral economic situation of the country, even though he 
will have to resist constant pressure for changes in cof 
fee rates. The contribution from this source, following 
higher exports at reasonable doll.; values, has been the 
leading factor in the start toward a restored trade balance 
for this country. The Minister feels that a change in 
coffee-dollar rates would affect the fight against inflation, 
not only because of the probable rise in cruzeiro prices, 
but also because of the accompanying fall in dollar values 

The most important sign to encourage this confidence 
is the quotation of the dollar in the free exchange. From 
$2 cruzeiros to the dollar in May, the rate at the beginning 
of October dropped to 68 cruzeiros, Considering the 
enormous interest that Brazil is arousing among investors 
of many countries, this improvement in the cruzeiro 
may bring a greater flow of incoming capital, and this in 
turn might become a most important factor in the sta 
bility, if not the firmness, of Brazilian currency 

Notwithstanding the difficulties which still face the 
government administration, the possibilities of this coun 
ry are great. So much so that we may close this modest 
contribution to the special edition of Corrre & TrA IN 
DUSTRIES for the coming convention of the National Coffe 
Association at Boca Raton with a message of greetings 
to participants that we feel will be no exaggeration 
We point with optimism to the economic position of 
Brazil, now entering a new phase of industrial expansion 


(Continued on page 118) 
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coffee’s most dynamic 


Events and actions within the international structure 
of the world coffee industry during the past year provide 
further evidence to what many coffee men now accept as 
a reality. That is, the coffee industry, not only the U.S 
industry, but coffee throughout the entire commercial 
world, has entered what well might be its most dynamic 
period, 

There is healthy life and stability within the coffee 
business today. Each component of the industry seems to 
be solving its problems in a forthright manner which 
favorably affects each and every branch of the total in 
dustry. This cooperative spirit is reflected in greater 
understanding and sympathy between producers and pro- 
cessors. Consumers profit from this state of affairs by 
finding it possible to buy fairly priced coffee of good 
quality in whatever quantities they want. 

This is a welcome change. Each branch of the in 
dustry has progressed greatly beyond what was con 
sidered normal for coffee ten or 15 years ago Prices 
were low to the growers and low to the processors and 
profit margins were thin for the farmer and thinner for 
the processor. Production was on a near minimum basis 
throughout the world, and consumers, seemingly content 
to take their from the half-hearted efforts of the 


growers and the trade, did not seem to care if they drank 


cue 


very much more or very much less coffee than they had 
drunk previouly. 

But the past ten years have been an era of total change 
The industry as a whole has, in effect, rec reated itself in a 
more vigorous and more dynamic character. No one 
aspect of the industry can claim total credit for this re 
markable transformation. Like the sources of most natural 
elements, the source of the coffee industry's new person 
ality is inextricably interwoven in a vast and complex 
area of everchanging commercial practices and habits 

Out of this great tradition has come what I call the new 
coffee industry. In the producing countries, the growers 
and their governments and associations are leading con 
certed drives towards more productive and more advanced 
growing techniques. The daily lives of the farmer and 
his family are now of great national concern, and ed- 
ucation, health services, buying cooperatives, housing fa- 
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By MANUEL MEJIA, General Manager 
National Federation of Coffee Growers of Colombia 


cilities and a host of other social services are being in 
corporated into long range programs which have as their 
objective a better lite for the people who work the land 
Great results from these plans are already evident in larger 
coffee crops with quality as an equal criteria with quantity 

The processing and merchandising of coffee in most 
of the world’s consuming centers likewise exhibits a note 
Cofttee, 


consumers for over a 


worthy, reinvigorated spirit which has been 


the favorite beverage of U. § cen 
tury seems destined to become even more widely used 
by the people at large. This has been accomplished, I 
think, in the great part by the united efforts of the U.S 
the Latin) American 


their organization, the 


countries 
( oftec 


producing 
Pan-American 


trade and 
through 
Bureau. 

Ever since the Pan-American Coffee Bureau was founded 
at the Bogota conference in 1936 and be gan to function 
in New York in January, 1937, as a promotion tool of the 
united coffee men of 11 Latin American countries, it has 
served to spearhead the drive towards establishing coffee 
as the favorite beverage. The Bureau's 20th Anniversary, 


which will be celebrated throughout 195 


1s truly a dis 


tinguished event Never before in history have 11 
countries combined their energies in a commercial pro 


ject of similar magnitude. The sound accomplishments 
of the Bureau throughout two decades give solid promise 


ind 


achievement in our developing 


of even greater 
changing future 

The Federation ts extremely proud to have been one 
We 
that our formidable economic contribution to the Bureau 
through the years has been money very well spent. By 
the same token, the Federation stands ready to support in 
every way all efforts to broaden the market for coffee and 


raise the levels of consumption in the major coffee drink 


of the original members of the Bureau consider 


ing countries 

The changes in industry traditions and practices, which 
have resulted in the emergence of the coffee in 
dustry, have been extremely beneficial 
and processors are enjoying the benefits of a developing 
and expanding industry while consumers also enjoy the 


‘new! 
he produc ers 


7 
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coffee — and Colombia’s economy 


By RALPH P. BALZAC, Balzac Bros. & Company, Inc. 


For the coffee year 1955-56, Colombian coffee exports 
were recorded as 6,242,000 bays, with a value of $508 
000,000, It is common knowledge that a few hundred 
thousand bags came out unrecorded, Such coffees apparent 
ly are not registered for export, and in that manner the 
dollar proceeds are drawn in the open or street exchange, 
where sellers of them have lately been able to cash in ap 
parently at as much as twice as many pesos per dollar as 
at the official pegged exchange. The only rate permitted 
for licensed, legitimate coffee exports is 2.50 to the dollar, 
while the open rate is 5 pesos to the dollar 

Adding to the official exports the coffees that come out 
as contraband,” and local consumption, estimated at around 
100,000 bags, it is possible to figure that the total of 
available coffee in Colombia for the year reached the very 
handsome quantity of over 7,000,000bags. However, the 
Federation and other authorities have pointed out that these 
totals did not represent actual production, inasmuch as a 
considerable part came out of back holdings from previous 
crops, which were liquidated during this very propitious 
coffee year for mild coffees particularly, 

Many financiers and economists in Colombia have been 
at a loss to understand the paradox that with such a good 
quantity of export coffee, and at relatively good prices, the 
Colombian peso has suffered from repeated and progressive 
weakness, In the course of the past two years, the street 
quotation of the peso in dollars has had fluctuations which 
had no precedent in the present century. After being 
quoted at about 33 American cents for a time, with only 
small changes up and down, it had the ephemeral im- 
provement to 5SO¢, when green coffee prices were pointing 
to a dollar a pound, only to start soon after on its plunge to 
25¢, and more recently to 20¢ and less 

Some of the explanation for this phenomenon of peso 
depreciation, with such a good dollar income, may be found 
in the fact that besides heavy imports of consumer goods, 
keeping pace with a rising standard of living, imports of 
capital goods for industrial development have also been 
accelerated 

As in other countries, the authorities have been battling 
against inflation and the high cost of living, while trying 
at the same time to keep the nation in a constantly booming 
economy. With able governing brains and a very industrious 
people, Colombia can be counted upon in time to round 
the corner and resume the progressive development on all 
fronts which has characterized the history of that republic 
in the present century 

The matter of the dollar equivalent to the local currency 
in Colombia, as in Brazil, to a certain extent 1s bound to 


have important bearings on the dollar price for coffee in 
the future. At all events, so long as there are such dif- 
ferences between official and open rates, exchange rumors 
are going to play an important part in market fluctuations. 

Of course, in an economic world of such complexity as 
we have today, coffee prices could be influenced by any 
number of factors. 

However, supply and demand, i.e., production and con- 
sumption, always in the long run play the dominant role. 
On that score one may point out that, after last year's frost 
in Brazil, the estimates for this coffee year no longer fore- 
cast the overwhelming world total that had previously been 
feared. At the same time, the recovery and the progressive 
growth of world consumption is most remarkable 

There is also the question of premiums on coffees of top 
qualities and how wide these may be in the months to come. 
The option market would seem to indicate that traders in 
futures look for the differences to narrow at least against 
what they have been recently, but that they may continue 
quite wide by former standards. 

That difference depends also on the course of world 
economic conditions. In our own country, one outstanding 
tendency remarked by retailers has been what they call 
“‘trading-up” by the American housewife; that is, the drive 
by consumers for better quality and consequently higher 
priced merchandise. That is part of the rising standard 
of living of the population as a whole, Although at various 
degrees of pace, such developments seem to be worldwide, 
and in fact nursed and stimulated to a large extent by our 
own economy. 

Coffee usage is growing more and more all over the 
world. In the United States, the Census Bureau estimates 
the population now as about 168,638,000. And our coffee 
drinking population is increasing, thanks in great part to 
better publicity in recent years. 

Under such conditions and prospects, Colombia is fortu- 
nate in growing a crop of about 7,000,000 bags (over 6,- 
000,000 for export) consisting of coffees that rank, all of 
them, among the highest qualities grown anywhere. 

We also believe that Colombia starts the coffee year with 
about as low a carryover from past crops as she has had in 


quite a few past seasons 


Coffee production 


steady in Rio Muni 

Total coffee production for Rio Muni, Spanish Guinea, 
in 1955-56 was 50,000 bags, compared with 52,818 bags 
in 1954-55 
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the outlook for Honduras coffees 


As the year 1956 began, the U. S. market outlook for 
Honduras coffees seemed very good, in spite of the fact 
that low grade Paranas were being offered at lower prices 
than Honduras unwashed coffees. It rather un 
usual situation for Honduras unwashed coffees to be sell- 


Was a 


ing above some of the better 
Parana coffees. 

As the general price level 
in the U. S. in the 
months of 1956, 


rose 
first 
Honduras unwashed coffees 


two 


were sold as high as 58¢ a 
pound, practically on a par 
with Santos 4's. However, 
when late rains in Honduras 
caused heavy fermentation 
in the crop being prepared 
at the time, most U. S. buy 
ers began to shy away from 
the unwashed Honduras coffees, figuring that it was best 
to buy fermented Cubans at 4¢ to 8¢ per pound cheaper 

While the washed Honduras were generally of excel 
lent quality, they did not sell so well in competition 
with extremely cheap Cuban and Santo Domingos, even 
though they were far superior to those two growths 

With the price level for Honduras unwashed cotfces 
down over 15¢ a pound from the high of early 1956 
Honduras shippers turned to Europe to save them from 
heavy losses. 

By late March, the tide had turned, and Honduras 
coffees commenced to sell in Europe in good quantity 
Soon European buyers discovered that Honduras washed 
and unwashed coffees were highly prized in some markets 

Thousands of bags of coffee moved to Europe from 
Honduras ports in April and May 

By the end of June, a heavy quantity of Honduras 
coffees had been exported, and it became a question of 
meeting the demand, rather than finding purchasers. 

With the disturbed political situation in Honduras 
most farmers and interior merchants preferred to hold 
their coffees during July and August. Others were count 
ing on a general rise in price for Honduras coffees with 
in the country, by November. (During the latter part 
of 1955, Honduras unwashed coffees rose 8¢ a pound 
within Honduras.) 

At present, there is very little coffee left in Honduras 
and with the continued heavy demand from Europe 
practically none will be left by the time the new cro; 


begins in early January 
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By DAVID A. KATTAN 


It had been expected, early this year, that Honduras 
would have been forced to import coffees by September 
or October of 1956, because of the anticipated depletion 
of her stocks at that time. However, all such predic 
tions went by the wayside when the late rains in January 
and February, 1956, caused heavy fermentation in the un 
washed coffees. Most U. S. buyers refused to purchase 
the fermented coffees at prices that were much higher 
than the fermented Cubans. Fortunately for Honduras 
shippers, European importers rescued them from the 
heavy losses that were foreseen then 

The prospects for 1957 seem much brighter than most 
Honduras farmers, shippers and government officials ex 
pect, as now the European market ts fully developed, and 
thus a new avenue of sales has been established 

The Honduras unwashed, as well as the washed coffees, 
are very the 
While the washed coffees may meet with some resistance, 
the demand for the unwashed varieties is expected to 


much in demand throughout Continent 


continue unabated because of the fact that both Cuba and 
Ecuador are washing most of their coffees this year 
Furthermore, with the heavy European and U.S. de 
mand for the lower priced unwashed types of coffees 
most of the Cuban Ecuador coffees will 
be practically cleaned out by the time the new Honduras 


and unwashed 
crop begins in January 

Thus, 
cellent market in Europe with very little competition, ex 
cept from African and from Brazil. However, European 
importers and roasters prefer the very large and beauti 
fully prepared Honduras bean over the African Robusta 


Honduras unwashed coffees should find an ex 


or the Brazilian small bean coffees 
Insofar as the U, § 


( offec 


market is concerned. Honduras 


unwashed will have no trouble selling in 1957 


because of the anticipated shortage of unwashed Ecuador 
and Cuban coffees by January or February Washed 
Honduras coffees are not going to sell very much in 
the American market if Santa Domingo, Cuba, and Ecua 


offer their coffees at low 


dor continue to washed very 
prices 

Because of the large differential in price between the 
washed and the unwashed varieties, Honduras will prob 
ably wash a greater percentage of her coffees this yeas 
This, in turn, will aid in maintaining stability in the un 
washed prices, barring any large general market break 


The smaller Parana crop just harvested and the antici 


pated shortage of good Santos coffees should be a stabiliz 
ing influence on the overall coffee market It 
(Continued on page 118) 
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Nicaragua’s coffee problems 


Since the coffee industry constitutes the backbone for 
the economy of 16 countries of our hemisphere, a theme for 
Correr & TEA INDUSTRIES about the present and the future 
of our coffee has to be approached with facts, not with 


speculations 

I have always believed that 
the annual conventions held 
by the National Coffee As- 
sociation of the U.S. should 


be considered an event of ut 


most importance, not only for 
the industry men in the 
United States, but 
the producing Countries, 
which are 
the results of 


also. for 
concerned with 
such conven 
tions, 

It is logical to expect that 
such an event must serve as 
a great meeting ground, where the various and diversified 
angles of the problems faced by the coffee growers of the 
Americas should be recognized and solved, if possible 

Specifically, as far as our local development in Nicaragua 1s 
concerned, one year 1s enough to put up landmarks either of 
depression or hope for a good many coffee planters in our 
country. We must confess that in the 12 months since the 
last meeting of the American coffee industry, nothing of im 
portance has taken place other than a steady desire to improve 
our cultivating and milling processes so that the prestige 
enjoyed by our golden beans in the markets abroad can be 
maintained in the future. 

While dealing with these problems of our industry, it 1s 
opportune to state that a problem has at all times burdened 
the minds of the Nicaraguan coffee growers. In spite of all the 
proofs rendered in the various technical testing conferences, 
in which our superior qualities came out victorious, Nica 
raguan soft coffee continues to suffer a discrimination of 
from $2 to $3, in comparison with the beans of the other 
Central American countries, 

It is true that we have been unable to establish a well 
organzied advertising program which can make valid 
the excellent quality of our coffee in the United States, 
but it is only just to expect that the good quality should 
not be affected by the efficiency or the deficiency of such 
an advertising program 

The Nicaraguan coffee grower nevertheless keeps his 
enthusiasm at a high level, inasmuch as prices, averaging 
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By JULIAN BENDANA, President 
Sociedad Cooperativa Anonima 
de Cafeteros de Nicaragua 


$60 and $65, reward the efforts of our coftee 


growers in moderate form 


between 


It has been repeatedly stated, and it was emphasized more 
than once by a well known American politician, that the dol 
lar invested by the United States in Latin America to buy 
coffee is returned to North America as imports of U.S 


As can be seen, a price reduction 


goods by our countries 
on our product will directly affect the living standards of a 
large portion of the American population 

As to specific information about the progress of the coffe 
industry in Nicaragua, we must say through Corrrr & TRA 
INDUSTRIES that the 
pected a price s¢ ale inconsistent with the capacity of the 
North American housewife, who has become the most im 
portant factor in maintaining the equilibrium of our foreign 
market. What we long for is a reasonable price which 
would pay fairly for the work of both the growers and the 
Nicaraguan laborer, whose work in the multiple phases of 


Nicaraguan grower has never ex 


cultivating and milling coffee is hardly conceivable in a 
United States, mechanization 
If our peons in Nicaraguan agri 


country such as the where 
simplifies human work 
culture were as well paid as the laborers in the United States, 
our product would sell for a price four or five times higher 
than at present 

The American coffee drinker takes into consideration only 
the price of, say, $1.10 that he has to pay for every pound 
of coffee, and he forgets that this pound of coffee repre 
sents 40 cups at an approximate price of pennies per cup, 
less than the price of most other popular beverages in that 
country. In addition to this, let us not ignore the fact that 
the nourishing properties that the scientists have lately 
hard to find in other 


discovered in the coffee are 


very 
beverages 

We cannot say that we have a perfect mec hanism, either 
private or governmental, to help in stabilizing prices in 
any criti al coffee situation, but we must report that the 
institutions handling credit allowances for our coffee growers 
have given timely assistance a far as economic Capacity 
permitted, This held particularly true in our crisis last 
year, when we lost 30% of the exportable production of 


our main dollar producing item 


Sierra Leone coffee quality to improve 


The quality of coffee exports from Sierra Leone should 
be greatly improved beginning with the 1956-57 crop, as 


now unlawful there to coffee of infertor 


it 4S export 


grades 
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iy 
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coffee, currency of the Americas 


In this decisive period of the economy of the world, 
especially of the Western Hemisphere, leading towards a 
reorganization that satisfies the actual needs of men and 
with regulations 
proper de 
demo 


nations, 
permitting the 
velopment of the 
cratic principles and social 
the coffee 


relevant 


justice, problem 


acquires impor 
tance 

The economy as planned k 
and guided by the govern é 
ment of each state, to better 
ichieve the 


aims of econo 
mic development and social % 
welfare imposes on us, with 


out suppression of free en 


terprise, the necessity of planning the cofttee economy 1n 


the world, and more specifically in America 


currency of the 


Coffee is, in 


a symbolic way, the 


By DR. CLAUDIO F. BENEDI, General Secretary 
National Coffee Growers Association of Cuba 


Coffees 


Americas. Of total purchases made by the United States 
from the other American countries, sometimes more than 
50% have been coffee. Of the 21 American nations, 
and almost seven, that is, 33%, have 
This is why the ups and 
have 


16 grow coffee, 
coffee as their main export. 
downs of this product, basic to Latin America, 
such a deep and direct repercussion in the peace, de- 
velopment and welfare of many American nations, 

Confronted by the controlled economy of the totali- 
tarian nations, we have to build an economy tending 
more and more each day to safeguard and foster the in- 
terests of our society and defend man as human factor in 
relation to capital 

A coffee economy, within these 
the intelligent and efficient cooperation of the govern- 
ments of the producing and consuming countries to ad- 
just that economy on a mutually satisfactory basis that 
would permit a normal supply at remunerative prices for 
the producer which would also be reasonable for the 
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The prevailing lack of knowledge as to how coffee produc: 


tion has evolved on our Continent has led quite a tew people 


to understand, obviously in error, that Cuba holds an in 
significant place within the group of coffee producing 
countries. Without a doubt, these people do not know that 
in the FEDECAME area only 
Mexico, Salvador, Guatemala 
and Venezuela have a larger 
yearly crop 

The bean 
vated on our island for over 
200 years, to the extent that 
at the end of the first third 
of the 19th century, our ex 
ports to both Europe and the 
United States 
about 650,000 quintals per 
year. 
were compelled to leave Haiti 


has been cult: 


amounted to 


French colonists who 
when that country became independent settled in Oriente 
Province, which up to then had been wild, and created 
magnificent coffee plantations, giving birth to a new and 
important source of wealth, destined to give a strong impulse 
to the economic growth of the colony 

However, religious prejudices which forced many of the 
newly arrived French colonists to emigrate to Louisiana, 
and foolish protectionist policies in favor of Spanish flours, 
which put an end to free commerce with the United States, 
brought crashing down to earth all the efforts made up to 
that time, and deprived coffee cultivation of all incentives 
for the Cuban farmer. 

When Spanish domination ended, the wars of emanci- 
pation had utterly destroyed the coffee fields, and several 
decades passed before it was possible to recover them 
However, since the beginning of the 1930's, Cuba has been 
producing not only the coffee necessary to supply her domes. 
tic market, but also to export her surplus 

After the difficulties created by the low prices of sugar 
were overcome, the country regained its economic prosperity, 
and kindled by same, coffee consumption increased consider 
ably during the years of World War II. From 4,000,000 
Ibs. required in 1939, in 1947 and 1948 a monthly average 
of about 7,500,000 Ibs. was attained 

As this coincided with considerable reduction in produc 
tion, starting in 1945 the government was forced to order 
that all of the yearly crop should be used for domestic 
consumption 

For the next ten years, Cuba remained aloof from foreign 
markets, until March, 1955, when she again joined the cof 
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fee exporting trade. Since then, and until December 31st, 
1955, sales were made to foreign countries for a total of 
74,634 60-kilo bags, of 62,296 were sent to the 
U. S. markets and the rest to Europe, 1956-—up 
to October 15th—-exports amount to about 395,000 quintals, 
which is the equivalent of some 300,000 60-kilo bags 

details make it evident that Cuba has attained an 


which 
So far in 


These 
unsuspected rank as exporter, and the excellent quality of 
her coffee—above all, its aroma, body and flavor—have not 
taken long to make it sought after abroad, the same as 
Cuban sugar, tobacco and rum have been for so many years 

Were I to write with complete candor, | would have to 
admit that in one and another of the various international 
coffee meetings | have attended during the last two years, 
representing Cuban interests, | had to listen to more than 
one opinion that the only coffe that Cuba has avatlable ts 
that originating from the surplus she gained as a result of 
the record 1955-56 crop which amounted to 1,181,695,74 
quintals, Such assertions, however, are completely incorrect, 
as can be fully proved by the fact that during the 1955-56 
coffee year, 413,593.50 quintals were allotted for export, 
whereas during the current 1956-57 year, exportable pro 
duction is estimated at 427,000 quintals 

We can add to this that our coffee growers have been 
improving their cultivation methods—as a result of the 
technical air program developed by the government and the 
Cuban Institute for Coffee Stabilization—and that they are 
securing today a better yield per acre and per plant. The 
keen desire to increase the production of washed coffee ts 
such that from 255,000 quintals gathered in 1955-56, this 
year's total is expected to grow to over 400,000 quintals and 
in 1957-58 to 600,000, It is not risky to 
forecast not only that our yearly production will in the future 
pass the million quintals mark, but also that exportable pro 
duction will not be less than 500,000 quintals, that is, about 
350,000 bags 

In the meantime, the efforts of the Institute and the other 
coffee organizations, including the Banco Cubano del Comer 
cio Exterior, the coffee themselves, their 
National Association of 
porters, have allowed Cuban coffee to be placed in more than 
25 different countries of North America and Europe, as well 


as Asia and Africa 


not less than 


prowers and 


Coffee Growers, and private ex 


Coffee output in Spanish Guinea 


Production of coffee in Spanish Guinea will not expand 
much. It will probably remain between 50,000 to 66,700 


bays for the next few years 
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Since growing of Arabica coffee by the natives of Ruanda 
Urundi became the industrial proposition which brings the 
country over 61% of its foreign-exchange revenues and 87% 
of the natives’ income, thus becoming the backbone of the 
region's agricultural economy, the government, the OCIRU 
and the INEAC have, in the course of these last years, paid 
more and more attention to the problems inherent to the 
growing, processing and trade in this product. 

In the domain of coffee growing, the Agricultural Service, 
advised by the coffee experts of the INEAC (Agricultural 
Research Institute), and with the technical assistance of the 
OCIRU’s agronomists, has very large areas using the re- 
grouping method on alternate strips of coffee and mulch 
Selected seeds were used, taken from mother plants known 
for productiveness and resistance to diseases and insects. 

In mountainous and broken country like Ruanda-Urundi, 
this regrouping offers the advantage of facilitating culti- 
vation and of increasing the effectiveness of the massive 
insect-elimination campaigns that must be undertaken twice 
a year in order to combat the natural scourges of the planta 
tions, Antestiopsis and Habrochila. 


Yield doubled 


Strict adherence on the part of the native planters to the 
advice given by the numerous European experts covering 
the country has made it possible to lift substantially the yield 
of the plantations. From an average yield of 300 to 400 
kilograms per hectare obtained in the postwar period, the 
yield has been increased to 700 to 800, and all the indications 
are that it can be raised further with the use of mineral 
fertilizers, on which preliminary studies are to be made 
shortly by the OCIRU 

If the authorities are striving hard to improve coffee pro 
duction on the native plantations, the OCIRU on the other 
hand is concentrating on improving the quality of the coffee 
grown by the natives. 

Intrinsically, the coffee grown in Ruanda-Urundi ts of ex 
cellent quality, thanks to the elevation at which it is grown 
(1,500-2,000 meters), to the composition of the soil, and 
to favorable climatic conditions 

Unfortunately, the native grower all too often neglects 
to give the most elementary care to the preparation and 
preservation of his coffee, offering a product of inferior 
quality on the market. In order to correct this situation, the 
OCIRU has set up a special service for agricultural prop- 
aganda and assistance. Its agronomists assigned to this 
service cover the native settlements, from hill to hill, giving 
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Coffee Control Department 
OCIRU 


advice and assistance to the growers. They have been told 
to insist particularly on the picking of ripe berries, on effi 
cient preparation by mechanical pulping and drying on 
screens 

In order to expedite the drying process and to prevent 
the coffee in parchment from being soiled by direct contact 
with the oil while drying, the OCIRU has supplied every 
grower free of charge with two screens, each measuring one 
square meter on which the coffee in parchment can be dried 
without risk of soiling and acquiring foreign odors 

In addition to the measures taken among the natives, the 
government and the OCIRU have issued a number of laws 
aiming to safeguard the quality of the coffee. Thus, for 
instance, it is forbidden to sell or buy parchment coffee con 
taining more than 15% moisture. Other measures include 
the imposing of a system of purchasing licenses for retail 
dealers; and in the export field, barring the export of moldy 
or damaged lots. 

The laws governing the export of the coffees, and applied 
by the OCIRU since 1947, have been tightened and better 
adapted to the requirements of our principal market, the 
U.S. A., as a result of a study trip which the OCIRU's chief 
control officer made to that country in 1954. This direct 
contact between the OCIRU official and the roasters has led 
to a better comprehension of the problems and requirements 
of the U. S. market, and to a change in the method of typing 
used formerly, in the light of the findings made on the said 
study trip 

Although the OCIRU types had a good reputation among 
the U. S, roasters even before the writer's trip, important 
changes in the grading methods were recommended and in 
troduced, beginning with the 1955 season. These changes 


were primarily based on emphasis on "taste and the 


dropping of the count of defects 


Present types 


The types as presently established meet the requirements 
of the leading markets 

OCIRU 1. free of defects. full-bodied and calibrated, is a 
fine coffee that sells readily on the Continent. OCIRU 2 
the basic type, already has won a reputation. As for type 
3A, it is still in favor among those buyers who seck a coffee 
that is sound but lacks the delicacy and other characteristics 
of OCIRU 2. Type 3B, of minor importance, encompasses 
all the coffees possessing a serious taste law. These coffees 
often must be sold on a sample. There are two 
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Brazil's exchange rates 


(Continued from page 107) 


This development, together with a sensible exploitation 
of the potential wealth of the nation, should provide our 
domestic markets with possibilities of progress, in keep 
ing with the population growth. These points should 
be viewed as fundamental factors, which, offsetting cur 
rent difficulties, cannot be overlooked in considering the 
future of the economy and consequently the currency of 
Brazi! 


the outlook for Honduras coffees 


(Continued from page 111) 


pected that all washed coffees will be in demand when the 
shortage of good quality Brazil coffee begins to manifest 
itself in the spring, 

Even though the new crop is expected to be slightly 
larger than the past crop, it is estimated that all of it 
will be sold out by July, 1957, at the latest. Insofar as 
the unwashed coffees are concerned, the question will be 
meeting the demand, rather than where to sell it. 

Once more this writer predicts that Honduras will have 
to import coffee late in 1957, even if its crop is damaged 
for Europe will continue to take on large 


by rains 
amounts of Honduras coffees because buyers there pre 
fer the large, bold Honduras beans. It 


seems that in 


many parts of Europe, coffee is purchased on looks only, 
rather than on cup quality. 

Honduras can look forward to 1957 with full confidence 
that it will be able to market all of her coffees at ex- 
cellent prices and without too much effort on the part 
of its shippers. 


Coffee, currency of the Americas 


(Continued from page 114) 


consumer, avoiding abrupt fluctuations of supply and 
prices, the two principal factors in this vital American 
product. 

Cuba produced in its last crop 1,182,000 quintals, and 
will produce in the current crop approximately 1,000,000, 
with an export quota of more than 500,000 quintals. 
Cuba, conscious of her responsibility, has clearly defined 
her cooperative position in the efforts that are being 
made for a greater understanding among the producers 
and consumers of coffee. 

Let us hope that all these efforts end in a_ better 
mutual understanding, in a more adequate and just 
distribution, and in a steadier equilibrium in coffee's 


commercial relations 


Local consumption increasing 


Local consumption of coffee in Sierra Leone is believed 
to be 6,770 bags or more per year, and 1s still increasing. 
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trends in Angolas 


By DR. ALMEIDA LOUREIRO, Chief 


In 1940, by decree of the Portuguese government, the 
Junta de Exportacio do Café was established with the two 
aims: (1) to expand coffee production through technical 
and scientific assistance to planters; (2) to improve quali 
ty and standardize types for export 

Following the establishment of these services at the 
Junto in Angola, results were soon to be seen. After 
surveying the tree population, agronomists and technic 
ians went to work with coffee growers assisting them to 
combat coffee disease and insect pests and helping in th 
processing and classification. Also, the Junta helped grow 
ers to get farm machinery and built warehouses at the 
ports 

At the war's end, coffee exports from Angola had 
risen from the prewar tonnage of 17,000 to 20,000 tons 
to 46,896 tons in 1946, more than double the figure for 
1939. Exports to the United States had in reased by 
1946 to 22,621 tons 

With the upsurge in exports and the wider acceptance 
of our coffees by the consuming countries in Europe and 
the United States, the Junta had to expand facilities at 
Luanda, Ambriz, Ambrizete, Porto Amboim, and Novo 
Redondo, as well as in the interior, Up to this year 
coffee exports have increased as shown in the following 
table 

The exports by destination during the last four crop 
years are shown in another table. It will be noted that 
during the last crop year (1955/56) Angola exported the 
largest tonnage so far, some 1,324,166 bags of sixty kilos 

Angolan coffees are exported according to Junta cert 
ficates of origin and quality. In accordance with the num 
ber of defects in a standard sample of 450 grams, Angola 
coffees are classified as follows 

First quality, up to 165 defects 

Second quality, from 166 to 360 defects 

Third quality, from 361 to 720 defects 

The largest volume of coffee 1s ex} orted through 
the Luanda harbor, followed by Porto Amboin, Ambriz, 
Novo Redondo, Ambuizete, Lobita, Cabinda and Landana 

The efforts of the Junta are also shipped from each of 
provement of the methods of coffee cultivation. To thi 
end, the Junta has ¢ reated several Experimental Stations 
in the producing areas of Angola, and in Lisbon there ts 
a research center for tree diseases, under the direction of 
Professor Branquinho de Oliveira 

With a production of 350,060,000 covering an area ot 
300,000 hectares, Angola should reach a production this 
year upwards of 70,000 tons 
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Destinations for Angola Coffee 


1952 1 5 


Metropolitan Portugal 
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t 10 
United States 12,576 21,241 


73 939 
237 195 

660 
12h 
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PORTS _ 
Landana 
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Ports Exporting Angola Coffee 


1951 __1952 
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Growth in Angola Coffee Exports 
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types of “undergrades,”’ 4 and 5, of which a certain quantity 
is regularly consumed in U. § 

Processing of, and trade in, coffee in Ruanda-Urundi have 
kept pace with the development of production. Five pri 
vately owned plants, boasting the latest equipment and large 
enough to process a total of 200-300 tons of merchant coffee 
daily, are today operating at USUMBURA 


few years, the main effort has been directed toward evolving 


During the past 


a fast and economical method of completing the drying of 
the parchment coffee. Substantial 

that Moreover, 
manual grading have been acquired which permit of im 


investments have been 


sanctioned to end numerous tables for 
proving, prior to export, such lots as contain sound coffee 
and damayed beans, thus substantially raising the value of 
low-grade coffees 

In the field of transportation, it is in order to point out 
that in 1960, USUMBURA will have a new port capable 
of handling large tonnages of coffee and other products that 
will be exported by that time 

Improvements in the port of Kigoma are in the planning 
stage, and the port of D.S.M. has become a reality with the 
inauguration, this past September, of the deep-water harbor 

All these measures, combined, have already had a very 
beneficial effect on the speed with which our coffees can be 
shipped out, Thus, while in 1950 most of the peak-season 
tonnage could not be moved into D.S.M. before September, 


it is today possible to deliver substantial quantities on the 
wharf at D.S.M. right into July. The stepped-up steamer 
schedules and the direct connections between D.S.M. and the 
Atlantic and Pacific ports of the U. S., make it possible to 
deliver our OCIRU’s on the U. S. market as early as August, 
thus meeting the slack in the supply of milds from Latin 
America 

In order to make the most of this unique situation, the 
government and the OCIRU encourage a quick dispatch of 
the coffee season and have even lent thought to the possi- 
bility of moving out a part of the crop by way of Matadi, by 
establishing a heavy-traffic feeder line starting in the East 
in the direction of Stanleyville-Leopoldville and Matadi 

We have been assured beforehand that at all the stages, 
the adaptations essential to production, processing, com- 
mercialization and export of the ceiling tonnage of 650,- 
000 bags anticipated for the year 1965, will be made in due 
course, thus giving the native population the certainty of 
getting its product to market and of an income that will 
raise its standard of living and promote a general welfare 
thanks to the good works of Western Civilization. 


Coffee output up in French West Africa 


Production of coffee in French West Africa for 1956 
57 will be between 2,100,000 and 2,200,000 bags, accord- 
ing to reports from that area. 

Of the total anticipated production, the Ivory Coast 


should produce between 1,900,000 and 2,000,000 and 


French Guinea about 167,000 bags of clean coffee. 
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Ivory Coast Robustas are very important to the French 
France ts the second largest coffee consumer in the world 
(a far next to the U.S.) but also Ivory Coast contributes 
largely to make the French Union the world’s third largest 
producer—next to Brazil and Colombia. 

The French started plant- 
ing the Ivory 
Coast only in 1928. Pro 
duction reached nearly 110, 
000 tons in 1955-56, a record 
figure in the History of the 


coffee on 


Ivory Coast 

Ivory Coast coffee is not 
only an important item in 
the French Union's balanc 
of trade; it 
factor in the policy of the 
95% of 


is also a major 
Government 
the 240.000 hectares in the 

coffee growing area cultivated by the natives. 
quently, it is highly important that prices should yield 


since 


( Ons¢ 


a fair return to planters; but it is of even greater in 
terest that they should be kept stable. Therefore, if the 
Ivory Coast was to maintain its product on the foreign 
markets, and especially on the dollar market, it was neces 
With that goal in view, 
certain measures were adopted in order to: (1) en 
courage exports; (2) improve quality; (3) stabilize prices 

In order to encourage exports, reductions in taxes here 


sary to organize the local trade. 


tofore granted only to coffees exported to the dollar 
markets have been extended to all exports. Also the 
“Jumelage’’!) created in June 1955, was amended; its 
quota for Ivory Coast was raised from 1/6 to 1/4 
effective December 20th, 1955, and more flexibility was 
brought into its legal requirements. 

Toward improving the quality, the government issued 
two decrees effective February 15th, 1956 

The decrees aimed at restricting the number of black 
beans in the classified?) coffees at a 10 per 
300 gram sample for the ‘courant’ and types 
The “‘sous-limite’’ type (from 241 to 480 defects) created 
in March, 1955. was abolished. The standardization of 
The law made it mandatory to 


maximum of 


brisures was ordered, 
treat and homogenize the beans for export and the 
“limite” type was barred from the tax privileges afforded 
to coffees for export. At the same time, it was decided 
that the exports of triages could be effected only by and 
for the account of the “Caisse de Stabilisation”. 


1956 
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developments in Ivory Coast coffee 


By HENRI BLANCHENAY, Manager 
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Société Générale 
New York Agency 


a series of dips, Ivory Coast 
the New York 


orde 


In January, 1956, after 
Robustas recorded the 
market (24-25 cents for January shipments). In 
to help stabilize the prices, certain measures were adopted 


lowest prices on 


A quotation committee was created and a floor price 
dec ided upon 

Whenever the prices ottered by the purchasers stood 
established by the “Caisse”, the 


of the floor 


below the “floor price 


planters could obtain a loan ot price 


on beans conditioned and classified as courant (or 


at the Sociétés de 


better) and stored warchouses of the 
Prévoyance 
In fact, the 


the “Caisse de 


most spectacular measure was the inter 


vention of Stabilisation The 


was founded early in 1956 with a view to spreading the 


Caisse’ 


sales of coffee over the year, to regulate prices and to see 
to tt that planters should rec cive al fair Hic It IS 


managed by a committee con posed of representatives of 


the *coffee trade on the Ivory Coast (four), planters 
(four), the local Assembly (two) and the local govern 
ment (two) 

The “Caisse de Stabilisation” has the power to finance 


stockpiling transactions to the limit of its resources* 


whenever the “courant” price of Robusta coffee is lower 
than CFA Frs. 105/Kg. net weight Abidjan 

The “Caisse” can intervene for price support purposes 
by allocating premiums whenever the buying prices, net 
weight Abidjan, are CFA Frs. 85 for the 
courant’ type, CFA Frs type 


Since this past campaign was the first one under the 


lower than 


15 for the “limite 
new set up, it might be of interest to review its mechanics 
in operation 

The stockpiling has been programed over three contracts 

The first contract was to reach a volume of 10,000 tons 
On this lot the stocker would commit himself to a buying 
price to the planter at between CFA Frs. 85 and 105/Kg 
net weight Abidjan (courant type, standards(. The 
stockpiling premium is set at CPA Frs. 1.35/Kg month with 
a stockpiling duration of three months at least, but indefinite 


new 


thereafter 

The ‘Caisse’ can demand release when the price of the 
stocked coffee reaches or passes the prevailing market price 
on the day of contract 

If sales are made at below the parity of CFA Frs, 85/Kg 
net weight Abidjan (or CLP. Le Havre Metropolitan 
Frs. 260), the stocker has the right to claim from the 
Caisse’ the difference between said parity and CPA Frs. 85 
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% A Coffee Convention “Fact-Reference” Feature: Kenya 


advances in Kenya coffee 


This article was prepared for Correr & TEA INDUSTRIES 
by The Coffee Board of Kenya. 


The recent lifting of an export tax on coffee, imposed 
by the Kenya government two years ago in order to bolster 
the country’s economy, is an indication that Kenya is re 
covering from the effects of the armed rebellion known as 
Mau Mau which, although it has been successfully quashed 
after four years of disruption to peace and goodwill, has 
retarded the economu development of a young and pioncer 
ing country 

Many millions of pounds that could have been spent on 
improving social services and increasing the tempo of the 
fantastic development Kenya has experienced during the last 
decade, were devoted to maintaining security and good 
government, But throughout this difficult period of Kenya's 
history, the coffee industry has continued to expand; and 
what is more, at the same time contributed greatly to the 
wealth of the country 

During the period of the coffee export tax, the coffee in 
dustry paid £2,000,000 in tax on its exports, on top of nor 
mal taxation, at a time when it should have concentrated on 
making production of plantations more efficient, and in a 
better position to deal with the difficult times many coffec 
that than 
£5,000,000 of extra capital expenditure is needed to im 


planters feel lie ahead. It is estimated more 
prove present production methods on plantations if the 
cottes industry is to play its fullest part in the economic 
life of Kenya 

However, coffee 1s still the Major crop produc ed and cx 
ported from Kenya. Last year, more than 11,000,000 Ibs 
passed through the channels of the Coffee Marketing Board 
for sale overseas and internally; and the industry represented 
45% of the country’s total exports, These figures reflect 
the importance of coffee to Kenya, 

The record year of 23,919 
problems for Kenya's coffee industry. It 
more than £1,000,000 was lost on the plantations and in 


tons has created 


is estimated that 


crop last 


the mills because processing resources were inadequate to 
deal with such a large crop, and at the same time maintain 
the high quality of the coffee Kenya is noted for through 
out the world 

Climatic conditions are the main factor in quality coffee 
production in Kenya, but factory processing also plays a big 
part in insuring that a coffee crop ts a record for both quantity 
and quality. However the lifting of the Coffee Export 
Tax should allow more profits to be “ploughed back" into 
plantations for investing in more ethcient and up-to-date 
factory equipment, and sum approaching £500,000 is to be 
invested by the industry in the construction of new mills 
in Nairobi 

One of the most significant advances in recent times has 
been the increase in the production of high quality coffee 
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Early pruning of the coffee plant in Kenya, in Eastern Africa. 


from the African farming areas. Most African plantations 
are run on the peasant farming system, but coffee is fast 
becoming the main cash crop wherever climatic conditions 
are suitable, due to the impetus of the Swynnerton Plan for 
The bulk of Kenya's coffee crop has 
some 


African agriculture. 
to date been produced in the European farming areas 
96% of it last year—but the European controlled coffee in 
dustry has recognized the great contribution the African 
peasant farmer can make to the industry, and is altering its 
rules to allow African planters to have their own representa- 
tives on the Coffee Boards. 

Like most young and pioneering countries, Kenya has to 
pay constant attention to agricultural research, particularly 
in the coffee industry. The industry is fortunate in having 
the backing of one of the finest coffee research organizations 
in Africa, and great advances are being made in disease 
control and research into better cultivation methods 

Coffee berry disease is only one of the menaces to coffee 
that will soon be removed by research teams, Investigations 
of the economic possibilities of intensive irrigation of coffee 
plantations during the critical dry months of the year ts 
taking place at the Ruiru Research Station, and already many 
coffee planters have taken advantage of the good prices over 
the past few years and built large dams with diesel pumps in 
stalled, bringing water to wherever it 1s needed on their 
plantations, 

This year's coffee crop promises to be a good one, if not 
a record yield like last year. The estimate ts 17,500 tons, 
which should make it the third largest crop cver. The 
18,500 tons produced 15 years ago, in the 1941-42 season, 
still stands as the second highest crop after last year. How- 
ever, the quality of the 1956-57 crop should be high enough 
to keep Kenya in the forefront of the coffee producing 
countries of the world, and maintain the high quality of 


its most valuable export cottee 
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coffee output in Uganda 


% A Coffee Convention “Fact-Reference” Feature: Uganda 


The financial year of the Uganda Coffee Industry 
Board ending on October 31st, 1956, is presently esti 
mated to show exports of native Robusta coffees to the 
order of 45,000 tons, as compared with a total tonnage 
of 58,000 tons for 1954-55 

The lower total for the year 1955-56 reflects the un 
seasonably dry weather experienced from April to July, 
1956, coupled with the bumper crop of the year before, 
which left in its train a heritage of pests, notably berry 
borer. 

The continuing policy of the Uganda Coffee Industry 
Board to use the Coffee Fund of ap- 
proximately £11,000,000 to underwrite a guaranteed fixed 
price to the African producer throughout each buying 
season has had the effect of encouraging producers to in- 
crease their acreages under Robusta coffee. This despite 
the similar fixed guarantees to African growers of cotton, 
which is still Uganda's largest export crop; but cotton 


Price Assistance 


By C. C. SPENCER, C.M.G., Chairman 
Uganda Coffee Industry Board 
Kampala 


Service 


and in the Southern 


yields a lower cash return per acre, 
areas where both can be produced, the African producer 
1S tending to pay more and more attention to coftec 

Owing to the scattered nature of coffee planting, tt ts 
virtually impossible to assess the acreage under yielding 
and the new plants. It is currently estimated that in 
two or three years the potential production will be of 
the order of 80,000 tons per annum, while the estimate 
for 1956-57 production is 60,000 tons of clean coffee. 
Naturally, the latter estimate is subject to variation in 
the light of the weather which will intervene, and is based 
on the assumption of normal weather expectations 

The ever-growing importance of coffee to the general 
economy of the country, which was until ten years ago al- 
most entirely dependent upon cotton for its economun 
existence, has caused more and more attention to be de 
voted to the production and processing of the crop, Every 


(Continued on page 131) 


is our most important product 


Years of experience in packing tea bags (individual as well 
as iced) has taught us that prompt, efficient and courteous person- 


al service has made friends for us of our accounts. 


We offer a personalized service that has a background of un- 
derstanding in solving tea bag packing needs, plus a desire to 
render complete and satisfactory service. 


HE COMPLETE TEA BAG PACKING SERVICE” 


CI Company: 367 GREENWICH ST., NEW YORK 13, N. Y. we Digby 9-0748 


WE PACK YOUR TEA UNDER YOUR BRAND 


Member: 


NOVEMBER i956 


Tea Association of the U.S A 


on. 
ARG 
9 
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the coffees of India 


By K. SRINIVASAN, Chairman 


The coffee industry of India had reached its peak in 
the closing decades of the 19th century, with about 3,000, 
000 acres under coffee and over 30,000 tons of green 
coffee exported annually 

The first four decades of the present century, however, 
saw the industry steadily de 
cline in its output, though 
there were a few breaks of 
comparative prosperity, 

To begin with, leaf disease 
(Hemileia vastatrix) and stem 
borer (X ylotrec hus quad 
ripes) attacked coffee on an 
epidemic scale and caused 
widespread damage This 
was aggravated by the peri 
odic slumps in the coffee ex 
port markets, culminating in 
the historic depression of the 
thirties 

As a result, the area under coffee cultivation in India 
had declined to about 1,800,000 acres and the annual average 
production to barely 16,000 tons by 1939, when World 
War II broke out 

Strangely enough, it was this World War which shut 
off the industry's export outlets and caused a turn in the 
tide of its affairs, This set the leaders of the industry 
to think on cooperative lines and to take concerted action 
under the guidance of the government of India to esablish 
a central statutory organization for the industry in De- 
cember, 1940 

The main functions of this organization are (a) to 
collect and market the entire coffee produced in India 
to insure a minimum economic return to the grower ; (b) 
to popularize and promate consumption of Indian 
coffee at home and abroad; (c) to promote research in 
coffee cultivation, and (d) to undertake such other 
measures as may be necessary from time to time for the 
general development of the industry, Since then, the 
industry has been steadily rehabilitating itself. About 
2,600,000 acres are under coffee cultivation, now pro 
ducing a current average crop of 30,000 tons, 

Almost all the coffee in India is produced on the sunny 
slopes of the Western Ghats fringing the western sea- 
board of the Indian peninsula. It grows well between 
2,500 and 6,000 feet above sea level, and within an annual 
rainfall range of 60 to 100 inches. Grown under micro 
climatic conditions unique to these tracts, Indian coffee 
has come to pride itself on its rare quality, 
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Coffee Board 


Bangalore, India 


Coffee types and grades 


Coffee Arabica and Coffee Robusta are the two varieties 
of coffee grown in India. The former is cultivated in the 
higher regions of 3,000 to 6,000 feet above sea level and 
the latter in lower altitudes, 

Green coffee is prepared for the market by both the 
“wet” and “dry” methods in India. A major portion 
(nearly 70%) of the Arabica coffee is pulped and con- 
verted into parchment or plantation coffee, as it is general- 
ly known in the trade. The plantation coffee produced in 
India is one of the finest mild coffees grown anywhere in 
the world. 

Indian coffee is marketed under the following types 
and grades: 

Plantation coffee (Washed Arabica): Peaberry, A, 
B, Triage, Blacks and Bits. 

Arabica Cherry: Peaberry, Flats, Blacks and Bits. 

Robusta Parchment (Washed Robusta): Peaberry 
Flats, Blacks and Bits. 

Robusta Cherry: Peaberry, Flats, Blacks and Bits. 

Coffees are valued on their quality, substance or body, 
flavor or aroma, and point or hardness in the cup, It is 
on these very desirable characteristics that the various 
growths of Indian coffee have earned for themselves a 
reputation in the most fastidious markets of the world. 
Mysores are noted for their full soft liquor with velvety 
flavor and richness, Billigiris, Nilgiris and Naidubatum 
fall in the same class with good quality, distinctive flavor, 
soft and thickish liquor. Shevaroys are distinguished by 
their fine aroma, while Coorgs yield a strong liquor. 
Nelliampathies Palnis are preferred for their sound liquor. 
It is seldom that Indian coffees fail to satisfy the require- 
ments of a fastidious blender. 

The grades and types commonly exported from India 
are “A”, “B” and “Triage’’ grades of plantation coffee 
(washed Arabica) and the ‘Peaberry” and “Flats” grades 
of Arabica cherry, Robusta cherry and washed Robusta. 

Each year the Coffee Board allocates export quotas 
which are surplus to home requirements, The export 
quota is sold in installments to registered coffee exporters 
under a system of tender, the lots being declared as a 
rule to the highest bidders. The coffee so purchased is 
shipped under a permit issued for the purpose by the 
Coffee Board. 

The quota fixed for the current season is 7,200 tons 
out of a total crop of nearly 33,800 tons. 
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developments in Ivory Coast coffee 


(Continued from page 121) 


If sales are effected at higher than CFA Frs. 105, net 
weight Abidjan, the difference is shared between the stocker 
(20% ) and the “Caisse’’ (809%). 

When the selling price sets between CFA Frs. 85 and 
105 net weight Abidjan, the difference between that price 
and the purchasing rate is entirely for the account of the 
stocker (whether a profit or a loss), 

The second contract was purchased by the “Caisse’’ up 
to 5,000 tons at CFA Frs. 100/Kg., net weight Abidjan 
(treated, courant, new standards ). 

The stocked coffee, the property of the Caisse’, has been 
collateralized with the ‘Institut d'Emission de 
the latter acting as a third party custodian. The stoc kpiling 
premium has been fixed at CFA Frs, 100/Kg./month. On 
the contract, the duration of the sto« kpiling is indeterminate, 
with a minimum of three months. The ‘'Caisse’’ could. at 
any time, request from the stocker that he purchase part or 
all of the stocks he is holding, at the prevailing CIF Le 
Havre price, minus the differential of Metropolitan Frs. 90, 
such differential being reduced by the total of the treat 
ment price, i.e. CFA Frs. 3.60. In case of denial, the 
“Caisse” could bid any buyer, possibly by way of invitations 

One fifth of the coffee stocked on this contract must be 
sold to foreign countries. 

The third contract has an indeterminate quantity. The 
purchase is effected for the account of the “Caisse” by the 
exporters, on the basis of the minimum price of CFA Frs 


The stocker would 


The 


100 net weight Abidjan (‘courant’) 
receive a stockpiling premium of Frs. 1.35 Kg./month 
duration of the stockpiling is likewise undetermined 

The “Caisse” could, at any time, require the stocker to 
allocate definitely to himself certain tonnages at the pre- 
vailing net weight price fixed by the local quotation com 
mittee, which bases its quotation upon the prices obtain 
able on Le Havre market and on the foreign markets, taking 
the “jumelage’ requirements into account 

In case of denial by the stocker, the “Caisse” can allocate 
these quntities to itself or deal with any exporter, The 
transfer by the stocker is then made on the basis of the 
net weight price as set by the quotation committee supple 
mented by a lump sum of CFA Frs, 5/Kg. covering the 
stocker for bagging, warehouse manipulation, etc. The 
“Caisse” adjusts with the stocker the difference between 
the intervention price of CFA Frs. 100 and the net weight 
price set by the quotation committee 

The stocker can demand release after a lapse of three 
months, In this case, he then has the right to an automatu 
monthly release of 20% of the original tonnage in the 
contract, The “Caisse” always has the right to allocate to 
itself the released tonnage, provided it repays to the stocker 
the value of the intervention price of CFA Frs, 100. in 
creased by CFA Frs. 5/Kg. At this point, the stocker 
assumes the functions of a third party custodian for the 
account of the “Caisse’. The stockpiling premium ts then 
reduced to CFA Frs. 1/Kg./Month 

After one year of operation, although the “Caisse” has 
not elaborated a definite release policy, we may summarize 
its basic principles: 
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% A Coffee Convention “Fact-Reference” Feature: Europe 


what’s happening to coffee in Europe? 


Since the beginning of the year, the coffee situation in 
Europe has taken a very favorable turn and imports ar: 
in steady progress, From January Ist, to August 31st, 
Europe imported 8,277,00 bags, compared with the last 


The increase is 11% 


year’s figure of 7,446,000 bags. 


France remains the first 


importing country of the 
old Continent, but also the 
only country Europe 
coffee 
have declined since the be 
of the year. The 
approximately 


5%. The principal reason 


where imports of 
ginning 
decline is 


is the poor quality of the 
Before the 
war, France imported 2 
400,000 bags of Arabica 
coffees from Brazil and mild 
producing countries, and 600,000 bags of Robustas. Last 
year, France consumed 2,100,000 of Robustas and 750, 
000 bags of Brazil--the larger part from Victoria and 
Rio—-and 150,000 bags of mild coffees. 

Our American friends who spent happy holidays in 
France have a personal experience of what we call coffee 
in Paris / 

Western Germany is taking a leading place in the 
coffee business in Europe. In 1953, Western Germany 
imported 1,309,000 bags, 1,627,000 in 1954, 1,996,000 in 
1955, and for the year 1956, our friends will surpass the 
2,000,000 bag limit, to take a brilliant second place in 
European imports 


coffee imported 


But what is perhaps more important 
than the increasing quantity of the coffee imported is the 
real commercial spirit which reigns in the business circles 
The coffee almost free of all 
their and if there is a 
country where the word “quality” has kept all meaning, 


of Hamburg trade is 


hinderance from authorities, 
it isin Western Germany, This country is playing a very 
important part in the delicate question of mild coffees 
and the demand for milds will be the key to the whole 
coffee situation during the actual crop, the evolution of 
the German market must be followed very closely, 

In Italy, coffee consumption is stabilized around the 
figures of 1,100,000 bags to 1,200,00 bags for four years 
now, and progress is very slow. One of the reasons ts 
that, according to our own experience, the quality of the 
coffee consumed in Italy, far from improving, has been 
deteriorating, owing to the use, more and more, of 
Robusta Italy imports are 309% Robustas, and 
even in the perfect steaming machines of the café espresso, 
the taste of the coffee is not, in 1956, what it was a few 


coffees 


years ago 
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France 


In other European countries the figures of imports for 
the first eight months of the year are in advance of last 
year’s totals: 30% to 35% for the United Kingdom and 
the Netherlands, and 10% to 15% in the Scandinavian 
Stocks are moderate and a good demand is 
anticipated on the eve of the winter season. 

Generally speaking, the coffee situation in Europe 
is sound, and with the exception of France, the trade ts 
more and more liberated from the post-war plague of 
the old Continent: bureaucratic evils and untimely in- 
terventions, 

One of the good developments in the coffee trade has 
been the extension of the “Hague Club’, which blows 
a little breeze of freedom into the business circles of 
Europe. Actually the United Kingdom, the Netherlands, 
Belgium, Western Germany, Italy and France are al- 
ready members of this international group, and the Scan- 
dinavian countries are strongly pressed by Brazil to en- 
ter the “Club”. 

The advantages of this system are, for European coun- 
tries, the facility of buying coffee in the money of the 
members of the “Club” and making a choice in the 
stocks of spot coffees in other markets; for Brazil, the 
exchange question is simplified to a large degree. 

When you speak of the coffee situation in Europe, 
you must not lose sight of the fact that Europe is at the 
same time directly importer and indirectly—through the 
African colonies—producer of coffee. 


countries. 


During the year 1955, the African overseas territories 
of France, the United Kingdom, Portugal, Belgium and 
Spain produced approximately 6,500,000 bags of coffee, 
out of which, 5,850,000 bags were Robustas. 

At the same time, Europe imported 2,290,000 bags of 
African Robustas and 225,000 bags of Indonesian. 

France imports 70% Robustas, Italy 300%, the United 
Kingdom 27%, Belgium approximately 18% and Portugal 
nearly 100%. 

As the production of coffee in Africa is increasing each 
year, the problem is: How much Robustas can Europe 
import, and what will happen when the limit of absorp- 
tion is reached? Because there is a limit of absorption, 
and the latest figures prove, without any doubt, that the 
per capita consumption in Europe lags, or even decreases, 
in the countries where low quality coffees are imported. 

This question of quality is the only shadow in the 
picture of the coffee situation in Europe 

Otherwise Europe, which before the war imported an 
average of 12,000,000 bags a year, will probably approach 
very nearly the same total for 1956 And there are still 
good reasons to look with optimism at the future of the 
coffee trade in Europe. 
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is 


By J. DEMOLIN, Secretary General 
Office du Cafe 


Brussels, Belgium 


The reactions of consumers towards the current price 


advance may be different in the various consuming 
It may be shaped by a lot of factors, and by 
the circumstances on the 

Nevertheless, 


price situation is one of the 


countries, 


spot the 


most difficult problems = 
The increase in quotations ' 

on coffee in 1956 was char- » a 

acterized by a growing dif- 

ference between the prices 

of lower grade coffees and 

mild Our 


customers seemed 


fine or coffees. 
Belgian 


affected by the differences in 


the selling prices, and one 


can understand their reac- 


sold 


Indeed, roasted coffee is here at 
ranging from 70 to 160 Belgian francs a kilo, or a 90 
($1.80) difference between a sound Robusta and 


a blend containing milds 


tions, prices 


franc 
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the alarming price gap 


On the other hand, we have to consider the rate ot 
consumption, which is twelve pounds of coffee a year 
per capita. One realizes immediately the impact of the 
price differences on the household expenses 

‘Undergraded” coffee, or cotfee of the lowest quality, 
is sold here at about 40 francs a kilo, creating a gap of 
120 Belgian francs ($2.40) between the extremes of the 
price list. These 120 Belgian francs represent wages 
for five hours work by an inferior workman and three 
hours for a good female typist 

Divergences of such an amplitude can appear abnormal 
to the man in the street—-when one can explain it only 
in terms of differences of quality 

When the span of prices is narrowing, it 1s normal 
that commercial competition works chiefly on quality 
On the contrary, with a wide price gap between qualities, 
competition tends to speculate on prices only, forgetting 
sometimes to safeguard the reputation of the brands and 
the long-term interests of the enterprises. This way it 
harms the whole internal market, troubles the confidence 
of the consumers, changes his habits, and destroys his 
natural inclination for good coffee 

Experiences in some countries on the European con 
tinent reveal that after long years of use of low grade 
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coffee roasting in Europe 


President 
Emmericher Maschinenfabrik 


von Gimborn & Co., K.-G. 


By CARL VON GIMBORN, 


Development of the coffee roasting trade in the various 
Western European countries has taken different paths during 
past decades 

Wherever coffee is free of duty or subject to minor 
regulations only, and the retail price is therefore moderate, 
large plants predominate 

On the other hand, in some countries, particularly in 
Germany, where high taxes are imposed on coffee, prices 
relatively to other countries leave a high marking and even 
The 
that especially in Germany's medium and large towns there 


small plants have the means to exist well result is 
are numerous special coffee shops dealing in coffee and tea 
only. Coffee is roasted in fine-looking roasters placed be- 
hind the window 
but 
ments at various places where coffee is roasted right in front 


These shops are run not only by retailers, 


even wholesale traders open similar branch-establish 
of the customers 

In these cases, the roasters are universally heated by gas, 
According to the size of the shop, the roasters are charged 
with between 5 and 25 kys. of green coffee to be roasted 
in a period of 8 to 12 minutes 

Nevertheless, according to the trend of times, develop- 
ment of large plants is visible throughout Europe. In_post- 
war times, many large plants have expanded further in 
Scandinavia, France, Belgium, Italy and Germany, among 
other countries 

Roasting equipment had to be designed to satisfy the 
There 
are only a few large plants in Europe which are confined to 
the selling of one or, at the most, two blends only, the 


Most of large 


particular requirements of the respective countries. 


second being destined for special demands. 
plants distribute three blends or more 

Many plants in Europe prefer blending individual sorts 
before roasting, while others roast each sort separately and 
blend afterwards 

At any rate, the automatic sesuence has to be observed, It 
starts with storing the single types of green coffee in large 
compartmented silos, or silos in a series, to contain the quan- 
tities of the single types needed for two or three days oper- 
ation. Where the coffees are blended before roasting, the 
blending and classifying units allow up to ten or even 
more types to mix fully automatically in proportions § pre- 
viously determined 

Periodic roasting is preferred to continuous roasting in 
In Ger- 
many, the charging of the roaster with one batch only in 


view of the exact control of the roasting product 


general has preference in order “to bring out” the best 
Roasting plants abroad charge 


result possible in the coffee 
their roasters with two or four batches. 
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Roasted beans are conveyed 
pneumatically from silos to the sorting tables. Beans picked by the 
sorters are dropped onto a control belt which carries them to a 


A Probat equipped sorting room. 


checker. In Germany this manual sorting precedes packing. 


All roasting people everywhere nowadays insist on the 
best roasting and cooling equipment suitable for their in- 
dividual requirements, The gas or oil heated machines 
allow the roasting temperature at any time to be more or 
less fully automatically controlled during the roasting pro- 
During a certain phase of roasting, it is also possible 
to allow the beans to expand with a moderate heat without 
removing the roasting fumes. In a word, the roasting pro- 
cedure can be adapted to every sort of coffee. 


The roasted product is automatically discharged from the 
roasting machines into large coolers, and then it goes to 
the de-stoners. If the coffee has not been blended before 
the roasting, blending is done automatically now, and 500 
lbs. are not exceeded at any charge. Then the coffee is 
passed on to collecting bins above the packing machines. 

Before the roasted coffee is packed, in Germany it is 
manually sorted out. Four or six persons sit at the sorting 
table to pick out the coffee first. After that, the coffee 
passes to a checker. The hourly work of a single person is 
up to 60 lbs. In Germany the opinion is widespread that 
a single black bean is liable to spoil the coffee. 

In Europe the coffee is mostly ground when it reaches 
the shop, if the housewife doesn't do it herself. Scarcely 
10% is ground in the large plants. 

(Continued on page 138) 


INDUSTRIES The Flavor Field 


& TEA and 


| 


% A Coffee Convention “Fact-Reference” Feature: France 


coffee hurdles in France 


By A. J. ARIOUX, President 


Federation Nationale du Commerce des Cafes Verts 


Coffee in France seems to face one of the worst periods 
since the end of the war. 

The French coffee trade had bettered its conditions 
during the past years. It won more liberal imports from 
Brazil and reopening of the Le Havre future coffee mar 
ket—but this trend has been 
seriously hampered during 
the past 18 months 

First of all, the custom 
duty was reestablished at 
10%, and very soon at 20%, 
on all foreign coffees 

Severe restrictions have 
affected imports from for 
eign countries, specially 
those lower grades which 
were directly in competition 
with the products of some 
French territories. On the 
other hand, the custom taxes put a very heavy burden 
on the best qualities. 

These first measures have not been suthcient to achieve 
stabilization of the market in the overseas territories, 
with production exceeding French internal consumption 
At the end of 1955, the French government introduced 
in the overseas territories a program of stabilization in 
an effort to get a better control of the marketing rhythm 

Under his program, coffee which cannot be sold at a 
sufficient price to an outside buyer may be taken in 
charge by a special office which pays the warehousing 
costs and the risks of losses of value at the end of 
warchousing period, 

The last part of the program obligates the exporters 
on the Ivory Coast, Madapas¢ ar or Cameroon to sell on th 
foreign markets one ton of coffee each time they want to 
sell four, five or six tons in France or in Algeria, 

The French coffee trade is now facing the first results 
of these measures, taken in order to keep a preferential 
market for the products coming from the overseas ter 
ritories 

The apparent consumption reached in 1955 was 179, 
000 tons, very close to the 3,000,000-bag target which 
represents prewar consumption. 

The 1955 imports exceeded 1954 figures by 10,000 tons 

But the last months of 1955 were characterized by an 
abnormally sharp drop in imports, whereas the result of 
the first half of last year had been most encouraging 

The imports from French overseas territories alone got 
the benefit of the supplementary quantities registered in 
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the consuming channels 118,000 tons compared with 
110,000 tons during 1954, and 84,800 tons in the year 
1953. 

At the same time, the imports from the foreign pro 
ducing countries remained almost unchanged, their share 


getting down to 336 of the total imports 

The regressive movement registered during the second 
half of 1955 has been more and more accentuated during 
the first six months of 1956. After several years of con 
stant progress, coffee consumption in France was slowing 
down, The total figures are 118,227 tons for the January 
August period, compared with 124,718 tons during the 
same period last year, 

In the meantime, effects of custom taxes, foreign import 
restrictions and artificial support of prices became more 
apparent, Robustas from French overseas territories are 
getting a larger share than ever of the internal market 
Very good crops—Ivory Coast, 2,000,000 bags, Mada 
gascar, 800,000 bags, and Cameroon production—-brought 
a growing flow of supply to the French harbors, as to 
some U. S. harbors 

From two-thirds of total imports in 1955, the per 
centage of Robustas consumed in France is now over 70% 

It must be said that a very serious effort at control, 
especially on the Ivory Coast, 1s responsible for an 
awaited improvement in quality It was the necessary 
condition for export to the U, S. market, But the pro 
duction of the French overseas territories is still one of 
Robustas, even if it is Robustas of better standards, and 
we are lacking good Arabicas at fair prices 

It is not yet possible to pive estimates of consumption 
in 1956, but we fear something more than haphazard in 
these simultaneous facts repression of total consumption 
and a record percentage of Robusta coffee at somewhat 
high prices 

The coffee trade in France is facing three major dan 
gers: 

| Recession of imports, with consumers becoming 
reluctant 

2.—-Excessive stabilization of prices caused by the ex 
tensive action of the marketing offices in the overseas 
territories, which will control the biggest part of the 
crops, giving “floor prices’ to the grower and fixing release 
prices to the exporters This danger is perhaps the most 
serious, because it means the end of freely fluctuating 
prices and therefore asphixia for the trade 

3.—The third danger is in the restrictions— always 
more numerous—on the foreign coffees, Customs taxes 

(Continued on page 157) 
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H. F. BAERWALD & CO., INC. 


Coffee Importers 
and Jobbers 


110 Front Street New York 5, N. Y. 
Cable Address: BAERCOF, NEWYORK 


LAFAYE ARNAUD 


COFFEE AGENTS & BROKERS 
Tel: MAgnolia 2742 - 2743 106 Board of Trade Bldg. 


Teletype: NO 354 New Orleans, La. 


MEMBERS COFFEE & MEMBERS: 


‘o 

Work. ates 1 New York Cocoa Exchange, Inc. 

Nati Coffee of A New York Cocoa Clearing Asociation, Inc. 
ot tos Cocoa Merchants Association of America, Inc 


CABLE: TRUVOLB NEWYORK TEL: WHITEHALL 4-5932 


TRUEBNER VOELBEL CO. 


79 Wall Street New York 5, N. Y. 


IMPORTERS AND AGENTS 
REPRESENTING PROMINENT SHIPPERS IN ALL PRODUCING COUNTRIES 


We solicit Futures orders for execution on the Exchanges 


LOSEE BUNKER, INC. 


Established 1832 
Weighing - Sampling - Forwarding 


89 Front Street New York 5, N. Y. 
Telephone WHitehall 3-6034 


COFFEE & TEA INDUSTRIES and The Flavor Field 
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% A Coffee Convention “Fact-Reference” Feature: The Netherlands 


three kinds of coffee business 


By GERARD LEGROM, N. U. Koffie Handelmaatschappi; 
Matagalpa 


The coffee trade in the Netherlands consists of three 
separate sections: international trade, import trade and 
industry. 

The international trade in coffee is part of the centuries- 
old traditional trade for which geographical and geo- 
physical conditions made the country so eminently suit- 
able, and which formed the backbone of the nation's 
prosperity ever since the 16th century. It is, there- 
fore, not an incidental and undesirable off-shoot of World 
War II, as rumor hath it so often, but a vital organ of the 
Dutch nation, and the versatility and adaptability with 
which it overcame the difficulties of postwar bilateralism 
have contributed much to the restoration of the Dutch 
economy out of the chaos left by the war. 

The recently founded “Hague Club”, of which Hol- 
land was a founding member, is an important contribution 
towards the opening up of multilateral trade, particu 
larly in coffee, and the growth of such organizations will 
have a stabilizing effect on the coffee market. 

The private import trade resumed its activities early 
in 1952, when the government provisioning system for 
The restrictions hampering its de- 
velopment during the initial period were nearly all lifted 
during the following 18 months, and at present the im- 
portation of coffee into the Netherlands is virtually free. 

As a consequence of the increased freedom, which 
opened possibilities for roasters to establish a wider range 
of blends, the volume imported increased considerably, 
from 283,000 bags during 1951 to 523,000 during 1955. 
The first half of 1956 constituted a record for any six- 
month period, with 333,000 bags. 

On a per capita basis, Holland has always ranked fairly 
high on the list of coffee-consuming countries, so that at 
first the increased imports only served to fill a substantial 
demand-vacuum, However, saturation of this vacuum 
did not stop growth, and although 1954, with its high 
prices and adverse publicity, caused a temporary halt, the 
increased purchasing power of the public raised the de- 
mand for coffee and made the commodity a necessary 
component of the nation’s food-basket, instead of the 
luxury it had been in early postwar days. 


coffee was abolished. 


Coffee-shops and Italian style expresso-bars have sprout- 
ed up everywhere during the last two years and are doing 
a brisk trade, thus stimulating consumption and widening 
the variety of brewing methods in use. 

During January-June, 1956, imports consisted of 38.7% 
Africans (mostly Angolas), 26.4% Brazilians (Santos and 
Parana), 26.1% American milds and 8.1% Indonesians, 
while during the same period, visible stocks in bonded 
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warehouses increased from 105,000 bags as of January 
Ist to 144,000 bags as of July Ist. 

Instant coffee, too, enjoys an increasing interest, and 
all major roasters have their own brands, which are widely 
advertised and can compete with the well-known Ameri 


can. brands. 


However, vacuum packing has not developed well, 
owing to the limited size of the market, while on the 
consumption side, iced coffee does not hold the attention 
very much, owing to the weather and the competition 
from ice cream, 


coffee output in Uganda 


(Continued from page 123) 


aspect of the industry, from plant to export, is constantly 
under review, with the object of improving quality to 
insure a firm place in the markets of the world. Much 
has already been done, but even more remains to be 
achieved if the target is to be reached. 


The most important lesson still to be taught is that 
improved production and preparation are in the long- 
term interests of the African producer, and virtually in 
his hands alone. The vast majority of the crop ts still 
marketed by the producer in the form of dried cherry 
to licensed curing works and hulleries, In this raw 
state, no reliable means have yet been found of dis 
cerning the likely quality of the clean coffee or, conse- 
quently, of demonstrating to the African markets where 
he has failed in his task. To him, therefore, all dried 
cherry is of the same intrinsic value, To combat this, 
ways and means of encouraging African producers to 
rough hull their dried cherry before marketing are at 
present receiving urgent consideration, in order to per 
mit of differential prices being offered for varying 
qualities. 

There is little doubt that the rapidly increasing pro 
duction of Robusta coffee throughout the world portends 
weak market prospects in the long term, which will cer 
tainly halt expansion, and perhaps even reduce production 
in some countries, In this prospect, Uganda is fortunate 
in that the costs of production of the African producer 
are relatively low. He is in a position to face a price 
decline of some 25% from current price trends with com 
parative equanimity, and an even yet lower price if he 
can be persuaded to improve the general average quality 
of his production. 
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CLAYTON & CO. 


120 WALL STREET 210 CALIFORNIA STREET 
NEW YORK, N. Y. SAN FRANCISCO, CALIP. 


401 MAGAZINE STREET 
NEW ORLEANS, LA. 


ANDERSON, CLAYTON & CIA., Ltda. 
Coffee Exporters 


SANTO® © PARANAGUA Rio JANEIRO 
ANGRA DOS Kreis VICTORIA 


J. A. MEDINA COMPANY 
Division of Anderson, Clayton & Co., Inc 
Coffee Importers 


New York 
Mexico @ GUATEMALA @ EL SALVADOR 


Agents in U.S.A. and Canada for 
J. M. LOPEZ & CIA., Ltda. 
Coffee Exporters 


MErDELLIN, COLOMBIA 


dging + Quotations + Infor ° 


as 
The coffee market is never stable. Our fast, authen- 
tic information on its activities will keep you abreast 
of its ever changing trends and assist you in 


stabilizing your trading. 


DEAN WITTER & Co. 


Members: New York Stock Exchange + San Francisco Stock Exchange 
New York Coffee and Sugar Exchange 
Chicago Board of Trade « Los Angeles Stock Exchange 
SAN FRANCISCO New york «10S ANGELES 
CHICAGO * SEATTLE * PORTLAND 
Offices in other Pacific Coast Cities 


| on coffee in Norway. 
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% Coffee Convention: Norway 


Norway’s coffee imports 
are still centralized 


By JOHAN JOHANNSON, Jr., President 


Norges Colonialgrossisters Forbund 
Importorutvalget 


Since the war, Norwegian purchases of coffee have 
been made by the Norwegian Wholesale Grocers’ and 
Importers’ Association, Import Committee. The centra- 
lization of import was due to Norway's difficult currency 
situation. Importers hope for a change, which will make 
it possible to return to individual purchases, as Norway 
is the only western country with centralized coffee im- 
ports. All purchases are made through Norwegian 
agents, 

Imports in 1954 were 289,000 bags at 60 kilos, rising 
to 354,000 bags in 1955, Consumption per capita was 
11.5 Ibs. in 1954 and 14.1 Ibs. in 1955. Importation and 
consumption during 1956 will probably increase, com 
pared with 1955 

Brazil is our main supplier of coffee, with about 80% 
of the total. The remaining 20% comes from Ethiopia, 
Haiti and Angola, as well as Liberia 

Of the coffee from Brazil, about two-thirds is Santos, 
one-third Parana, together with unimportant quanties 
of Rios. 

Santos and Parana coffees are bought on the following 
description: 

20 defects per 300 grams, greenish, screen 16/15, 
equal parts, solid bean, good roast, strictly soft (New 
York cup quality). 

There are still price regulations for coffee in Norway, 
and today the government subsidizes the average coffee 
price with about sh. 1/-d. per kilo. The importers pay 
the same price to the Import Committee for all sorts 
of coffee, and sell at one price to the retailers. This ts 
not satisfactory for the importers, and they are now 
trying to obtain different prices for the various grades 
of coffee. 

There are 170 coffee importers in Norway participating 
in the joint purchases through the Import Committee. 


| All these importers are at the same time wholesalers, sell- 


ing the coffee mostly roasted and in bean to the retailers. 
The most important of the importers are also roasters, 
while the smaller ones have their coffee roasted by inde- 
pendents, 

During recent years, the sale of coffee in Y and 14 
kilo packages has increased. Some of the bigger im- 
porters have also started the sale of vacuum-packed 
coffee and solubles. 

The greater part of the coffee is, however, still sold 
to retailers in bags, roasted and in bean, but the trend is 


| towards small packages. 


Since November, 1952, there has been no import duty 


and The 


Flavor Field 
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% Coffee Convention: Switzerland 


Switzerland’s 
indirect imports 


By JULES BRAUNSCHWEIG, Braunschweig & Co. 


Basle 
Switzerland 


Where does the coffee come from that is actually con 
sumed in Switzerland ? 

This question, simple as it may sound, is not esay to 
answer. 

If we consult the statistics 
published by the Swiss cus 
toms authorities, we realize 
that the 300,000 bags of 
coffee consumed by the Swiss 
population during the past 
12 months were produced in 
no less than 30 different 
countries in America, Africa 
and Asia 

Although America is still 


the main provider of the 


coffee roasted in Switzer 

land, we find in Africa alone ten countries exporting 
coffee to Switzerland. Among them British East Africa, 
Portuguese West Africa and the Belgian Congo play an 
important part, and lately various territories of the 
French Union, such as the French Ivory Coast, Mada 
gascar, etc., have developed into regular suppliers 

The answer is still more complicated if we ask by 
which route this coffee came to Switzerland, since not all 
coffees were forwarded from the producers directly and 
imported via the traditional North Atlantic seaports 
such as Antwerp, Rotterdam and Hamburg, or through 
the Italian port of Genoa, For instance, we find supplies 
of Santos coffee that went first to Yugoslavia and thence 
via rail to Vienna and on to Switzerland, Other ship 
ments took the route via Poland, Hungary, etc. AI these 
coffees were obtainable several dollars per 50 ky 
cheaper than if shipped directly from origin to this 
country. 

This calls to mind an offer we received in January 
1941, for Santos Type New York 4, full description, at 
$26 per 50 kg. from Brest-Litowsk (then at the Russian 
German border), prompt shipment from New York to 
Vladivostok and from there per Trans-Siberian railway 
to Brest-Litovsk and via Germany into Switzerland 
Payment had to be made in Moscow to the State Sales 
Center! 

If we are right, Santos Type 4 c.i.f. New York could 
be purchased at the same time at $8.50 per 50 kg.; but 
direct shipments to Europe were impossible 

There are also other ways by which not inconsiderable 
quantities of coffee enter this country, ¢.g., as a result 


(Continued on page 174) 
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. STUART & CO. 


66 BEAVER STREET 
NEW YORK CITY 


FLOOR BROKERS 


: The New York Coffee 
& Sugar Exchange, Inc. 


Telephone: Digby 4-2170- 2171 
Cable address Mu: keteer 


Cee For 


GLASSINE LINED 


Coffee Bags 


“Wado Richt | 


You will find ATLANTIC 
to be a sure, safe, de 
pendable source for fine 
Coffee Bags plain, stock 
design of private design. 
May we send samples 
and quote on your 
requirements? 


AC. BAG 


220 KOSCIUSKO ST. - BROOKLYN 16,N. Y. 
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% A Coffee Convention “Fact-Reference” Feature: Australia 


coffee down under 


By B. S. KIERNAN, Chairman 


Australian Tea & Coffee Traders’ Association 


Any study of coffee trends in Australia must neces- 
sarily recognize the fact that Australia is primarily a 
tea drinking country Tea is the all-important beverage, 
and in the majority of Australian homes, any excuse for 
a cup of tea is good enough. Get the picture of a slightly 
harassed housewife whose 
immediate need is a cup that 
cheers, She sips, sighs, and 
says She is firm- 
ly convinced that she feels 
better, her worries recede, 
and the world is a much 
rosier place! 

Actually the Australian 
housewife follows the tea 
drinking pattern of her 
British counterpart, widely 
known in song and story. 
And it is this 
votion to tea that any upward trend in the sale of coffee must 


intense de 


face 

While the average Australian home would 
ally drink coffee in one of its forms, it is felt that the 
gradual increase in the import of coffee is largely due 
to the influx of coffee-loving citizens who are migrating 
to Australia, This gradual increase is steady rather than 
dramatic, and evidence of its increasing popularity is 
shown by the mushroom appearance of expresso bars in 
capital cities. In the main, these are largely patronized 
by our new Australian citizens, whose taste is suited by 
the thick, dark roasted coffee available. 

Apart from restaurants, the expresso bars, quick snack 
cafes, etc., there would be comparatively little ground 
coffee consumed in the home. Available data shows that 
the most popularly received form of coffee is the soluble 


occasion- 


type, closely followed by coffee essences. This prefer- 
ence in itself is a striking indication of the attitude of 
the average Australian towards coffee, Also, the owners 
of dripolators, percolators or any other recognized coffee 
making equipment would be very much in the minority. 

Australian coffee roasters prefer the Kenya and East 
African bean for their aroma and acidity, and a small 
amount only of Mocha would be imported, primarily 
for blending. New Guinea coffee is developing in 
popularity for expresso bars, mainly because of the large 
bean and strong color. The European tendency to a very 
dark roast is making its presence felt, in many cases the 
requested roast being almost black. 

In the past few years, one or two abortive attempts 
have been made to popularize iced coffee . . . nil results! 

As a summary of coffee trends in Australia, it could 
safely be said that never would tea be supplanted by coffee 
as Australia’s national beverage, and that any increases in 
popularity would be because of the influx of citizens 
migrating to Australia from coffee-drinking countries. 


the coffees of India 
(Continued from page 124) 


Taking into account the potentialities of the home mar- 
ket in the wake of the improving economic conditions in 
the country and the demand which Indian coffee com- 
mands because of its unique cup quality, it has become 
necessary (and will be profitable) for the industry to 
double its present average annual crop of 30,000 tons 
so as to provide about 40,000 tons for the expanding 
home market, which at present absorbs about 24,000 tons, 
and 15,000 to 20,000 tons for export. A Development 
Plan drawn up by the Board with this object has been 

(Continued on page 176) 
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S. J. MAGDALINOS 
ADDIS-ABEBA, ETHIOPIA 


Exclusively represented in the United States & Canada by DOBBELEER COMPANY 


COFFEES 


HARRAR 


17 Battery Place, New York 
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By GORDON C. BOWEN, President 


There are probably few house- 
holds in the country today without 
several plastic measuring spoons re- 
ceived as a coffee premium, These 
are not only useful for insuring that 
the housewife uses enough coffee to 
make a flavorful brew, but are also 
dandy little toys for the kiddies. 
This is not to suggest that the 
measuring spoon is a poor premium 
by any means. It is useful and it 
is wanted. What's more, it prob- 
ably helps to maintain brand loyalty 
by getting the consumer to use the 
proper amount of coffee for your 


blend. ing in new customers. 
During the years since 1945, as 
competitive businesses have been 


But it's very doubtful whether, at 
this stage in the promotional game, 


% A Coffee Convention “Fact-Reference” Feature: Premiums 


needed: more imagination in coffee premiums 


Premium Advertising Association of America, Inc. 


the measuring spoon type of pre 
mium helps to /ncrease sales by bring 


tighting for larger shares of a grow 
ing market, a great strengthening 
and refining of all promotional 
techniques including premiums 

has taken place. Yet the premium 
picture in the coffee field during re 
cent years has been spotty indeed 
On the one hand is a very large 
national brand which has been as 
tutely advertised but poorly pro 
moted, losing ground in many areas 
to aggressively promoted local and 
regional brands. At the other end 
of the scale are some well-planned 
and soundly organized promotions, 
especially of some instant cotfees 
which have helped not only to get 
a larger share of the market but to 


NO MORE NYLON GREY... 
WASH IT AWAY 


with famous 


NYLON BRITE 


WASHES—WHITENS 
ENDS NYLON CLINGING 


4 product of 


HOUSEHOLD RESEARCH CORPORATION 
CAMBRIDGE 38, MASS 


BOBRICH PRODUCTS CORP. 


Electric Blankets 


World's largest producer of famous brands. 


Lowest priced — highest rated. 


330 Fifth Avenue, New York |, N. Y. 


BARTLETT-COLLINS CO. 


Glassware Manufacturers 


Consumer recognized value in decorated 
Table Glassware, Tumblers, Pitchers, etc., 


packed as sets or bulk. 


Sapulpa, Oklahoma 


Lasko Metal Products, Inc. 


Quality Products since 1906 


Automatic Pop-Up Toasters, Electric Fans, 


Electric Skillets, Heaters. Stool Ladder. 


438 West Gay St., West Chester, Pa. 
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CUP 
PERCOLATOR 


WEAR: 


strikingly beautiful 


3062'/g — QT 
copper-colored covers TEA 


that can't tarnish 


cooks superbly 


Complete range of items, 
available as individual 
pieces or packaged sets. 


extra heavy 
special alloy 


Finest, most popular cooking utensil premium on the market 


today 
For complete details, write to: 


Premium Dept., Wear-Ever Bidg. 


#2740 NEW WEAR-EVER REGULAR 
LINE SQUARE ANGEL CAKE PAN 
WITH INTEGRAL os 


THE ALuminuM COOKING UTENSIL ComPANY, INC. 


New Kensington, Pa. 


#558 
Cattaraugus 
Kitchen 
Cutlery 
Cupboard 


New self-contained cutlery 
cupboard is complete with every 
knife that is necessary 

for the average household. 

It mounts upon the wall near 
the work table. 

Each knife is manufactured of 
the highest quality high carbon 
steel, chrome plated to protect 
the finish and it is hollow 
ground to a razor-like sharp- 
ness equipped with beautiful 
burn resistant staminawood 
handles with highly polished 
nickel silver rivets. This unit 
contains one ham knife, french 
cook pot fork, slicer, boner, 
utility knife, fruit knife and a 
paring knife, plus six specially 
designed steak knives. 

Quality cutlery is considered 
one of the best items for 
Christmas giving. Be sure to 
see this complete set first. 


Write for details 


CATTARAUGUS CUTLERY CO. 
LITTLE VALLEY, NEW YORK 


136 GCOFFEE & TEA 


break ground for new customers and 
greater coffee consumption. 

Premium merchandising is a flex- 
ible and adaptable tool of selling 
which can be of great help to you in 
achieving certain specific objectives. 
But it is not a cure-all, 

One of the great faults with many 
promotions is that they seem to be 
run for the sake of “doing some 
thing,” without any clear-cut objec- 
tive in mind, 

Suppose your principal problem 
is one of combating a competitive 
deal, not only to offset the deal but 
also to gain some market advantage. 
A really attractive self-liquidating 
premium aggressively advertised and 
promoted can help you to do the job. 
But it can’t be a tired, run-of-the- 
mill offer. That's not to say that 
you can't use standard merchandise. 
But it must be one which strikes the 
imagination of the consumer and 
creates a strong desire to own that 
premium p/us a strong impression of 
high quality and good value 

If the premium is one which lends 
itself to a natural tie-in with your 
advertising copy, so much the better. 
But this is not nearly as essential 
the overall impression of excitement, 
quality and value that the offer con- 
veys. Don't forget that advertising 
featuring a premium offer gets a 
much higher readership than straight 
product copy. The impact of the 
premium offer carries over to the 
product, too, so that a premium 
which connotes “cheapness” to the 
consumer will seriously hamper your 
effort to tell the story of your 
product's quality. 

If your principal aim 1s to prevent 
brand-switching, to hold on to your 
old customers while your advertising 
builds new ones, you have available 
a number of kinds of continuity of. 
fers. Several companies through the 
years have made very successful use 
of premium coupon plans, such as 
the ones in which my company 
specializes, to get consumers saving 
coupons for redemption from at 
tractive catalogs. A variation is the 
label-saving plans which have also 
been used effectively. Then there 
are the offers which get consumers 
started on collecting sets of silver 
ware, stainless steel, or cooking 
utensils 

One important point to remember 
with continuity plans is that they re- 
quire the same kind of concern for 
quality and value as we stressed in 


STRIES ana The F avor Field 


| 


connection self-liquidators 
They also need well thought-out, 
well-executed advertising and pro 
motion Too many compantes ex 
pect a continuity program to run by 
itself once the initial promotion is 
over. Experience has shown that 
those which get the best results are 
those which are consistently rein 
forced by good advertising 

Whether self-liquidator or con 
tinuity program, don’t forget to get 
the salesmen, jobbers and dealers “in 
on the act.” Often a gift of a low 
cost liquidator or a special offer on 
higher priced premiums will get the 
same results as a much more costly 
dealer loading program and build 
much more good-will 

Dealer loaders and sales incentive 


programs can help to build a faster 


turnover and pet better displrys, 
especially when a little imagination 
is used. For example, several recent 
grocery promotions have offered 
dealers an item which can be used in 
an attractive display and which the 
dealer can keep when the display 
period is over Right now, a liquor 
company is using a barbecue grill to 
get fabulous window displays for 
one of its brands. This offer not 
only loads the dealer, but gets the 
product displayed and sold A West 
Coast cereal company recently used 

huge beach umbrella in the same 
way 

Both of these examples show how 
applied imagination can turn a 
routine offer into a really effective 
premium. Ordinary dealer loading 
premiums work well, to be sure, but 
they have no built-in insurance, other 
than the extra cases on stock, that the 
dealer will back up his order with 
display 

Several times in the past few years 
coffee men have spoken with me 
about premiums and always in the 
same vein: ‘Sure, premiums work 
fine for some products but we've 
tried and we just can’t use them.” 

On closer examination, it turned 
out that the words, “We've tried,’ 
were quite an exaggeration. In most 
cases what happened was that they 
just went through the motions. 


This business of just going 
through the motions unfortunately 
is more in evidence in the case of 
self-liquidators than in other pro 
motions. Apparently there's a psy 
chological feeling that a self liquidat- 
(Continued on page 162) 
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talk 
about 
dealer 
loaders.... 


When the incentive to the 

retailer is strikingly beauti- 

ful Stainless by Reed & Barton 

you are offering him some- 

thing he knows by name and 

reputation — something he ’ 
and his wife will receive 
with pleasure. This is the in- “e" 
centive that will move moun- 

tains of merchandise to your 

dealers. 


Lovely SABRINA, the newest Stainless pattern by 
the oldest, most respected flatware manufacturer —Reed & Barton, 


To learn how a small investment 
will net you high sales returns 
write today to 


SCIENTIFIC SILVER SERVICE CORP. 
690 BROADWAY 
NEW YORK 12, N.Y. 


Hostess Dee-Lite 
SNACK TABLES 


Two tables—plus fold away storage stand to one 
package of one color 

Available in six luxurious colors—Antique Black 
with gold rose design; Yellow; Red; Beige; 
Green; Old Gold with black rose design 

Legs one color—black. 

We manufacture a complete line of trays and 
racks and the sensational new Chalkboard, Also 
Wall Plaques—three to set 


Illustrated circulars and prices upon request. 


PINGREE ASSOCIATES 


Wood Product Manufacturers 
HOPKINTON, MASSACHUSETTS 
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coffee roasting in Europe 


(Continued from page 128) 


In Scandinavia the large plants are scattered in all big 
towns, In France they are limited to several big towns. In 
Germany they are mainly in Bremen and Hamburg, where 
more than 40% of Germany's coffee consumption is roasted 

The daily output of large European roasting plants rates 
between approximately 7,000 and 60,000 Ibs 

Most large European roasting plants are in multi-storied 
buildings, The green coffee is transported by means of 
pneumatic conveyors to the roasters which are in the top 
story, and from there the coffee runs through conveying 
devices. In general, there are only a few bucket elevators 
employed to convey green or roasted coffee. Pneumatic con 
veyors are preferred 

As in the U.S. A., in Europe the problem is growing dur 
ing the last few years of how to keep the vapor and fumes 
of the roasting plants from molesting the neighboring 
people, Good results have been observed from the burn 
ing of the outgoing fumes 


developments in Ivory Coast coffee 


(Continued from page 125) 


In no case will the releases be previously publicized, this 
m order to avoid speculation 

The “Caisse” will make every effort to have as much 
coffee as possible exported foreign countries, the U.S.A. 
will strictly enforce the 


im particular, Vurthermore, it 


requirements, 


4 
| Mitchell Rubber Products, Inc. ; 
4 
Exclusive mfrs. Two-Tone lettered rubber 
4 

mats. Initial, Welcome, Personalized—proven } 
4 

} sellers. Write for particulars. 
4 

2134 San Fernando Rd. 
Los Angeles 65, Calif. 


 SALMANSON & CO., INC. 


Aristo-Lite folding aluminum furniture—top 
| quality—low price—perfect for the coffee 
trade. By Sunray. 


1107 Broadway, New York 10, N. Y. 


The sales will be spread in time, so as to keep a vegular 
flow of Ivory Coast Robusta on the American market be- 
fween crops. 

There not bemg a fixed minimum selling price, the 
“Catsse’’ would nonetheless try to keep the sales price on 
the French market not lower than Metropolitan Frs, 295/300 
CIF Le Havre. 

On the basis of that first campaign under the new regu 
lations, it can be said that, in every likelihood, quality will be 
maintained at a relatively high standard and that, on the 
other hand, the volume of production will most probably 
be smaller than for the season under review. As to the 
policy that the “Caisse” will try to apply to stockpiling and 
sales, it is premature to venture any prognostication at this 


time 


1) “Jumelage’’ means “coupling”. It is a device whereby the ex 
porter to certain foreign markets would receive a prorated quota 
to export to Metropolitan France and/or Algeria. The latter 
markets yield a more profitable price 


2) The five official types under the French legal classification are 
Extra-prima’’ having less than 15 defects per 300 gramm sample 
Prima” more than 15 but less than 30 defects 
Superieur”’ more than 30 but less than 60 defects 
Courant” more than 60 but less than 120 defects 
Limite more than 120 but less than 240 defects 

5) “Sociétés de  Prévoyance’” are cooperative formed between the 

growers (most of them natives) with technical advisory co 


operation and financial assistance from the Government 


a part of the proceeds of the 
prices 


1) Its resources are composed of 
export-tax on coffee, which part is proportional to the 
of coffee 


5) French West Africa issuing institution 
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IMPORTED WOODENWARE 


Salad Bowis—Pepper Mills—Bread Boards— 
Promotional items — Popular Priced — Write 


for circular W. 


L. SKALNY BASKET CO. 


655 Pullman Ave., Rochester 15, N. Y. 
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% A Coffee Convention “Fact-Reference” Feature: Ocean Freight 


changes in ocean transportation of coffee 


By JOSEPH C. BEATTY, Northbound Traffic Manager 


Moore-McCormack Lines 


You frequently hear it said that “ships go where the 
cargo is’, and there is no truer saying. It can be added, 
however, the ships also go where the cargo is needed 
and when the cargo is required. 

If there has been any significant change or development 
in the ocean transportation 
of coffee within the recent 
past it would appear that 
the change has been in ac- 
cordance with the meaning 
of the paragraph above. In 
this instance we are limiting 
ourselves to a consideration 
of traffic between Brazilian 
ports and the United States 
of North America, particu 
larly the U. S. East Cuast 
It is likely, however, that 
the same conditions hold 
true with regard to other sections of the United States 

In the not too distant past, most of us can remember 
when Santos was ‘the’ port for shipment of coffee 
from Brazil. At that time, every steamship line that was 
interested in carrying Brazilian coffee made it a point 
to have its schedule so arranged that Santos was included 
as a port of call. It to find that 
vessels from 


was not uncommon 
their northbound journey 
at Montevideo and then Santos, 


Very 


commencing 
Buenos Aires called next 
and continued the voyage home from that port 
often Paranagua was not even considered as a port of 
call. 

In our own experience here at Moore-McCormack 
Lines, we do not have to check back very far to come upon 
some older northbound schedules which show that out of 
six or seven sailings in a month from Brazil, possibly 
two vessels per month called at Paranagua. The reason 
for such a meager schedule was, of course, the lack of 
cargo out of Paranagua, and because ships go where the 
cargo is, Santos received a deserved preference in this 
matter. That was some years back, however, and present 
day operations are greatly different—but still they are 
maintained on the principle of “ships go where the cargo 
is 
It takes little research or examination to find that 
Paranagua in recent years has for various reasons become 
a real factor as a shipping port for coffee, and because 
we now find the cargo there, you find the vessels there. 
It is a fact that while the volume of coffee out of Para 
nagua is still not as large as that out of Santos, you will 
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find that practically all vessels berthed at Santos to load 
coffee have previously called in at Paranagua 

It would appear, therefore, that one of the very im 
portant developments in ocean transportation of coffee, 
i.e. scheduling, is necessarily tied very closely to the 
changing developments in the coffee industry itself. 
Flexibility of operations is important Circumstances, 
forseeable and otherwise, have a strong bearing on vessels 
schedules, and consequently the lines have to be in a 
position to take care of eventualities. The flow of coffee 
from Brazil to the United States is a fluctuating move 
ment—rumors affect it, strikes affect it, price and supply 
affect it, stocks on hand in consuming countries affect it. 
Problems in the coffee industry union agreements of the 
longshoremen and sea personnel, resistance to purchases 
by the housewife—all affect the ocean transportation of 
coffee. It does seem far fetched to designate the house 
wives of your own town as one of the contributing fac 
tors to changes in shipping coffee. It is agreed, however, 
that your town, added to many many other towns and 
villages, carry great weight in many affairs 

Scheduling has become so specialized that while in the 
past it was possible to serve ports from Buenos Aires in 
Argentina to some of the North Brazil ports with the 
same ship, it is no longer possible to do this and be a 
successful operator. Since we know this to be true, it has 
been found necessary for us to divide our fleet into parts 

The largest number of our vessels naturally serves the 
main line ports of Buenos Aires, Montevideo, Paranagua, 
Santos and Rio de Janeiro, and then proceeds to the 
United States destinations. To take care of other Bra 
zilian ports, we have assigned various of our vessels 
adaptable to shallow draft ports to commence their north 
bound voyage at Recife. In this way, we avoid the neces 
sity of placing coffee-carrying vessels into the small un 
organized ports of North Brazil and consequently pro 
tect the ships from excessive delay in arrival at destina 
tion. 

So much for scheduling in loading ports, and while this 
phase of the problem is very important, it has an op 
posite, the discharging end. The various sections of the 
United States are growing in population and changing in 
habits. New distribution points for coffee are growing 
up and receivers of this cargo look. of course, for the 
nearest ocean port for discharge of their cargo 

Time was when vessels which discharged at New York 
Boston, Philadelphia and Baltimore were able to satisty 
the requirements of the great majority of shippers and 
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of ships and coffee... 


Among the many factors which affect coffee quality and coffee 
freshness, none is more important than the availability of swift, 
dependable steamship transportation. To provide North America with 
never-ending supplies of high-grade green coffees, Grace Line serves 

the coffee trade with 26 modern “Santa” ships and up-to-date dock-side 
facilities in Atlantic and Pacific coast ports of the United States. 

As always, we wish our many friends in the National Coffee Association 
a successful convention. Through 1957 we shall continue to 


place at your command every benefit of our experience, ships and service. 


REGULARLY SCHEDULED, YEAR-ROUND AMERICAN FLAG SERVICE FROM THE COFFEE PORTS OF: 


Colombia, Venezuela, Ecuador, Peru and Mexico, Guatemala, El Salvador, 


Honduras, Nicaragua, Costa Rica, Panama 


to New York, Baltimore, Philadelphia, San Francisco, 
Los Angeles, Seattle, Pertiand, Tacoma, Vancouver, B.C. 


GRACE LINE 3 Hanover Sq., New York 4, N. Y. 


Agents and Offices in All Principal Cities 
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With the United States the world’s largest consumer ot 
that its greatest 


leading green coffee trading 


roasted and soluble coffee, it follows 
city, New York, is the 
market of the world and that its greatest port, the Port 
of New York, imports more green coffee beans than does 
any other port in the world 
In 1955, 1,207,405 long tons 
of green coffee were import 
ed into the United States 
Over 57% of this tonnage 
(618,278 long 
imported through the Port 
of New York—and all for 
good reason 

When a shipment of cof 
the Port of 
be it from Bra 


tons) Was 


fee arrives at 
New York 
zil or Colombia 


(these two 


countries have historically 
provided the United States with about 707 of its coffee) 
from Mexico, El Salvador, Guatemala, Venezuela, Angola 
Ethiopia, Nicaragua, Costa Rica, the Dominican Republi 
or any of the dozens of other coffee-producing centers 
of the world—it is handled quickly and efficiently, for 
here are the facilities and the manpower to give the cof 
fee bean the attention and kind of treatment it requires 
This is true of all the commodties that pass through the 
Port of New York, for while many other ports of the 
world specialize in one given commodity, this port 
specializes in all commodities 

Ships from all over the world call at New York, bring 
ing to the port every manner of commodity, and the fre 
quency of ship arrivals here is a considerable aid to ship 
pers. Add to this the fact that New York is the first 
port of call for most of the ships arriving on the eastern 
seaboard of the United States. and the reason for the 
port's supremacy as a center of coffee imports and all 
other imports becomes abundantly clear 

Any coffee drinker knows that the best cup of coffee 
is the fresh cup of coffee. It has an enticing aroma that 
is but a preface to the refreshment and satisfaction of its 
taste. And freshness is no insure this 
quality in the millions of cups of coffee consumed in the 
United States each day, a great many people put in a 
great deal of work from the moment the coffee is planted 
to the moment when it is poured into the cup. The point 
at which the green coffee beans are unloaded from a ship 
onto the pier is a crucial one in this effort, and one of 
the many reasons for New York's leadership in coffee 


accident To 
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% A Coffee Convention “Fact-Reference” Feature: New York 


coffee via the Port of New York 


By DONALD V. LOWE, Chairman 
The Port of New York Authority 


importing is that at this point experienced men working 
with the best and most modern equipment take charge, 
moving the cargo, ethciently and with all the necessary 
care 

From the pier the coffee ts moved to a roasting plant 
or to a warehouse for storage. The number of trucking 
firms and rail lines serving the Port of New York assures 
quick shipment of the beans to inland roasting plants, and 
the vast acres of warchouses in the port assure quick and 


New York is the 


entry for coffee into this country and because ot the speed 


Because mayor port of 


easy storage 
with which shipments of the green beans are handled 
here, many roasting plants have located in the vicinity, 


making New York one of the 


coffee roasting centers 


world’s most important 


The Port of New York ts also the home of the only 
futures market for coffee in the United States. This ts 
the New York Coffee and Sugar Exchange, where con 


tracts for future delivery of coffee are bought and sold 
Actual delivery of this coffee is seldom made, for the 
chief purpose of these negotiations 1s to effect hedyes 
Here 
samples from coftec shipments are graded to fixed stan 
One of the 


cupping, 


against holdings or short sales of actual coffee too, 


dards by coffee firm executives methods used 


to grade coffee at the exchanve ts which in 
volves placing roasted and ground cottee in a cup pour 
ing boiling water over it, savoring the aroma and tasting 


the brew (but not swallowing it) 


Allied interests 


Giving further aid to coftee importers and exporters 
at the Port of New York are the many bankers, freight 
forwarders, customs brokers and ofhcials of other allied 
interests who make New York their headquarters In the 
chain that goes from the coffee planter to the trader in 
the market, to the exporter in the country where the coffee 
is grown, to the importer in the country where it 1s con 
sumed, to the roaster and finally to the consumer, the 
services of these professionals form a vital link, for tt 
is their assistance at various points along the way that 
makes the ultimate goal, a good cup of coffee, possible 

There are in the Port of New York the physical 
facilities and the trained personnel for making the ship 
ment of the hundred different kinds of coffee bought and 
sold in the United States each year quick, easy, efficient 
and economical. And this is exactly what these facilities 
and people do at the greatest coffee shipping and roasting 


center in the world—-the Port of New York 
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To Serve a i 
Cheerful Cup 


To Millions 


Through U. S. Gulf ports, bags of a 
coffee flow smoothly and regularly 
to the roasting plants of Mid- 
America to provide billions of cups S| 
of that superb beverage to the pop- 
ulation— Delta Line’s modern fleet 


backed by more than 37 years , 
of experience constitutes a depend- 
able supply line from Brazil and ae 


West Africa long characterized by 
adherence to advertised schedules. 


MISSISSIPPI] SHIPPING (O., INC., NEW ORLEANS 
New York @ Chicago @ St. Louis © Washington 


THE COFFEE FLEET SERVES MID-CONTINENT 
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By EDGAR A. G. BRIGHT, President 


I was indeed most interested in NCA President M« 
Kiernan’s statement that if each person 15 years or over 
had consumed one additional cup of coffee daily last 


year, we would have processed and sold nearly 8,000 
I think it might be said 


000 more bags of green coffee. 
too, that if people who did 
not drink coffee at all now 
would start drinking even 
one per day, 
would be a marked increase 


cup there 
in coffee consumption, 
Speaking as a 
with no 
coffee business, it has long 


layman, 
connection in the 


seemed to me that much of 
the money spent in further- 
ing the 
been misdirected. 
casual glance at most of the 

coffee advertising would show conclusively that coffee 


sale of coffee has 


Even a 


advertising generally is aimed at those who are already 
consumers of coffee. Much of it, too, is devoted to tell- 
ing the world not that coffee is an excellent product, 
but that “my coffee is better than others’. The younger 
generation, who will be the coffee drinkers of tomorrow, 
are largely being ignored. 

The Board of the Port of New 
Orleans has been very interested, for many years, in the 


We have always 


Commissioners of 


movement of coffee through our Port 
recognized the importance of coffee in the economic 
growth of our friends in Central and South America. We 
are constantly exchanging ideas with them, realizing 
as we do that the coffee we buy from them provides the 
dollars they need so badly to buy so many things from 
us. New Orleans is the gateway to the great Mississipp! 
Valley, as well as Latin America, and inasmuch as foreign 
trade is operated on a two-way basis, we cannot sell 
unless we also buy. 

During the past few years the coffee industry in gen 
eral, and producers in particular, have been severely 
criticized from time to time because of the so-called high 
price of coffee. Critics have completely glossed over the 
fact that any policies adopted in Latin America having 
to do with price support have been completely dwarfed 
by various types of price control adopted by various 
administrations here, which have had the effect of rais 
ing the price of all of domestic commodities, at 
times to almost astronomical heights. It is that 
these various types of price control are aimed at im 


our 
true 
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New Orleans — gateway port 


Board of Commissioners of the Port of New Orleans 


% A Coffee Convention “Fact-Reference” Feature: New Orleans 


proving the standard of living of a large segment of out 
population; however, in raising the standards of one 
class, we are imposing severe burdens on others, Never 
the less, these who criticize the price of coffee fail to 
consider the added fact that the prices of everything 
we sell our Southern neighbors have advanced because 
of our high standards of living. They do not seem to 
realize that unless coffee producers secure a fair price 
for their product, they cannot buy from us the automo 
biles, the rolling stock, the road building equipment, the 
turbines, the refrigerators and many other things that 
The 
large export business provides jobs for workmen and 
dividends for stockholders, both of which are desirable 

The Port of New Orleans is a two-way port, Our 
exports and imports balance to a very great degree. We 


our manufacturers are anxious to sell for export 


have gone far in building up goodwill with foreign 
We are constantly seeking ways and means to 
build up foreign trade. We have established Internation 
al House and International Trade Mart. We have 
many trade missions to all countries of the South, and 


countries. 


sent 


these missions have helped cement the bonds of friend 
ship that presently exist between New Orleans and all 
the countries of the Western Hemisphere, Last year our 
yacht, the Good Neighbor, took some 16,000 visitors on 
harbor as the Board of Port 
It is always with a feeling of pride that 


the guests of 


Commissioner, 


a tour of 


we show the magnificent facilities of our Port to all who 
With few exceptions, all have been im 
pressed with what they saw. 

To revert to coffee, at present the Port of New Orleans 
is served by many steamship lines who are interested 
Direct shipping 
the Carib 


are interested, 


primarily in the transportation of coffee 
services are maintained to all the islands of 
bean, some of which are becoming more and more im 
Services are also maintained 


portant as coffee producers 
ki uador 


to all Central American 
Peru, Venezuela and Brazil 
lines have regular sailings to the East and West Coast ports 
of Africa, and there is hardly any coffee producing coun 
try in the world with which we do not maintain an ade 


ports, to Colombia 


American-owned steamship 


quate shipping service 
Coffee OCCUPIES a very prominent part in the commerce 
of our port, It provides revenue for our steamship com 


panies, stevedores, warchousemen, draymen forwarders 
and various other businesses whose livelihood hinges on 
a healthy coffee movement through our port. It pro 
vides a comfortable living for our longshoremen and 
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Without ships, the American public would 
know coffee only as a rare and expen- 
sive luxury. Ships are an essential factor 
in the coffee trade. 


To the maintenance of that trade, 
Moore-McCormack Lines devotes a major 
share of its operations. Its large fleet of 
modern ships, including the fast pas- 
senger-cargo liners of the Good Neigh- 
bor Fleet and big C-3 cargo liners which 
are the last word in efficiency, keeps 
coffee moving in an unceasing flow from 
Brazil northward to the United States. 


The coffee trade can rest assured that, 
in the future as in the past, Moore- 
McCormack Lines will consistently devote 
its energies to the kind of service —swift, 
frequent and dependable—which 
serve the best interests of the industry 
and the American consumer. 
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On the occasion of the annual convention held in San 
Francisco last year, it was a privilege tor me to write 
an article for Coffee & Tea Industries “featuring rail 
It wasn’t too difficult to tell in words some of 
the things necessary to accomplish what the theme of 


roads.”’ 
the meeting called for 
“How can we sell more cof 
the United States?’ 
a simple an 


fee in 
And I 


swer, very brief and to the 


recall 


point 
the United tSates.”’ 

Now 
ticularly the Illinois Central 


‘Ship more coffee to 


railroads too, par 
‘Railroad, are extremely in 
terested in the development 
of increased coffee move 
ment from the strategic Port 
of New Orleans to interior 
markets in Mid-America, and to the many other markets 
which it is our privilege to serve 

We are not going to have too great a problem in 
selling additional cups of coffee in the great city of 
The 


Windy City’s metropolitan area is expected to have about 


Chicago, whose population is increasing daily 


double the present number of citizens in the next few 
years, This growth in population is naturally the great 
est contributing factor for increased coffee consumption 
in the Chicago area, together with the normal increase in 
consumption expected from teen-agers in the high school 
bracket and the college student. 

We on the Illinois Central intend to be an important 
factor in this general upsurge in the coffee business 
We have realized for many years the importance of cof 
fee as a beverage, and it is equally important traffic-wise 
We have kept constantly in touch with roasters problems 
as regards transportation, and are making diligent ef 
forts to see that any problems which may arise are 
quickly solved. 

When an article in Coffee & Tea In 
dustries, we mentioned a piggy-back service, which at 
the time was operating on our railroad between Chicago 
and Memphis. At that time we were being urged by 
coffee roasters and others to put this service in effect 
from New Orleans to Memphis, St. Louis and Chicago 
This has been accomplished, with the exception of St 
Louis, which will soon enjoy this service 

The Illinois Central piggy-back wraps up all the ad 
vantages of truck and rail transportation in one con 


we last wrote 
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coffee by “piggy back” 


By DAN LYONS, Foreign Freight Agent 
Illinois Central Railroad 


% A Coffee Convention “Fact-Reference” Feature: Railroads 


flexibility of truck 
outstanding benefits ot 
rail transportation for the long haul loaded 
at your home dock, then driven aboard specially equipped 
flat cars and secured with an exclusive type of positive, 


venient package for the shipper—the 
pick-up and delivery, plus the 


Traslers are 


shock-resisting rigging 
When you ship via Illinois Central piggy-back 


can be confident your cargo will arive on time aboard the 


you 


fastest scheduled freight trains between Great Lakes and 
the Gulf; 
weather or highway conditions. It 
The Hlinots Central piggy back 
It has demonstrated to 


your shipments go through regardless of 


is the safe, sure and 
efficient way to ship 
service has already made a record 
shippers that damage to shipment ts practically elimina 
ted. The service is fast and freight handling time ts re 
duced to a minimum handle 


LCL or full trailer loads, and at a cost com; irable to 


It is the quickest Waly to 


truck haulage. 

In providing for piggy-back service on our railroad, the 
Illinois Central went to considerable expense in equipping 
special-type flat cars, Our original fleet has been doubled, 
with further expansion planned to meet the requirements 


Then had a 


rather large expense in providing loading and unloading 


of the steadily vrowing operation too, we 


ramps in the cities where piggy-back service ts available 
These facilities, in conveniently lox ated yards, eliminate 
ethcient 


loss ot and 


time and make posstble quick 
handling 

Among the most important industries to take advantage 
of piggy back services in the Chicago area are the local 
coffee This them to 
carload shipments of green coffee at 
though they are not track-located, saving costly drayage 
However, those roasters who are track-located 


roasters service enables receive 


their doors, even 


charges. 
still continue to use box car equipment 

In addition to the above services, the Illinois Central 
has put into effect new fast freight schedules from New 
Orleans to Chicago and other destinations on our railroad 
to expedite coffee movements and other commodities re 
quiring quick dispatch 

Another important the 
arrangement, which permits local roasters to seek awards 
on Notices of Intent to purchase coffee for various military 
Forces 


feature is roasting-in-transit 


establishments here and abroad, for the Armed 
and Veterans Administration Many of the Chicago 
roasters have been awarded contracts for substantial ton 
nage to the various depots and found it to their ad 
vantage to make use of the transit privilege . This also 
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EXPRESS 
FAR EAST SERVICES 


National Lines 


M/S Dona Alicia M/S Dona Nati M/S Dona Aurora 


MANILA, ILOILO, CEBU, HONGKONG, TAKAO, KEELUNG, JAPAN 


—p—ines 


Japan Direct 


YOKOHAMA, KOBE, PUSAN, OKINAWA, MANILA, HONGKONG 


AMSHip 


STOCKARD STEAMSHIP CORPORATION 


AGENTS/GENERAL AGENTS 
17 BATTERY PLACE, NEW YORK 4, N. Y. Whitehall 3-2340 
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% A Coffee Convention “Fact-Reference” Feature: Los Angeles 


Los Angeles as a coffee port 


By JOHN F. PARKINSON, Traffic Manager 


Coffee is riding the crest of a rising tide of general 
cargo imports at Los Angeles Harbor. With 
and afternoon “coffee breaks” an established feature of 
the business and industrial day, Westerners are drinking 
more coffee than ever before, and it’s “klatsch as klatsch 
can. 


morning 


A very substantial portion of the coffee consumed in 


the western states comes from beans unloaded at the 
municipal wharves of the Port of Los Angeles 

In the 1953-54 fiscal year, over 30,000 tons of green 
coffee were discharged from cargo vessels calling at the 
$150,000,000 port. 
ped off sharply to 23,700 tons, but the beverage beans 
came back strongly in the year ending June 30th, 1956, 
with 32,380 tons arriving at Port of Los Angeles. 

Coffee imports through the Los Angeles District aver- 
aged over $30,000,000 a year, according to the U. § 
Department of Commerce. In 1955, the total dollar 


value of coffee imports at the thriving West Coast port 


The following year, this total drop- 


was second only to crude rubber. 
This year's increase in coffee imports has a significance 
of its own, of course, but it also is in line with a rise in 


Port of Los Angeles 


all general cargo imports through Los Angeles Harbor. 
An alltime monthly high in this category, 372,000 tons, 
was recorded last March, marking a 209% gain over the 
total figure for the previous March and an increase of 
50% over the figure reported for the month of March 
three years ago. 

Indicative of the trend of world commerce through 
the municipal harbor was the recent report by the U. § 
Department of Commerce which showed that Port of 
Los Angeles again far outstripped all other Pacific 
Coast ports in foreign commerce in 1955, Total foreign 
commerce through the port during that year amounted 
to 4,874,900 tons, which was 1,833,750 tons more than 
the total reported for the next highest western port, This 
is in addition to about 1,600,000 tons of domestic tonnage 
monthly. 

Los Angeles has led all other Pacific Coast ports in 
tonnage ever since 1923, 

Over 80% of the coffee arriving at Los Angeles comes 
from South and Central America, but Ethiopa and British 
Africa have now entered the picture with sizeable ship- 


ments. Countries of origin for the green coffee shipped 


GENERATION Ta 
GENERATION. ....... 


DUTCH 
KNOW-AOW 


JOINT SERVICE: Holland-America Line * Van Nievelt, Goudriaan & Co.'s Steamship Co. 
NEW YORK—Holland-America Line, General Agents, 29 Broadway, Tel. WHitehall 4-1900 * Discharge Pier 32, N.Y. Docks, Brooklyn, N Y 
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here include Italy, the Netherlands, United Kingdom, 
Mexico, Dominican Republic, Haiti, Jamaica, Canal Zone, 
Costa Rica, Guatemala, Honduras, Nicaragua, El Salvador, 
Chile, Colombia, Ecuador, Peru, Brazil, Uruguay, Vene 
zucla, British Malaya, Indoneisa, British Africa and 
Ethiopia. Highest on this list, of course, is Brazil, which 
accounts for one-third of the total 

To handle the boom in coffee imports and other in 
the Los Angeles Harbor Department is 


about tonnage. 


and-out traffic, 
in the midst of a multi-million-dollar expansion pro- 
gram. Since the end of World War II, more than $35, 
000,000 has been spent on the rehabilitation of facilities 
and the construction of new piers and transit sheds which 
ire not surpassed anywhere in the world, 

During the next two years, an additional $6,000,000 
will be expended on widening existing transit sheds and 
building new terminals in the port's West Basin area 
This is part of a long-range program aimed at keeping 
Los Angeles Harbor in the forefront of American ports 

It is this progressive policy of improving its facilities 
that will enable Los Angeles Harbor to retain its title 
West Coast harbors 


Java Junction” among 


New Orleans—gateway port 


(Continued from pare 143) 


Naturally, 


we of New Orleans are interested in coffee, and we of the 


other laborers engaged in handling coffee 


Board of Port Commissioners are very keenly conscious 
of our obligations to do our utmost to increase the move- 
ment of coffee through our Port 


Because of all this, we salute the National Coffee As- 
sociation, We are confident that the coming convention 
at Boca Raton will be most fruitful. We hope the 
American roaster will sell not one, but many more ad- 
ditional cups to the American consumer. We trust their 
efforts will convince the younger generation that when 
they take ‘one for the road” it should be coffee. We 
hope that the coffee break will continue to be an 
integral part of the American businessman's life, and we 
believe that this coffee break would be an excellent thing 
for the American housewife in enabling her to cope with 
the many things of high and low degree that confront 
her from day to day. 

I thank you for giving me the opportunity to be with 
the National Coffee Association in spirit, if not in per- 
son, and trust that in the not-so-far-distant future they 
will find it convenient to hold one of their conventions 
in what we are proud to call “America’s most Interesting 
city. 


coffee “piggy back" 


(Continued from page 145) 


applies to movements other than military, and many local 
roasters find it to be an advantage to forward roasted 
coffees to warehouses for distribution by a local repre- 
sentative, 

Our Panama Limited, the other fine passenger 
trains we operate, are still considered the best to New 
Orleans, and coffee men use them frequently in traveling 
from or to active markets. 


and 
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Our Cop Kanking Cargo Services 
MAINTAINED FOR MORE THAN 


| VENEZUELA, THE CARIBBEAN, 
HAITI, 


U. S. ATLANTIC & GULF PORTS 


assure prompt delivery of your 
coffee shipments 


Steamship Company 


FREIGHT AGENTS 


ATLANTIC PORTS — FUNCH, EDYE & CO. — NEW YORK 
GULF PORTS — STRACHAN SHIPPING CO. — NEW ORLEANS 


60 YEARS 


DOMINICAN REPUBLIC 


COFFEE & 
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schedule. 


bean Line 


Brodin—Broadin Line 


Ports and dates are subject to change, 
should exigencies require. Moreover, lines 
may schedule sailings not shown in this 


Abbreviations for lines 
Ahl Trans Car—Ahlmann Trans Carib- 


Alcoa—Alcoa Steamship Co. 
Am-Exp-——American Export Lines 

« Am-Pres—American President Lines 
Arg-State—Argentine State Line 
Am-W Afr—American-W est African Line 
Barb-Frn—Barber-Fern Line 
Barb-W Afr—Barber-West African Line 
Barb-Wn—Barber Wilhelmsen Line 


Cunard—Brocklebanks’ Cunard Service 


IFC—L.F.C. Lines 
Independence—Independence Line 
Lines, Inc 
JavPac—Java-Pacific Line 
Lamp-Ho—Lamport & Holt Line, Lid. 
Lloyd—Lloyd Brasileiro 

Lykes—Lykes Lines 

Maersk—Maersk Line 

Mam—Mamenic Line 
Mormac—Moore-MeCormack Lines, Inc 
Nedlloyd—Nedlloyd Line 
Nopal—Northern Pan-American Line 
Norton—Norton Line 

PAB—Pacific Argentine Brazil Line 
PacFar—Pacific Par East Line, Ine. 
PacTrans—Pacific Transport Lines, Inc 
Pioneer—American Pioneer Line 
Prince—Prince Line, Ltd. 


Ship sailings 


A SUMMARY OF INWARD -BOUND SCHEDULES ON THE COFFEE AND TEA BERTHS 


Abbreviations for ports 


ports 
Ba—Baltimore 
Bo—Boston 
CC—Corpus Christi 
Ch—Chicago 
Chsn—Charlesion 
Cl—Cleveland 
De—Detrott 
Ga—Galveston 
Gf—Gulf ports 
Ha—Halifax 
Ho—Houston 
HR—Hampton Roads 
]x—Jacksonville 
LA—Los Angeles 
Montreal 
Mo—Mobile 
NO—New Orleans 
NY—New York 


PTL—Pacifie Transport Lines, Ini 

R Neth—Royal Netherland Steamship Co 

Robin—Robin Line 

Royal Inter—Royal Interocean Lines Pa Philadel rhia 

SCross—Southern Cross Line rhea Portland 

Sprague—Sprague Steamship Line PS Puget Sound 

Stockard—Stockhard Line annab 
SP—San Francisco 


Delta—Delta Line 

Dodero—Dodero Lines 
Dreyfus—Dreyfus Lines 
Ell-Buck—Ellerman & Bucknell S.S. Co 
Parrell—Farrell Lines 


Grace Grace Line 


Nf—Norfolk 
NN—Newport News 


Granco—Transportadora Gran Swed-Am—Swedish American Line Se—Seartl 
Colombiana, Ltda. Torm—Torm Lines y Jo ~Saint John 
Gulf—Gulf & South America Steamship UFruit—United Fruit Co. Te—Tacoma 
Co., Ince. W es-Lar—Westfal Larsen Co, Line Va—V ancouver 


ilmingion 


Hol-Int—Holland-Interamerica cine Yamashita—Yamashita Line 


COFFEE BERTHS 


SAILS SHIP LINE DUE 


12/1 


SAILS SHIP 
ABIDJAN 


Copan UFrnit NY12/8 


12/3 La Playa UFruit Hol2/8 NO12/10 
12/1 Del Monte Delta N012/18 12/10 Orotava UFruit Hol2/15 NO12/17 
12/17 Del Sot Delta NO1/2 12/11 Kirsten Torm  UFruit NY12/18 
1/5 Del Oro Delta NO1/22 12/15 Else Nielsen UFruit NY12/22 
12/17 Marna UFruit Hol2/21 NO12/23 
12/24 La Playa UFruit Hol2/29 NO12/31 
ACAJUTLA 12/25 Candida UF ruit NYI/1 
11/19 Leon UF ruit Cr11/22 Woll/29 NO12/1 
12/3 Lempa Cr'l2/6 NO12/15 
12/11 Choluteca UFruit NY12/23 BUENAVENTURA 
11/11 Merchant Guif Holl/22 NO11/25 
11/12 Santa Barbara Grace NY11/19 
AMAPALA 11/16 Santa Cruz Grace LA11/30 SF12/2 Sel2/8 
11/14 Leon UFruit = Cr11/22 Holl/29 NO12/1 11/19 Santa Luisa Grace NY11/26 
11/28 Lempa UF ruit Cr°12/6 Hol2/13 NO12/15 11/23 Shipper Guif Hol2/5 NO12/9 
12/7 Choluteca UFruit Cr*12/15 NY12/23 11/26 Santa Isahel Grace NY12/3 
12/3 Santa Cecilia Grace NY12/10 
12/5 Santa Fe Grace LA12/19 $F12/21 $e12/27 


ANGRA DOS REIS 
PAB 


LA12/20 SF1/1 Val/10 Sel/9 Pol/15 


11/28 Pathfinder CARTAGENA 


11/10 Santa Monica Grace 
11/17 Santa Paula Grace NY11/21 
11/24 Santa Rosa Grace NY11/28 


BARRANQUILLA 


11/13 Loviand UFruit NY11/24 
11/13 Santa Teresa Grace NY11/21 PA11/24 
11/20 Santa Catalina Grace NY11/28 Bal2/1 


CORTES 


11/28 Santa Fe Grace LA12/19 SF12/21 Sel2/27 
12/1 Catherine SartoriUFruit NY12/8 Kirsten Torm UFruit NY11/20 
12/15 Loviand UFruit NY12/22 11/13 Else Nielsen UFruit NY11/24 


12/29 Catherine SartoriUFruit =NY1/5 11/13 La Playa UFruit Holl/17 NO11/19 
11/22 Cubahama UFruit NO11/25 
11/25 Candida UFruit NY12/4 
BARRIOS 11/27 Copan UF ruit NY12/8 
11/12 La Playa UFruit Holl/17 NO11/19 11/27 Marna UFruit Hol2/1 NO12/3 
11/17 Kirsten Torm UFruit NY11/20 12/6 Cubahama UFruit NO012/9 
11/19 Orotava UFruit Holl/24 NO11/26 12/9 Kirsten Torm UFruit NY12/18 
11/26 Marna UFruit Hol2/1 NO12/3 12/11 Orotava UFruit Hol2/15 NO12/17 
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Regular Service 
From The Principal Brazilian Ports To: 
NEW YORK NEW ORLEANS 


Lloyd 
BRASILEIRO 


(Partrimonio Nacional) 


Owned and operated exclusively by the 
Brazilian Government, LLOYD BRASIL- 
EIRO includes the American Line in its 
list of services vital to Brazil’s trade re- 
lations with the commercial centres of 
the world. The American Line maintains 
regular service from the principal Brazilian 
coffee ports to New York and New Or- 
leans, with facilities (as cargo offers) at 
Philadelphia, Baltimore, Norfolk, Jackson- 
ville and Houston. 


Bringing North and South America nearer each other. LLOYD 
BRASILEIRO makes the Good Neighbor a Close Neighbor. 


NEW ORLEANS 
305 Board of Trade Bldg. 


NEW YORK 
17 Battery Place 


SAILS SHIP 


12/11 Else Nielsen 

12/20 Cubahama 

12/23 Candida 
12/25 La Playa 


CRISTOBAL 


11/23 Leon 
12/7 Lempa 
| 12/16 Choluteca 
12/21 Telde 


| 11/22 Roebiah 


| 11/23 Afr Moon 
12/4 Mayo 
12/16 Afr Rainbow 
12/29 Lawak 


1/3 Francois 
1/8 Kertosono 


LA GUAIRA 


11/19 Rio Jachal 
12/3 Rio Tunuyan 
12/24 Rio de La Plata 
1/7 Rio Jachal 
1/21 Rio Tunuyan 


11/17 Leon 
12/1 Lempa 
12/10 Choluteca 


LA UNION 
11/15 Leon 


Gulf & So. American Steamship Co. 


serving the West Coast of South America 


Fortnightly American Flag Service... 
fast, efficient service from Gulf Ports— 

with Limited Passenger Accomodations. 
Expert cargo handling. Contact us today! 


Gulf & So. American Steamship Co. 


620 Gravier Street 
In Other Cities Contact Grace or Lykes 


New Orleans, La. 


11/29 Lempa 
12/9 Choluteca 


LIMON 


11/10 Telde 

| 11/17 Loviand 
11/22 Candida 
11/24 Leon 


| 12/6 Kirsten Torm 
12/8 Lempa 
12/12 Loviand 
12/20 Candida 

| 12/22 Telde 


LOBITO 


11/10 Afr Dawn 
11/21 Fernriver 
| 12/3 Afr Glen 
12/5 Tabor 
12/6 Afr Glade 
| 12/30 Tungsha 


LUANDA 


11/17 Dei Monte 
11/19 Fernriver 
11/30 Afr Gien 
12/3 Tabor 
12/3 Del Soi 
12/3 Afr Glade 
12/27 Del Oro 


MARACAIBO 


11/10 Santa Monica 
11/17 Santa Sofia 
11/24 Santa Clara 


MATADI 


11/14 Fernriver 
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| 11/28 Catherine Sartori UFruit 


LINE DUE 


UF ruit NY12/22 
UFruit N0O12/23 
UFruit NY12/25 
UF ruit Hol2/29 NO12/31 


UFruit Holl/29 NO12/1 
UFruit Hol2/13 NO12/15 
UFruit NY12/23 

UFruit Hol2/28 N012/30 


DAR es SALAAM 


Nediloyd NY12/25 Bal2/29 LA1/13 SF1/16 Pol/20 Sel/24 
Val/26 

Farrell NY12/19 

Lykes Guifl/3 

Farrell NY1/11 

Nediloyd NY1/31 Ba2/3 LA2/18 SF2/21 Po2/25 Se3/1 
Va3/3 

Dreyfus NY2/1 NO2/11 

Nediloyd NY2/9 LA2/25 SF2/28 Po03/4 Se3/8 Va3/10 


Arg-State N'711/24 
Arg - State NY12/8 
Arg- State NY12/29 
Arg-State NY1/12 
Arg- State NY1/26 


LA LIBERTAD 


UFruit Cr*11/22 Holl/29 NO12/1 
UF ruit Cr'l2/6 Hol2/13  NO12/15 
UFruit NY12/23 


UFruit Cr°11/22 Holl/29 NO12/1 
UFruit Cr’12/6 Hol2/13 NO12/15 
UFruit NY12/23 


UFruit NO11/15 
UF ruit NY11/24 
UFruit NY12/4 
UFruit Holl/29 NO12/1 
NY12/8 
UFmit NY12/18 
UFruit Hol2/13 NO12/15 
UF uit NY12/22 
UF ruit NY12/25 
UFruit Hol2/28 NO012/30 


12/26 Catherine SartoriUFruit NY1/5 


Farrel| NY12/1 
Am-WAfr USA12/30 
Farrel! = NY12/24 
Am-WAfr USA1/15 
Farrell NY1/5 
Am-WAfr USA2/15 


Delta N012/18 
Am-WAfr USA12/15 
Farrell NY12/24 
Am-WAfr USA1/15 
Delta NO1/2 
Farrel! NY1/5 
Delta N01/22 


Grace Pall/19 NY11/20 
Grace Ball/26 NY11/27 
Grace Pal2/3 NY12/4 


Am-WAfr USA12/30 


INDUSTRIES ana The Flavor Field 
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SAILS SHIP LINE 
11/21 Dei Monte Deita NO12/18 } 
11/27 Afr Glen Farrell NY12/24 
11/29 Tabor Am-WAfr USA1/15 
11/30 Afr Glade Farreli NY1/5 
12/7 Dei Soi Delta NO1/2 
12/24 Del Oro Deita NO1/22 | | 
MOMBASA 
11/13 Afr Moon Farrel) NY12/19 
11/25 Roebiah Nedlloyd NY12/25 Bal2/29 SF1/16 Pol/20 
Sel/24 Val/26 
11/30 Mayo Lykes Gulf 1/3 } 
12/6 Afr Rainbow Farrell = NY1/11 
12/29 Francois Dreyfus NY2/1 NO2/11 | 
1/3 Lawak Nediloyd NY1/31 Ba2/3 LA2/18 SF2/21 Po2/25 Se3/1 
Va3/3 | 
1/12 Kertosono Nediloyd NY2/9 LA2/25 SF2/28 Po3/4 Se3/8 Va3/10 
PARANAGUA | 
11/11 Mormactea Mormac Ball/29 NY12/1 Bol2/4 Pal2/6 
11/11 Nopal Branco —Nopa! NO12/1 Hol2/5 | 
11/12 Del Viento Deita NO12/2 Hol2/7 | 
11/14 Mormaceim Mormac NY12/3 Bol2/6 Pal2/8 Bal2/10 Nf12/11 
11/14 Antonina Brodin Bal2/4 NY12/6 Bol2/9 Pal2/11 of fers a fast fortnightly freight SeTVICe 
11/18 Bow Santos 1FC NY12/7 Pal2/9 Bal2/11 Bol2/14 Hal2/17 | 
11/20 Alphacca Hol-int NY12/9 Bol2/11 Pal2/13 Bal2/14 HR12/15 | 
11/21 Mormacoak Mormac Jx12/9 NY12/13 Bol2/16 Pal2/18 Bal2/20 | between = 
11/21 Canada Lloyd NO1/10 Hol2/15 
11/22 Peter Jebsen Nopal NO12/14 Hol2/17 | bas 
11/22 Panama Lloyd NY12/13 CALLAO ‘ 
11/24 Mormacmar Mormac LA12/20 SF12/23 Val2/29 Sel2/31 Pol/2 | PERU 
11/25 Siranger Wes-Lar LA12/26 SF12/28 Pol/2 Sel/4 Val/5 | 
11/26 Del Vaile Delta N012/16 Hol2/21 
11/27 Mormacsurf Mormac Bal2/17 Pal2/19 NY12/20 Bol2/24 Hal2/27 | | GUAY AQUIL 
12/3 Mormacreed Mormac NY12/24 Bol2/28 Pal2/30 Bal2/31 Nfl/2 im | 
12/3 Pathfinder PAB LA12/20 SF1/1 Sel/9 Val/10 Pol/15 | ECUADOR 
12/4 Bow Plate 1FC NY12/21 Pal2/23 Bal2/25 Bol2/28 Hal2/31 | 
12/5 Santos Stockard NY12/23 Bol2/27 Pal2/30 Bal2/31 | | BUENAVENTURA 
12/8 Del Aires Delta N012/28 Hol/2 
12/13 Buenos Aires Stockard NY12/31 Bol/3 Pal/6 Bal/7 | COLOMBIA 
12/17 Dei Alba Delta NO1/6 Hol/1l 
12/21 Mormaciand Mormac LA1/15 SF1/18 Val/23 Sel/25 Pol/27 | d 
12/30 Dei Mundo Delta’ Hol /25 an 
1/10 Montevideo Stockard NY1/28 Bol/30 Pa2/2 Ba2/3 | || 
| NEW YORK 
PUNTARENUS PHILADELPHIA 
11/10 Leon UFruit Cr*11/22 Holl/29 NO12/1 
11/24 Lempa UFruit Cr*12/6 Hol2/13 NO12/15 BALTIMORE 
12/3 Choluteca UFruit Cr12/15 NY12/23 | NEW ORI EANS | 
RIO de JANEIRO HOUSTON 
11/10 Alpherat Hol-int NY11/25 Ball/27 Pall/29 Ball/30 HR12/1 
11/13 Cuba Lloyd NY11/28 
11/15 Nopal Branco ——Nopal NO12/1 Hol2/5 
11/15 Dei Viento Deita NO12/2 Hol2/7 
11/17 Mormacmar Mormac LA12/20 $F12/23 Val2/29 Sel2/31 Pol/2 
11/18 Mormaceim  Mormac NY12/3 Bol2/6 Pal2/8 Bal2/10 Nf12/1) New York Discharging Berth 
11/19 Antonina Brodin Bal2/4 NY12/6 Bol2/9 Pal2/11 ‘ 
11/20 Bow Santos 1FC NY12/7 Pal2/9 Bal2/11 Bol2/14 Hal2/17 Pier 4 New York Docks 
11/22 Del Norte Delta N012/6 
11/24 Rio Tunuyan —Arg-State NY12/8 MAin 5-5183 
11/24 Alphacca Hol-int NY12/9 Bol2/1] Pal2/13 Bal2/14 HR12/15 
11/26 Canada Lloyd N012/10 Hol2/15 
11/26 Peter Jehsen Nopal N012/14 NO12/17 | 
11/27 Pathfinder PAB LA12/20 SF1/1 Sel/9 Val/10 Pol/15 | 
11/28 Panama Lloyd NY12/13 
11/28 Argentina Mormac NY12/10 
11/29 Del Vaile Delta N012/16 Hol2/21 WEST COAST LINE, INC., AGENTS | 
11/30 Siranger Wes-Lar LA12/26 SF12/28 Pol 2 Sel/4 Val/5 | 67 Broad Street, New York 4, N. Y. 
12/2 Mormacsurf Mormac Bal2/17 Pal2/19 NY12/20 Bol2/24 Hal2/27 
12/6 Del Sud Mormac NY12/10 WHitehall 3-9600 
12/6 Bow Plate IFC NY12/21 Pal2/23 Bal2/25 Bol2/28 Hal2/31 
12/8 Santos Stockard NY12/23 Bol2/27 Pal2/30 6al2/31 309 Carondelet Bldg., New Orleans, La. 
12/8 Mormacreed Mormac NY12/24 Bol2/28 Pal2/30 Bal2/31 Nf1/2 675 
12/11 Dei Aires Delta NO12/28 ane 6751 
12/14 Mormaciand Mormac LA1/15 SF1/18 Val/23 SF1/25 Pol/27 
12/15 Rio de La Plata Arg-State NY12/29 
12/16 Buenos Aires Stockard NY12/31 Bol/3 Pal/6 Bal/7 
12/20 Del Aiba Delta NO1/6 Hol/11 
12/28 Dei Mar Delta N01/10 
12/29 Rio Jachae| Arg- State NY1/12 
1/12 Rio Tunuyan Arg- State NY1/26 
1/13 Montevideo Stockard NY1/28 Bol/30 Pa2/2 Ba2/3 
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NOPAL LINE 


The Northern Pan-America Line A/S 
Oslo 


Regular Service 
Fast Norwegian Motorships 
Coffee Service 
Brazil/U. S. Gulf 


General Agents 


Oivind Lorentzen, Inc. 
21 West Street, New York 6, N.Y. 
WHitehall 3-1572 


New Orleans—Bieh| & Co., Inc., Sanlin Bldg. 
Houston—Biehl & Co., Cotton Exchange Bldg. 
Chicago—F. C. MacFarlane, 2520 Bankers Bldg. 
Detroit—F. C. MacFarlane, 945 Free Press Bldg. 
Santos/Rio—Agencia de Vapores Grieg S/A 
Paranagua—Transparana Ltda. 


Buenos Aires—International Freighting Corporation, Inc. 


COFFEE trom MEXICO 


Regular Weekly Sailings from Vera Cruz. Frequent Sailings 
from Coatzacoalcos to New York and Baltimore. 


WARD LINE 


General Agen WARD-GARCIA corporation 
Pier 34, North River, New York 13, .N. Y. 
WaAtkins 4-4000 


COFFEE & TEA 


SANTOS 


11/10 Mormacsea 
11/12 Cuba 
11/13 Nopal Branco 
11/14 Del Viento 
11/14 Mormacteal 
11/17 Mormaceim 
11/17 Antonina 
11/21 Del Norte 
11/22 Bow Santos 
11/22 Mormacmar 
11/23 Ric Tunuyan 
11/23 Alphacca 
11/24 Peter Jebsen 
11/24 Mormacoak 
11/25 Canada 
11/26 Argentina 
11/27 Panama 
11/28 Siranger 
11/28 Del Vaile 
12/1 Pathfinder 
Mormacsurf 
Del Sud 
Mormacreed 
Santos 
Bowplate 
Del Aires 
12/14 Rio de La Plata 
12/15 Buenos Aires 
12/19 Mormaciand 
12/20 Dei Aiba 
12/28 Dei Mar 
12/28 Rio Jachal 
Rio Tunuyan 
Montevideo 


TAMATAVE 


11/12 Robert 
12/14 Francois 
1/16 Charles 


TANGA 


11/18 Afr Moon 
11/23 Roebiah 
11/26 Mayo 
12/11 Afr Rainbow 
12/30 Lawak 


12/91 Francois 
1/9 Kertosono 


VICTORIA 


11/17 Del Viento 
11/27 Canada 
11/28 Peter Jebsen 
12/1 Del Vaile 
12/13 Del Aires 
12/22 Alba 
1/5 Del Mundo 


CALCUTTA 


11/10 Andrew Jackson 
11/10 Exchange 
11/22 Exhibitor 
12/8 Wonorato 
12/10 Steel Surveyor 
12/10 Exminster 
12/23 Express 


COCHIN 


11/16 Steei Vendor 
11/17 Poik 

11/20 Exchange 

29 Jackson 
11/29 Exhibitor 
11/30 Steel Executive 


~ 


~ 


Mormac 
Lloyd 
Nopal 
Deita 
Mormac 
Mormac 
Brodin 
Delta 
1FC 
Mormac 


Arg-State NY12/8 


Hol- Int 
Nopal 
Mormac 
Lloyd 
Mormac 
Lloyd 
Wes- Lar 
Delta 
PAB 
Mormac 
Deita 
Mormac 
Stockard 
Deita 


Arg-State NY12/29 


Stockard 
Mormac 
Delta 
Deita 


Arg- State NY1/12 
Arg-State NY1/26 


Stockard 


Dreyfus 
Dreyfus 
Dreyfus 


Farrell 
Nediloyd 
Lykes 
Farrell 
Nedlloyd 


Dreyfus 
Nedlloyd 


Delta 
Lioyd 
Nopal 
Delta 
Delta 
Delta 
Delta 


Isthmian 
Am-Exp 
Am. Exp 
JavPac 

Isthmian 
Am-Exp 
Am-Exp 


Am - Pres 
Isthmian 
Am-Pres 
Am-Exp 
Am-Exp 
Isthmian 


INDUSTRIES 


TEA BERTHS 


NY11/24 Bol1/27 Pall/29 Bal2/1 Nf12/2 
NY11/28 

NO12/1 Hol2/5 

NO12/2 Hol2/7 

Ball/29 NY12/1 Bol2/4 Pal2/6 

NY12/3 6012/6 Pal2/8 Bal2/10 Nf12/11 
Bal2/4 NY12/6 Bol2/9 Pal2/11 

N012/6 

NY12/7 Pal2/9 Bal2/11 Bo0l2/14 Hal2/17 
L412/20 SF12/23 Val2/29 Sel2/31 Pol/2 


NY12/9 Bol2/11 Bal2/13 Bal2/14 HR12/15 
NO12/14 Hol2/17 

Jx12/9 NY12/13 Bol2/16 Pal2/18 Bal2/20 
N012/10 Hol2/15 

NY12/10 

NY12/13 

LA12/6 SF12/28 Pol/2 Sel/4 Val/5 
N012/16 Hol2/21 

LA12/20 SF1/1 Sel/9 Val/10 Pol/15 
Bal2/17 Pal2/19 NY12/20 B9l2/24 Hal2/27 
N012/20 

NY12/24 8012/28 Pal2/30 Bal2/31 Nfl/2 
NY12/23 Bol2/27 Pal2/30 6al2/31 
NY12/21 Pal2/23 Bal2/25 Bol2/28 Hal2/31 
N012/28 Hol/2 


NY12/31 Bol/3 Pal/6 Bal/7 
LA1/15 SF1/18 Val/23 Sel/25 Pol/27 
NO1/6 Hol/11 

N01/10 


NY1/28 Bol/30 Pa2/2 Ba2/3 


NY12/17 NO12/28 
NY2/1 NO2/11 
NY2/24 NO3/3 


NY12/19 

NY12/25 LA1/13 SF1/16 Pol/20 Sel/24 Val/26 
Gulfl/3 

NY1/11 

NY1/31 Ba2/3 LA2/18 SF2/21 Po2/25 Se3/1 


Va3/3 


NY2/1 NO2/11 
NY2/9 LA2/25 SF2/28 Po3/4 Se3/8 Va3/10 


N012/2 Hol2/7 
N012/10 Hol2/15 
NO12/14 Hol2/17 
N012/16 Hol2/21 
NO12/28 Hol/2 
N01/6 Hol/11 
NO1/20 Hol/25 


N012/19 

Bol2/15 NY12/17 

Bo0l2/27 NY12/29 

SF1/10 LA1/15 Pol/28 Se2/3 Va2/7 
NO1/17 

Bol/15 NY1/17 

Bol/28 NY1/29 


NY1/2 Bol/9 Bal/12 HR1/14 LA1/29 SF2/1 
Bol2/9 NY12/10 

NY12/23 Bal2/29 HR12/31 SF1/19 

Bol2/15 NY12/17 

Bol2/27 NY12/29 
Bol2/24 NY12/25 


Flavor Field 


and The 


< 


SAILS 


14 Grant 
12/16 Steel Artisan 
12/20 Exminster 
12/26 Adams 
12/30 Express 
12/30 Steel Director 


SHIP 


COLOMBO 


11/14 Ranee 

11/14 Polk 

11/14 Marwarri 
11/14 Polk 

11/14 Steel Vendor 
11/15 Exchange 
11/16 Andrew Jackson 
11/20 Laura 

11/22 Nanusa 
11/26 Jackson 
11/27 Exhibitor 
11/28 Steel Executive 
12/5 Lars 

12/14 Steel Artisan 
12/15 Exminster 
12/15 Stee! Surveyor 
12/19 Olga 

12/24 Adams 
12/28 Express 
12/28 Steel Director 
12/31 Eidanger 
1/19 Lica 


DJAKARTA 


11/16 Steel Artisan 
11/18 Lars 

11/27 Fillmore 
12/1 Steel Director 
12/11 Harding 
12/18 Eidanger 
12/28 Arthur 

1/18 Trein 


DJIBOUTI 


11/21 Ranee 
11/21 Steel Vendor 
11/26 Exchange 
12/2 Roebiah 


12/5 Steel Executive 
12/21 Steel Artisan 
12/24 Francois 
12/26 Exminster 
1/5 Steel Director 
19 Lawak 


1/18 Kertosono 


HONG KONG 


11/11 Pioneer Main 
11/18 Effie 

11/20 Cleveland 
11/22 Tyler 

11/24 Johnson 
11/24 Grant 
11/30 Taft 

12/3 Chastine 
12/7 Adams 
12/18 Nicoline 
12/23 Fillmore 
12/24 Monroe 

3 Johannes 
/18 Marit 

3 Sally 


KOBE 


11/15 Pioneer Main 
11/19 Johnson 
11/24 Cleveland 
11/24 Effie 

11/25 Taft 

12/9 Chastine 
12/25 Nicoline 
1/9 Johannes 
1/24 Marit 

2/9 Sally 


NOVEMBER 


LINE 


Am - Pres 
Isthmian 
Am-Exp 
Am- Pres 
Am- Exp 
Isthmian 


Cunard 
Am- Pres 
Cunard 
Am- Pres 
Isthmian 
Am-Exp 
Isthmian 
Maersk 
JavPac 
Am- Pres 
Am-Exp 
Isthmian 
Maersk 
Isthmian 
Am-Exp 
Isthmian 
Maersk 
Am.- Pres 
Am-Exp 
Isthmian 
Maersk 
Maersk 


Isthmian 
Maersk 
Am. Pres 
Isthmian 
Am- Pres 
Maersk 
Am- Pres 
Maersk 


Cunard 
Isthmian 
Am-Exp 

Nedlloyd 


Isthmian 
Isthmian 
Dreyfus 

Am- Exp 
Isthmian 
Nedlloyd 


Nedlloyd 


Pioneer 
Maersk 
Am- Pres 
Am- Pres 
Am-Pres 
Am - Pres 
Am- Pres 
Maersk 
Am - Pres 
Maersk 
Am Pres 
Am-Pres 
Mearsk 
Maersk 
Maersk 


Pionees 
Am - Pres 
Am- Pres 
Maersk 
Am- Pres 
Maersk 
Maersk 
Maersk 
Maersk 
Maersk 


DUE 


NY1/20 Bal/26 HR1/28 SF2/15 
Bol/8 NY1/9 
Bol/15 NY1/17 


NY1/30 Bo2/6 Ba2/9 HR2/11 LA2/26 SF3/1 


Bol/28 NY1/29 
Bol/23 NY1/24 


Bol2/16 NY12/17 Pal2/26 Nf12/23 Bal2/25 
NY1/2 Bol/9 Bal/12 HR1/14 LA1/29 SF2/1 


$al2/14 NO12/19 Hol2/22 Gal2/23 
NY12/23 Bal2/29 HR12/31 SF1/19 

Bol2/9 NY12/10 

Bol2/15 NY12/17 

N012/19 

NY12/24 Hal/7 

LA1/3 SF1/8 Pol/13 Sel/16 Val/19 


NY1/2 Bol/9 Bal/12 HR1/14 LA1/29 SF2/1 


Bol2/27 NY12/29 
Bol2/24 NY12/25 
NY1/5 Hal/19 
Bol/8 NY1/9 
Bol/15 NY1/17 
NO1/17 

NY1/19 Ha2/3 


NY1/30 Bo2/6 Ba2/9 HR2/1] LA2/26 SF3/1 


Bol/28 NY1/29 
Bol/23 NY1/24 
NY2/6 Ha2/18 
NY2/19 Ha3/5 


Bol/&8 NY1/9 
NY1/5 Hal/19 
LA1/8 NY1/24 Bal/28 Bo2/1 
Bol/23 NY1/24 
LA1/24 NY2/9 Ba2/13 Bo2/17 
NY2/6 Ha2/18 
LA2/8 NY2/24 Ba2/28 Bo3/4 
NY3/8 Ha3/21 


Bol2/9 NY12/10 
Bol2/15 NY12/17 


NY12/25 Bal2/29 LA1/13 SF1/16 Pol/20 Sel/24 


Bol2/24 NY12/25 
Bol/8 NY1/9 
NY2/1 NO2/11 
Bol/15 MY1/17 
Bol/23 NY1/24 


NY1/31 Ba2/3 LA2/18 SF2/21 Po2/25 Se3/1 


NY2/9 LA2/25 SF2/28 Po3/4 Se3/8 Va3/10 


NY12/12 

LA12/10 NY12/27 

SF12/8 LA12/16 

LA12/8 NY12/24 Bal2/29 Bol/2 
$F12/12 LA12/15 

NY1/20 Bal/26 HR1/28 
SF12/29 LA12/18 

S$F12/25 NY1/9 

NY1/30 Bo2/6 Ba2/9 HR2/11 
LA1/11 NY1/27 

LA1/8 NY1/24 Bal/28 Bo2/1 
NY2/17 Ba2/23 HR2/25 
SF1/25 NY2/9 

LA2/10 NY2/26 

NY3/8 Ha3/21 


NY12/12 
$F12/12 LA12/15 
SF12/8 LA12/16 
LA12/10 NY12/27 
LA12/18 SF12/29 
$F12/25 NY1/9 
NY1/27 
SF1/25 NY2/9 
LA2/10 NY2/26 
SF2/25 NY3/13 


Bol2/16 NY12/17 Pal2/20 Nf12/23 Bal2/25 


NEDLLOYD LINE 


Africa Service 


Fast Monthly Sailings 
From: 
East Africa, Djibouti and Port Sudan 
Via: 
Mediterranean 
To: 
Atlantic Coast Ports, New Orleans and 
Pacific Coast Ports 


Optional Bills of Lading issued for 
Atlantic Coast, Gulf and Pacific Coast Ports 


New York 
Java Pacific Line, Inc. 
25 Broadway 


New Orleans San Francisco 
Strachan Shipping Co. Transpacific Transportation Co. 
1607 American Bank Bldg. 351 California Street 


Vancouver 
Dingwall, Cotts & Co., Ltd. 
802 West Hastings Street 


FOR 


FAST DEPENDABLE DELIVERY 


... of your mild coffees 
to United States markets ... rely on 


UNITED FRUIT @ 
COMPANY 


Ctoamship Sowice 
Regular Sailings between 
GUATEMALA NICARAGUA 
EL SALVADOR COSTA RICA 
HONDURAS COLOMBIA 
and 
NEW YORK - NEW ORLEANS - HOUSTON 


NEW YORK: 

Pier 3, North River 
NEW ORLEANS: 
321 St. Charles St. 
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SAILS SHIP LINE DUE 


CorrreE from APFRIcaA SHIMIZU 


You can be sure your 11/11 Rita Maersk SF11/25 NY12/12 
fi 11/17 Pioneer Main Pioneer NY12/12 
shipments Irom 11/26 Effie Maersk LA12/10 NY12/27 
12/11 Chastine Maersk SF12/25 NY1/9 
EAST APRICA, ANGOLA, 12/27 Nicoline Maersk LAIL/11 NY1/27 
| 1/11 Johannes Maersk SF1/25 NY2/9 
BELGIAN q ONGO, FRENCH tf AMEROONS, | 1/26 Marit Mearsk LA2/10 NY2/26 
IVORY COAST, LIBERIA 2/11 Sally Maersk SF2/25 NY3/13 
will arrive promptly, if you specify “ship 
( fi | 11/15 Rita Mearsk SF11/25 NY12/12 
via Farrell Lines. Jur fast, modern | 12/19 Pioneer Main Pioneer NY12/12 
cargo ships call regularly at these ports, | 11/30 Effie Maersk LA12/10 NY12/27 
2 | 12/15 Chastine Maersk $F12/25 NY1/9 
| 12/31 Nicofine Maersk LA1/11 NY1/27 
| 1/15 Johannes Maersk SF1/25 NY2/9 
| 1/31 Marit Maersk LA2/10 NY2/26 
The onl U.S. with | 2/15 Sally Maersk SF2/25 NY3/13 
ve omy n ' Accepts freight for New York, with transshipment at Cristobal, C. Z 
steam ship | all three 
company 4 ocean coasts 
linking the | of Africa _ coffee meets the quality challenge 
South Atrice (Continued from page 58) 
- 
the conspicuous long-run growth of European demand for 
4 ) milds. This reenforces the upward pressure on mild prices. 
{ | Second, not only did consumption of all coffees expand in 
] | 1956, but consuming nations replenished inventories which 
(eechavenntae | were whittled down in 1945-55. Demand for inventory 
26 Beaver Street New York 4, N. Y¥. | added further impetus to price advances in milds and in 
| good-drink Brazils. Although some growths moved up and 


Telephone: WHitehall 41-7460 
others moved down, the net movement of wholesale and 


retail prices was somewhat higher. It did pose an ultimate 


price threat to consumption. 


Meet Captain Gustaf Petterson Consumption still thriving 


The 1955-56 uptrend in world consumption has been un- 
daunted by the extent of the price rise. Thus far, in the 
United States, roastings in the first nine months of the year 
have surpassed those of any comparable period in recent 
years. Even allowing for larger roasted inventories, use 
seems to have recovered to the 1953 level, and then ex- 
| ceeded by at least 3% or 4%. In recent months roastings 
have been running 5% to 20% above the 1953 level, despite 
the. last round of price advances. In Europe, expansion in 
use in the last few years has been proceeding at an even 
faster clip Already 10% or more ahead of 1953, it con- 
tinues to show signs of unmitigated growth. 

Why the continued strength in consumption despite price 
advances in 1956 at wholesale and retail? First, as we 
already indicated, the average retail advance was much 
smaller than the rise in mild prices. Within a certain limited 
range, price advances at retail sometimes go relatively un 


experienced hand 
for coffee shippers on 
Pacific -Argentine- 
Brazil Line 


Raised on the icy chop of Finland’s fishing waters, 
Gustaf Petterson has seen a half century of seas and 
— and storms, ee te bred in bes a quiet con- noticed, Since the year began, retail prices in the U. S. rose 
adence, a sure é 2 15 4 
thnk your 10% to 15%. Yet some bag packed blends are still under 
90¢. Moreover, coffee has been blessed with the absence of 
Rely on the experienced hands of P-A-B. Regular the unfavorable publicity which attended the 1954 rise. In 
schedules on fast C-3 ships between Brazil and the Europe, where retail prices are generally higher than they are 
West Coast of the United States. | here, the percentage rise was still smaller. Second, we have 
to reckon the fact that overall retail food prices have been 
higher in recent years. To some extent, it appears the con- 
| sumer has become habituated to higher prices than those 
fos POP & ALBOT _ which prevailed before 1953. Third, forward strides in 
| world income have helped to condition acceptance of these 
prices, and made a distinct contribution to the revival of a 


in good condition. 


Pacific -Argentine Brazil Line, inc 
Pope & Talbot, inc. Agents 


Executive Offices: 100 Bush St., San Francisco, DOuglas 2-2561 flourishing European demand 
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A number of other helpful changes have taken place 
Favorable developments in use patterns have been indicated 
rather 
appears to 


inthe U.S. The growing expansion in instant coffee 
than reducing bean use as was feared earlier 
have rebounded to coffees advantage. In a large measure, 
instants have supplemented rather than replaced regular 
coffee. Furthermore, out-of-home consumption seems to 
be growing, with the ‘coffee break"'a more and more en 
trenched institution. Industry public-relations have been 
conducted admirably, helping to preserve an atmosphere con 
ductive to friendship for coffee 


Outlook 


What does the future hold in store? Good promotion in 
an era of income and population growth presages further 
gains in But quality and price remain the prere 
quisite: good quality coffee must be forthcoming in adequate 
quantity and at a price which will encourage the consumers 


usage. 


natural predilection for a fine drink 

There are a number of reasons for thinking the worst 
peril to consumption has passed. For one thing, consumer 
though still not extraordinarily large—are far 


The urgent need which 


inventories 
better than they were a year ago 
developed on these grounds a year ago cannot arise again. 
Second, early forecasts of mild production in the coming 
season are optimistic, encouraging the belief that the current 
pinch on milds will be alleviated. Present forecasts suggest 
an increase of perhaps 2,000,000 bags in mild production vs 
last year. It must be recognized, however, that carryover 
of milds are negligible and stocks in Colombia have to be 
replenished. There may or may not be mild abundance but 
there should be adequacy 

On the other hand, a grave problem this season is posed 
in Brazil. The 1956-57 crop will be unquestionably small 


and extensively rain-damaged Even with vast carryover 
supplies, it appears good-drink coffees will be sparser than 
they were last year. As we have indicated, the serious chal 
lenge to use in 1956 was the problem of maintaining quality 
to the consumer. In view of the Brazilian situation, that 
problem may persist in 1957 

What is needed to cope with this problem? We would 
say: (1) a determined effort by producers to move good 
drink coffees to consumers as smoothly and speedily as 
conditions permit; (2) long term =program to improve 
quality at the source; (4) a sustained effort by the consuming 
industry to maintain blend quality; (4) a continuation of 


a forceful and intelligent public relations effort. It remains 
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New Orleans and Houston: Texas Transport & Terminal Co. Ine 
Vhiladelphia: Loa 
Los Angeles: Tranemarine N 
Sen Francisco: 


of utmost urgency that the public understand any price 
changes prompted by extensive rain damage in Brazil 

The outlook for 1957 is one of opportunity and challenge 
The hope is that recognition of quality coffee will expand 
enough to satisfy consumers at appealing prices. The danger 
of upward pressure on prices 


is one of uneven development 
which might cut short or even reverse the growth trend now 
Surmounting this problem is 
Everyone stands to gain from 


Happily, the possibilities ot 


underway in consumption. 
clearly a primary concern 
expanded production and use. 
both are excellent 


facts for coffee men 


(Continued from page 60) 


facturing establishments, will show separate data on the 
number of establishments primarily engaged in roasting 
coffee, their payrolls and employment, and the value of 
their products shipped during 1954 

The Census of Business, which covers all wholesale, 
retail, and service establishments, will provide a measure 


of roasted coffee sold during 1954 by firms roasting 


coffee but classified as wholesalers rather than manu 
facturers. 
Information on the number of coffee, tea and spice 


wholesalers will also be shown, together with their sales 
volume, year end inventories, operating expenses pay 
roll and employment 

Coffee roasters and importers can also find in the re 
sults of the Census of Business such valuable market in 
formation as the number of wholesale grocers and the 
numbers of retail food stores and eating and drinking 
places in operation at the end of 1954; their distribution 
by areas such as state, county, city, standard metropolitan 
area or central business district; their sales volume, in 
ventories, payroll, and other economic characteristics 


Current trends 


While data from the Economic Census provide informa 
tion on the location and potential of the important retail 
and wholesale outlets for coffee. current indicators of 
business conditions in these outlets are available from a 
series of monthly Trade Reports. Sales 
trends and stock sales ratios are shown for both general- 


and inventory 


line and specialty-line grocery wholesalers in the Bureau's 


ship your coffee 
via Grancolombiana 


from COLOMBIA + ECUADOR+ EL SALVADOR 
GUATEMALA +CUBA+ MEXICO 
to ALL COASTS 

of the U.S. and Canada 


General Agents 


Transportadora Grancolombiana, Ltda. 

New York Chicago Detroit 
52 Wall Street 208 South La Salle Street 1355 Book Building AGB 
Agents ol 


Robert Reford Co., Ltd 
Hhipping Cory 
land 8.8 


Montreal: 
Koston: Hostor 
Haltimore: Venn-Mary 


ino #hipping Co 
avigation Corp 
Balfour, Guthrie & Co., Ltd 
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Monthly Wholesale Trade Report. Estimates of sales 
volume in retail food stores and in eating and drinking 
places are shown in the Bureau's Monthly Retail Trade 


Re port 
Population 


Data on the U. S, population, its distribution and its 
characteristics are also of great importance to the coffee 
industry, as it is to all other businesses which use this 
information to help locate their markets and to gear their 
production and distribution efforts to market demand. 

These data are available from the decennial censuses 
the most recent covering 1950—as well as from a monthly 
series Of Current Population Reports which indicate in- 
terim changes in the population and its characteristics, 
ind also provide information on consumer income and 
the size of the labor force 


General 


Vurther information on the availability of Census data 
can be obtained by writing to the Director, Bureau of 
Census, Washington 25, D.C. A catalog of U. S, Census 
Publications, containing detailed descriptions of the re 
ports issued by the Bureau, is issued quarterly. This 
catalog, designed to give users of published Census 
statistics a direct method of locating information, is avail- 
able, on a subscription basis, from the Superintendent 
of Documents, U. S$, Government Printing Office, Wash 
ington, D, ¢ 


public relations for attitudes, markets 
(Continued from page 64) 


cotfee 
and parochial high schools as an insert in Senior Scho 
lastic Mapazine. Acceptance of “The Magic Bean” by 
Scholastic Magazine is in itself an accomplishment 


One million copies have been sent to public 


Further, to implement the long range program of 
public relations, “The Magic Cup” has been produced 
This is a movie about coffee designed to be shown on 
television, to schools and to other groups. It is not a 
documentary, nor a straight selling type of movie. It 
tells the story of coffee and the enjoyment of a cup of 
coffee in the life of the United States, 

Ihe work of the Pan-American Coffee Bureau has done 
much to promote coffee in the United States. It is 


hardly necessary to point out the increase in consumption 
during the period of the Bureau’s promotional activity. 
Fortunately, the whole coffee trade has become cog: 
nizant of the necessity for improved public relations, 
and has taken upon itself, as individuals, the spreading 


of the gospel of the value of a cup—and cups—of coffee. 


a coffee "character" in advertising? 
(Continued from page 64) 


but also tomorrow's coffee drinkers. An example of 
what can be done toward bringing new coffee drinkers 
into the fold was the great impetus given the drinking 
of coffee during the Armed Services operations in recent 
years. Many a young man in the Army became a mod- 
erate to heavy coffee drinker, and those in the Navy will 
all tell you the coffee pot was never cold on the ships. 
As one man expressed it, There was always a hot pot 
of coffee on the U.S.S. Lexington, and never a cold one, 
until she sank,” 

Beyond all purely selfish reasons for wishing to see 
coffee consumption spiral upwards is the thought that in 
the coming years competition on all manufactured goods 
is going to increase. For that reason, the more coffee 
we can buy from our Latin American neighbors, and the 
better standard of living they can enjoy, the more export 
business we may expect. The dollars we spend for coffee 
are not lost in any sense. Besides buying the best drink 
in the world, the dollars also return to us in payment 
for our own products from all over the U. S. 

You could not ask for a better bargain, so it behooves 
all of us to do our part to make a real try for the extra 
8,000,000 bags. 


58,000,000 pounds of new business 


(Continued from page 61) 


long struggle and make the fruits of victory available to the 
association's members. 

I think that there are times when, absorbed in the in- 
terests of our individual firms, we are inclined to under- 
evaluate the many services which our national association is 
constantly rendering to the industry at large. 

If this salute quickens members’ recognition of what the 
National Coffee Association is doing for them, then I will be 
very happy that I have written it 


SOUTHERN CROSS LINE 


Brazil to United States 
Atlantic Ports 


General Agents 


COSMOPOLITAN SHIPPING COMPANY, Inc. 
42 BROADWAY, NEW YORK 4, N. Y. 


DODERO LINES 


(F.A.N.U.) 


Brazil to United States 
Atlantic & Gulf Ports 


General Agents 


COSMOPOLITAN SHIPPING COMPANY, Inc. — 
42 BROADWAY, NEW YORK 4, N. Y. 
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coffee's most dynamic period 


(Continued from page 109) 


pleasures of better coffee which, barring events of a catas- 
trophic nature, is guaranteed to be in adequate supply 
into the foreseeable future. 

For the growers of Colombia's fine coffees, the Feder 
ation has initiated and financed many programs which 
seek to raise the farmers standard of living as rapidly as 
possible. Literally thousands of new homes have been 
constructed for coffee farmers, tens of thousands of farm 
buildings, concrete drying patios, aquaducts, fresh water 
wells and depulping machines have been constructed or 
made available to the farmers. In cooperation with Col 
ombia’s Departments of Education and Health, the Feder 
ation has sponsored school construction and rural health 
programs, 

Recently, the Federation has put extra effort behind 
program to improve the already high quality of our ex- 
ported coffees. Not only are our experts from 


scientific center at Chinchina disseminating a greater 


volume of information aimed at quality control, but the 


Federation is also urging the banks to extend loans to 
farmers for the purpose of improving the crop. 

The Federation takes part in these activities because 
it believes that quality coffee in adequate supply is the 
first requisite of a healthy coffee industry. We have great 
faith in the U.S. processing trade and the 
trade of countries. Essentially, their 
objectives are equal to ours. And if a true spirit of co- 
operation pervades the industry as a whole, the future 
of coffee will be virtually unlimited, 


allies, 
consuming 


our 
other 


coffee hurdles in France 


(Continued from page 129) 


are much too heavy for the high quality coffees, and the 
roasters are starved for these essential elements for blends. 

We are not at all abashed by these various dangers, 
and we are working for a constructive plan which may 
bring brighter days for our trade. 


While awaiting a solution to the capital problem of 


the 


in order to increase coffee consumption, 

The first aim is, of to increase 
sumption. But we must also get a better knowledge 
consumers’ tastes and, A larger general 
consumption means necessarily larger quantities of good 
coffee for the roasters’ blendings, and it means larger 
imports from both French territories and foreign coun 
tries, Brazil and milds 

Our promotion 
French consumer, who has never recovered from the shock 


course, general con- 


ol 


desires, distates. 


campaign will aim to educate the 


received during the war, when he was drinking roasted 
barley, date kernels and hazel shells under the name 
of “national coffee’ Many young people have never 


tasted a real good cup of coffee, and they must learn what 
to buy and how brew it properly, 

Our promotion campaign will try 
African grower, who has never realized how different are 
various coffee species and how long is the gap between 
present production and one really meeting the consumer's 


to educate the 


needs and _ tastes 


the alarming price gap 


(Continued from page 127) 


coffees, essentially Africans, the desire for a_ better 
quality slackens, and progressively coffee itself ceases 
to be a favorite drink. At the southern border of out 


French people do not trouble any more to pass 


country, 
alhough 


the frontier to get better or finer coffee here, 
prices are not prohibitive for them 

Thus we consider that the current 
worse than any increase in recent years because it threat 
ens the favor coffee enjoys here, and it introduces prac 
tices and changes in the taste of the people which can be 
prejudicial in the future. 

When the desire for good coffee 
circumstances, the immediate problem is in supporting 
the reputation of the product by means of good public 


pric advanc © % 


is threatened by 


relations. 

Up to a few years ago Europe was still the crippled 
cousin, but since then it has grown sound and vigorous 
again. Producing countries should keep in mind their 
markets in Europe, and start to the continent's 
in its efforts to increase consumption of better 


ASSISt 


the overseas territories, by means of long-term agree industry 
ments, we hope to initlate soon a promotion campaign coffee 

OVER TWENTY-FIVE YEARS OF CONTINUOUS | DEPENDABLE SERVICE TO THE COFFEE TRADE 
STOCKARD STEAMSHIP CORPORATION, GENERAL AGENTS , 

i vA R A n 17 Battery Place, New York, N. Y., WHitehall 3-2340 ) 

—p~ines. STOCKARD SHIPPING & TERMINAL CORP. 
i BALTIMORE: Garrett Bidg., Saratoga 7-2607 © PHILADELPHIA: 10! Bourse Bldg, WAlnut 2.2162 
i 15 days service from Santos to New York fe ao done AGENCIA red VAPORES GREIG S/A Praca de “Republica 4b 


Serving The Coffee, Tea @ Spice Trade For Many Years 


Brookhattan Trucking Co., Inc. 


57 FRONT ST. NEW YORK 4, N. Y. 
BOwling Green 9-0780 


Import, Export and Bonded Trucking 


Riverfront Warehouses 


Bowne Morton’s Stores, Inc. 


611 SMITH ST. BROOKLYN, N. Y. 
MAin 5-4680 
N. Y. Phone: BOwling Green 9-0780 


Free And Bonded Warehouses 


NOVEMBER, 
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pushbutton coffee plants 


(Continued from page 83) 


be controlled, not just automatically, but from a central 
These remarks emphasize the importance 
of adequate and well-planned bin systems, together with 
bin indicators tied into the control panel, so that he 
panel operator knows at all times what bins are full or 
empy and what steps he must take to keep the flow even 
throughout the system 


contro] point, 


It is also important to stress the fact that smaller plants, 
with one, two or three roasters, can benefit just as much 
proportionately from this pushbutton trend as can the 
really large operators. Several smaller plants have proved 
that they have paid many times over for the cost of in- 
stalling automatic blending systems, for example, by 
savings in labor and by accuracy of blends 

Now let us go on to the second major processing stage 
The continuous roaster 
The 
feeder automatically draws coffee from the roaster feed 
The machine itself automatically 


roasting, cooling and stoning. 
and cooler is, of course, by its very nature automatic 
bin at a rate 
develops the bean to any desired degree of roast, and 
The 


coffee is discharged into the stoner, and is automatically 


preset 
then cools it down for subsequent processing. 


conveyed from the stoner to roast coffee storage bins 
feeding the grinding equipment. Thus, the continuous 
roaster, now available in sizes from 2,500 Ibs./hour on 
up, fits very naturally into the ‘perfect plant of the near 
future.” 

However, in batch roasting also, much has been ac 
complished to place operations on a pushbutton basis. 
You are all familiar with the roaster controls which turn 
the gas on and off, operate the quenching spray, and open 
and close dampers automatically, However, you may 
not have heard of the extension of such control systems 
in some plants to include hydraulic positioning of the 
discharge chute to permit discharge of the coffee into 
the cooler, automatic operation of the cooler and cooling 
fan for the proper intervals, and even automatic charg 
ing of the roaster, discharging of the cooler and operation 
of the stoner, Thus, a multiple batch roaster plant 
even though not as simple to control as a continuous 


roaster installation—-can be made as automatic as you 
want it to be 
The third major phase of coffee processing-—roast 


coffee handling, grinding and packaging—has also come 


in for its share of pushbutton control. Direction of differ- 
ent blends through different grind settings to various 
packaging lines is again a question of distributors, gates 
and bin systems controlled by air cylinders and solenoid 
valves from a central panel. Such a control system can 
be devised to includé starting and stopping of granu- 
lators and mills, as well as operation of true-flow bins 
and elevators which bring the ground coffee to the bag 
or can line. 

There is no need for me to detail the features available 
in packaging equipment Canning lines have long been 
automatic. Assuming sufficient volume, even carton fill- 
ing, closing, sealing and palletizing can be accomplished 
without direct labor. On bagging operations, for retail 
or restaurant sale, several companies offer equipment 
which can be operated with no labor except inspection. 

As far as the growing soluble coffee segment of the 
industry is concerned, of course all of the processing 
up to and including granulation 

From that point on, extraction, 
by the very nature of 


steps described above 
are basically the same. 
drying and packaging equipment 
the operation——have to be continuous and highly auto- 
matic. This equipment has been successfully developed 
by a number of manufacturers. 

the pushbutton coffee plant—the “perfect 
Is it practical? Is it efficient? 


There it is 
plant of the near future!” 
Is it worth the investment ? 

Yes, it is. It may seem like “fancy trimmings” to many 
of us who were educated and trained in the pre-electronic 
era; but like every thing else, the coffee business and 
coffee processing efficiency standards have changed. 

We have some reservations—from a purely practical 
standpoint. In some coffee plants, as they presently exist, 
there are building, layout and equipment limitations which 
make it impossible to realize the maximum application of 
automation—or the maximum benefit therefrom. But 
none of us should sell short on pushbutton control. It’s 
here. The trend is toward it. And we should not wait 
too long before considering thoroughly just how it can 
help each of us. 


White Swan promotes Ferebee 

Claude Ferebee, has been promoted to vice president in 
charge of sales and a member of the board of White Swan 
Coffee Co., Dallas, Texas. 

Before his promotion, Mr, Ferebee was sales manager for 
the firm, which is currently celebrating its 50th anniversary. 


BRODIN LINE 


Regular Service for the Coffee Trade 
Brazil Ports 


United States Atlantic Ports 
THOR ECKERT & COMPANY, INC., Genera! Agents 
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that extra cup 
(Continued from page 85) 


would benefit in two very significant ways: one, by sell- 
ing that extra cup, and two, by selling an extremely im- 
proved cup, which is a goal worthy of concentrated effort 
itself 

To this point we have talked only of our product 
as sold through the outlet of restaurants and institutions. 
A far more difficult task looms when we tackle the ulti 
mate consumer through the medium of retail outlets. The 
much preferred personal contact element is automatically 
eliminated, and we find ourselves depending on our 
ability to promote an idea or sale by means other than 
direct mouth-to-mouth selling 

However, it is not inconceivable to visualize a detailed, 
successful campaign, either by individual firms adver 
tising their own product, or by the industry as a whole, 
with the 
exactly how many cups of our beverage she derives out 


purpose of conveying to the housewife just 
of that dollar, as compared to most other beverages 
The campaign could also point up the versatility of 


What other drink 


increases efficiency, works as a stimulant, reduces fatigue, 


coffee, as compared to other beverages. 


and is even used as a sobering agent? 

In short, we should utilize every weapon at our dis 
posal to start to enjoy the increased per-capita consump- 
tion to an extent similar to that some of our close rivals 
have been realizing in recent times, 


an era of packaging progress 
(Continued from page 85) 


to develop can-making materials that are readily available 
on the North American continent. 

Before World War II, the most notable advance made 
in can production methods was the successful substitution 
of electrolytic plate, using quarter-pound coating, for the 


hot-dipped plate with 115-pound coating used previously. 
Such progress is important because it enables us to con- 
serve our natural supply of tin. 

Another assurance to the coffee industry of the constant 
availability of quality cans is a new process called margin 
plating. While it eliminates tin-coating the entire sur- 
face of the steel used in can making, margin plating en 
ables us to produce a can having the same strength and 
made of electrolytic 


vacuum-holding qualities as cans 


tin plate. The American Can Co. has already tested this 
idea commercially, and to date, many millions of margin 
plated cans have been produced, packed and distributed 
to consumers with complete satisfaction 

At present, margin plating is considered an emergency 
process, to be utilized only if our tin supplies should be 
drastically curtailed by a national emergency 

More recently, Canco allocated $27,000,000 for a new 
coil strip program. Under the new operation, tin and 
steel plate will be shipped to us in large coils, or con 
We will then cut and process this plate 
Thus by 


tinuous strips 
in our own plants prior to making containers 
handling certain processing phases for which we were 
previously dependent on the steel mills, we will step up 


the ethcienc y ot our own operations 
Plant locations 


Last year, American roasters produced almost two and 
a quarter billion pounds of coffee; 43% of this coffee was 
packaged in vacuum-pack cans, In the prewar years, be- 
tween 1935 and 1939, an and a half 
billion pounds of coffee was roasted, of which 25% was 


average of one 
vacuum packed, 

Production of coffee cans has been progressively stepped 
up to meet the growing demand of vacuum packers. In 
addition, the geographical development of the coffee in- 
dustry has been paralleled by the installation of coffee: 
can manufacturing equipment at new locations. The 
American Can Co., for example, now manufactures coffee 

(Continued on page 163) 


Maximo Stahl & Cia. Sucesores 


| Established 1896 


Cable Address “"MASTAHL" all Codes 


Head Office: GUATEMALA CITY 
Branches: COATEPEQUE 


ESCUINTLA RETALHULEU 


General Agents 


RETALHULEU COFFEE COMPANY 
COFFEE EXPORTERS 


CAPT. COOK COFFEE CO. 


CAPTAIN COOK 
HAWAII 


GROWERS & EXPORTERS OF GREEN 


KONA COFFEE 


Manila Agents 
CONNELL BROS. COMPANY 
Wilson Building 
Manila, P. |. 


San Francisco Agents 
HIND ROLPH & CO. 
230 California St. 


San Francisco 


302 Magazine St. 


W. H. KUNZ & CO. 
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Coffee organizations hail 
20th anniversary of PACB; 
NCA presents testimonial 


The 20th 
founding of the Pan-American Cof.- 


anniversary of the 


fee Bureau is being hailed by leaders 
of business, government the 
coffee industry in the United States 
and Canada 

The Bureau, which represents 11 
American coffee-prowing 
countries, was created in October, 
19346, by action of the first Pan 


Latin 


is truly 
nation upon another 


and prosperity 


possible 


LYKES CARIBBEAN LINE and LYKES 
LINE. vessels are the “Coffee 
world trade routes 


AFRICA 
Fleet” of 
Regularly 


The Six LYKES LINES offer modern, comfortable, limited 
PASSENGER Accommodations. 


Lykes Bros. Steamship Co., Inc. 


Offices at: NEW ORLEANS, HOUSTON, GALVESTON, 
NEW YORK, Beaumont, Brownsville, Chicago, Corpus 
Christi, Dallas, Kansas City, Lake Charlies, 
Mobile, Port Arthur, St. Louls, Tampa, Washington, D.C. 


OFFICES AND AGENTS IN PRINCIPAL WORLD PORTS 


CUPFUL OR CARGO... 
There's nothing like COFFEE! 


As a friendly beverage or a major cargo, coffee 
representative of the dependence of one 
for the good things of life 
the kind of world trade most conducive to peace 
LYKES LINES’ service to coffee 
exporters and importers is based on generations of 
shipping experience and the desire to offer the best 
facilities for transporting this commodity. 


Lykes six 
scheduled 
loading and unloading, 
carriers—all these contribute to the swift 
distribution of coffee to processing plants 


American Coffee Conference, held in 
Bogota, Colombia 

Among those sending congratula 
tory messages are the United States 
Department of State and the Depart- 
ment of Agriculture, the Organiza- 
tion of American States, the National 
Coffee Association of the U.S.A., 
the Northwest Coffee Association, 
the New Orleans Green Coffee Asso- 
ciation, the Pacific Coast Coffee Asso- 
ciation, the chairman of the Senate 
and House Agriculture Committees, 
and the Tea and Coffee Association 


of Canada. 


sailings, modern 
fast (-type cargo 


emphis, 
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Other messages have come from 
such companies as the United Fruit 
Co., the General Foods Corp., the 
Mississippi Shipping Co. and Lloyd 
Brasileiro. Many United States coffee 
roasters and several European coffee 
companies also sent greetings. 

In its letter, the Department of 
State cited PACB for its work in pro- 
moting trade and good relations be- 
United States and the 
coffee-producing countries. 

The Department of Agriculture 
emphasized coffee’s role in the most 
profitable and important trade be- 
tween the Americas. 

The chairman of both the Senate 
and House Agriculture Committees, 
Senator Allen J. Ellender and Repre- 
sentative Harold D, Cooley, also 
complimented the Bureau for its pro 
motion of inter-American trade 

Senator Ellender expressed the 
hope that the Coffee Bureau will 
continue to act as ‘an instrument of 
goodwill and understanding among 
the Pan-American nations, with a 
view toward a continuation and ex- 


tween the 


pansion of trade, cultural relations 
and friendship.” 

An engrossed testimonial extend- 
ing to the Bureau “heartiest congrat- 
ulations upon its attainment of this 
important milestone in coffee his 
tory’ was presented to PACB Presi- 
dent Vito Sa by Arthur L. Ransohoff, 
chairman of the National Coffee As- 
sociation. 

The presentation was made at a 
New York City luncheon attended by 
the executive committee of the 
Bureau, John F. McKiernan, presi 
dent of the National Coffee Associ- 
ation, and other NCA officers and 
directors. 

In presenting the testimonial, Mr. 
Ransohoff said, “It is to be hoped 
that we of the National Coffee As 
sociation will work more and more 
closely with our good friends of long 
standing in the Pan-American Coffee 
Bureau.” 

The text of the testimonial read, 
in part: “The Bureau's record over 
the past 20 years gives plentiful 
manifestation that it has made great 
strides in the direction of its twin 
goals of promoting increased use of 
coffee in the United States and main 
taining good relations between pro 
ducers and consumers. 

“It is, therefore, the ardent wish of 
the National Coffee Association that 
today will also mark the threshold 
of many more decades of equal 
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achievement by the Pan-American 
Coffee Bureau, not the least of which 
will be a continuance of the friendly 
understanding and sincere good will 
which now prevail between nations 
represented by the Bureau and the 
members of the National Coffee As- 
sociation.” 

In the citation it presented to 
PACB, the Tea and Coffee Associ- 
ation of Canada complimented the 
“'statesmanlike foresight in founding 
the Bureau” and stated, ‘Coffee is a 
favored beverage and a symbol of 
friendliness and good will and a 
major commodity in the great and 
growing commerce between Canada 
and the nations of Latin America.” 

The Northwest Coffee Association 
cited the Bureau's “unique and dedi- 
cated service in the public interest.” 
The Pacific Coast Coffee Association 
in San Francisco expressed its “high 
regard and appreciation for the con 
tributions of the Pan-American Cof- 
fee Bureau in helping to create and 
maintain unity of purpose and action 
among the free nations of the West- 
ern Hemisphere through the com- 
mon bonds of interest in coffee.” 

The Green Coffee Association of 
New Orleans recorded its “deep ap- 
preciation” to the Bureau, noting 
that PACB has “‘stood shoulder to 
shoulder with both the roasted and 
the green coffee interests in the 
U.S. A. in any emergency.” 

The 20th anniversary of the 
Bureau will be celebrated through 
the coming year in the United States, 
Canada, and Latin America 


Holiday promotion 
built around recipe 
for coffee eggnog 


A new holiday promotion built 
around a unique coffee eggnog recipe 
and tying-in three leading dairy 
products and a variety of spices is 
slated to begin during the Thanks- 
giving holiday and last through New 
Year's, it was announced by the Pan- 
American Coffee Bureau. 

Designed to stimulate related-item 
sales in food stores. Edward Van 
Horn, the Bureau's advertising di- 
rector, notes that the recipe for 
coffee eggnog includes the following 
three high mark-up items: whipped 
cream. 15.7%; ice cream, 38.2%; and 
spices, 24.7% 

Mr. Van Horn cited the fact that 
spices are very important to many 
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Interested in Soluble Coffee 


When your customers’ eyes and hands roam the 


Instant Coffee shelves, 
Are they thinking mainly of a "deal"? 
Are they influenced mainly by advertising? 
Are they guided mainly by brand habit? 


Are they convinced yours is the better Instant 


Coffee? 


If the sales of your Instant Coffee are lagging 
behind the steady rate of increase, why not look 


into our service? 


An Instant Coffee, custom made to the regional 
need... your need . . . is feasible and part of our 


service. 


It could very well be that our long coffee and 
coffee processing experience together with our 
basic regard for product, uniform physical attrac- 
tion and modern packaging can be helpful in 


freshening sales. 


HARRISON COFFEE 
CORPORATION 
COFFEE PROCESSORS FOR THE TRADE 
601 West 26th St. New York 1, New York 


Phone Algonquin 5-3914 
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coffee suppliers, because they deal in 
spices as well as coffee 

In promoting coffee eggnog to 
consumers during the coming holi- 
days, the Bureau is running full 
color advertisements in the Ladies’ 
Home Journal for November and the 
Saturday Evening Post issue of De 
cember 15 

Special display material has been 
prepared by the Bureau for use in 
grocery and food stores. This in- 
cludes a shelf talker with 100 recipe 
sheets and a window card with full 


color reproduction of the consumer 
advertisement. Both are available 
through coffee suppliers or from the 
Bureau at half production-cost. Half 
cost for the shelf talker is $8.50 per 
100; for the window card, $5.00 per 
100 

Newspaper advertising mats which 
feature the special recipe and provide 
space for brand names and prices of 
the items used will also be available 
from the Bureau for use by coffee 
companies, dairy concerns and re- 
lated industries, 


HESSER\ MANUFACTURERS 


‘ for the Tea and Coffee Trade currently 

Fully Automatic Packaging Machines 

with output up to 70 cartons or bags 

per minute. Also available Bag Fill- 
ing and Closing Machines, Cello- 
phane Wrapping Machines, 

Weighers and Volume Fillers. 


FR.HESSER 
Aktiengeselischatt 
TUTTGART-BAD CAN NSTATT 


Represented in Eastern USA by Messrs. Geveke & Co., Inc., 25 Broadway, New York 4. N. Y 
in Caneda and Lake District by Messrs. Packaging Equipment Service Ltd., 124 Willowdale Street, 


Willowdale, Ontario 


in Western USA by Messrs. James C. Hale and Company, Packaging Equipment, 282 Seventh 


Street, San Francisco, Calif. 


in Southwestern USA by Messrs. Edward Wagner, 3911 Oak Lawn Avenue, Dallas 19% Texas. 
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Javier Periera 


“Oldest man in the world” 
has drunk 8 cups of coffee 
a day for 150 years 


A persuasive advocate of coffee 
drinking appeared in New York City 
this fall when a small and ancient 
man came to the United States from 
Colombia and overnight became one 
of the world’s top news personalities. 

The visitor was Javier Periera, be- 
lieved to be 167 years old and if so, 
the oldest man in the world. He 
told a New York press conference 
through an interpreter that he has 
drunk eight cups of coffee every 
day since 1802. Assuming he began 
his coffee drinking on the first day 
of the year, and taking into account 
37 leap years, this adds up to 452,336 
cups. 

News, radio and TV _ representa- 
tives at the press conference happily 
reported Senor Periera’s coffee drink- 
ing to every newspaper and broad- 
casting station in the United States 
and Canada 


coffee premiums 
(Continued from page 137) 


ing premium “doesn't cost us any- 
thing.” To be sure, the premium 
merchandise itself doesn’t cost the 
sponsor anything . . . but a pro- 
motional flop does. How much 
wiser those advertisers are who spend 
a few cents extra per case to trans- 
form an ordinary promotion into a 
sizzler! 

Whether self-liquidator, continuity 
or dealer loader, the majority of cof- 
fee promotions can use the one in- 
gredient which has no price tag but 
produces so many sales . magin- 
ation! 
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an era of packaging progress 
(Continued from page 159) 


cans at Boston, Brooklyn, Portland (Oregon), San Fran 
cisco, Los Angeles, Philadelphia, Savannah, Chicago, Kansas 
City, Mo., Hoboken, N. J., Jersey City, N. J., Montreal, and 
Vancouver, British Columbia. By this strategic spotting of 


can manufacturing facilities, we have endeavored to provide 


the coffee industry with both quicker service and greatly 
reduced freight costs. 


Help at point of sale 


Through a long and intimate connection with the 
coffee industry, can manufacturers have come to consider 
it part of their obligation to promote increased consump- 
tion of coffee; for example, a full-page Canco advertise 
ment that appeared in a recent issue of major nationally 
read magazines, Tying in with the Pan-American Coffee 
Bureau's advertising, this ad told consumers of the re- 
freshing qualities of iced coffee served as a warm-weather 
drink. 

Can manufacturers have adopted for coffee roasters an 
idea pioneered by Canco in 1955: the coffee can with a 
doubled-beaded tear strip. Our consumer advertising 
introduced it as the coffee can with a new key opening 
device that ‘can't get off the track.’ We believe the 
innovation has served as an important boost to the popu- 
larity of vacuum-packed coffee which, according to a re 
cent survey, now outsells by two to one roasted, ground 
coffee in other types of packaging. 

A study conducted for the Pan-American Coffee Bureau 
by the Psychological Corp. shows that 76% of all per 
sons in the U. S. ten years old of more are consuming 
coffee at the rate of 300,000,000 cups per day. On a per 
capita basis, coffee consumption 1s 12.6% more than in 
1950 and promises to show an increase over the last year 
also. 

We envision an even greater consumer market in the 
future. We anticipate increasing demand from the coffe: 
industry for more and better vacuum cans, for faster and 
more efficient closing and vacuumizing machinery, and 
for more eye-appealing packaging. But whatever the 
need, the recent developments outlined here are offered 
as examples of the type of support coffee roasters may 
expect to receive from Canco and the can-making industry 


“just one more” 
(Continued from page 43) 


at the youth market, that has brought about this dramatic 
change in the beverage habits of our population. I should 
like to gently remind my readers that coffee consumption, 
during the same period, has dropped off 5%. 

It was with this youth market as a prime target that 
NCA this past year produced two principal promotional 
tools to help the industry sell teenagers on the advantages 
of drinking coffee. 

Members of the association have already seen the first pro 
ject, a cartoon-illustrated four-color booklet entitled, “The 
Magic Bean.” A copy of the booklet is included in this 
issue of Coffee & Tea Industries 


Late last month, 1,020,000 copies of “The Magic Bean 
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Greetings 


NATIONAL COFFEE ASSOCIATION 


WITH IN MIND 
All America Cables and Radio, Inc., established the first 
direct telegraph service between the United States and 
the principal coffee centers of the Americas. 


witH You IN MIND 
AAC&R maintains more traffic offices in the principal 
coffee centers of the Americas than all other American 
telegraph companies combined — in many centers, the 
only American owned and operated telegraph office. 


WITH IN MIND 
AC&R System safeguards your messages by using both 
cable and radio — the only American international tele- 
graph system offering the protection of dual facilities. 


—- ALWAYS ROUTE YOUR INTERNATIONAL TELEGRAMS —— 
“Via AU America” Via Commercial” “Via Mackay Radio” 


AMERICAN CABLE AND RADIO SYSTEM 


IBOWEN SPRAY DRYERS 


Always Offer You More! 


Your Most Practical Approach to 


SOLUBLE COFFEE 


~ production is thru- 
BOWEN ENGINEERING, INC. 


NORTH BRANCH 


Write for illustrated booklet — 
The Bowen Spray Dryer Laboratory 
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were distributed, through Scholastic Magazine, to an esti- 
_ mated total readership of 3,000,000 students, teachers and 
_ parents. With the active aid of the members of the coffee 
JAMES \\ Pil VRE & ()() industry, it is our hope ultimately to see this booklet in the 
° \ ‘ P hands of the more than 11,000,000 boys and girls between 
Ps the ages 15 and 19. 
oe 98 FRONT STREET, NEW YORK 5, N. Y. We also expect the Association's first motion picture for 
és consumer audiences to receive wide school distribution, This 
| 16 mm, sound and color film, titled “The Magic Cup,” 
will be given its world premiere before members of the 


AGENTS AND BROKERS NCA at the convention this month at Boca Raton. There- 


after, the film will be available on loan to school, club or 


FOR GREEN COFFEES church groups. Any NCA member who wishes to may - 


purchase a print of the film for his own use. 


The possibilities for selling “just one more’ are as end- 
less as our ingenuity, imagination, and sales initiative. And ‘ 
if we all pull togther, we'll do it! 


Specializing in: 
e EAST AND WEST AFRICAN 


ABYSSINIAN 
+ BELGIAN CONGO 1956 was celebrated in a number of U, S. cities—in Wash 
IN ESIA | ington at the Pan-American Union, in New York, in other 
° DONESIAN | port cities, and in a number of inland cities as well. Cof- 
| fee ships in New York harbor displayed the special “C” 
flag on the day and many public officials issued proclama 
MEMBERS: NATIONAL COFFEE ASSOCIATION tions and statements in support of the celebration, Most 
GREEN COFFEE ASS'N. OF N.Y.C., INC. important of all, some 40,000 educational packets were 
disributed to U. S. organizations, clubs and schools, de- 
scribing coffee and its importance in world commerce 


teaching the consumer about coffee 
(Continued from page 49) 


By emphasizing that coffee is a farm product, a product 
which gives much satisfaction for little cost and a product 
which is important to the livelihood of friendly nations 

| and U. S. manufacturers by emphasizing these three 
themes, the coffee industry is helping establish itself pro- 
perly in public understanding and goodwill, It is a 
tribute to the coffee industry in the United States as well 
as to the producing countries that so much progress has 
already been made. 

All of us would agree, however, that more needs to be 
done in the fields of advertising, promotion, public re- 
lations and consumer information programs. These are 
investments which are necessary to the welfare of coffe: 
and investments which will pay dividends. 


research: key to better coffee 


(Continued from page 53) 


perature of the water before brewing starts, the manner 
in which coffee and water are brought together, uniform 
wetting and extraction of the grounds, the duration of 
the extraction period, the proper temperature for the 
finished brew. The equipment should also be easy to 
clean, We have found that the coffee residue left on the 
sides of an urn stales rapidly and noticeably affects the 
quality of subsequent brews. 

After coffee has been brewed—particularly if it is made 


rn S. A, SCHONBRUNN & CO., INC, in large quantities—it is usually held at serving tempera 
Sail 77 Water Street, New York, N. Y. ' ture for some time before it is all consumed, We are 
COFFEE & TEA INDUSTRIES and The Flavor Field ; 
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very interested to know what holding temperature ts best, 
and additionally, what changes occur as coffee is held at 


a high temperature. We have research projects under- 
way to analyze the taste and aroma components of brewed 
coffee and to determine the way in which these com- 
ponents change with time and heating. Ultimately, of 
course, we want to know the influence of these changes 
on coffee flavor. Some components of coffee brew, such 
as caffeine and trigonelline are quite stable. However, 
others, like chlorogenic acid, caffeic acid, aldehydes and 
ketones are decomposed by heat at rates that may alter 
the flavor of the beverage. Only after a complete study 
of these factors can we hope to prevent the staling, de- 
terioration, and unacceptability that stop the consumer 
from drinking the extra cup. 

As you have noticed, the emphasis in all Gur studies 
is on uniformity—maintaining the same degree of roast, 
the same grind, the same kind of water, the same brewing 
procedure, There is good reason for this. We want 
both restaurateurs and housewives to be able to brew 
the best cup of coffee possible each day. They will be 
able to do this only when the materials and methods used 
are the same each time they made coffee. 

The extra cup—and many more, too—will be possible 
only by obtaining information through research and in 
tensive industry and consumer education, 


trends in instant coffee packaging 
(Continued from page 89) 


tures greater label space and exceptional display ad 
vantages for retail use. 

Another Owens-Illinois development is the Deep Cap 
closure now used by a number of instant coffee packers 
This closure has met with the approval of both consumers 
and coffee packers. Consumers like it, because it is easy 
to grip and to handle. Packers like the Deep Cap, be 
cause it handles well on high speed filling lines and adds 
to the attractiveness of the complete package 

The tamper-proof inner seal is another result of glass 
packaging reearch which has helped to preserve the origi 
nal freshness of the product and to increase the appeal of 
soluble coffee to consumers. It is an inner membrane 
liner which adheres to the glass finish through use of a 
special adhesive, according, in effect, a protective secon 
dary seal for the product. 

An indication of the consumer popularity of the tamper 
proof inner seal is provided by the Home Makers Guild 
of America survey on soluble coffee which shows that 
more than 84% of homemakers who have had experience 
with the inner seal favor use of this protective device 

Highly important from a merchandising standpoint 
has been the increased use of ‘‘stacker” jars for instant 
coffee. Instant coffee jars with stacker features are de 
signed to provide safe and easy stacking of containers 
for retail display or shelf-stocking purposes, This de 
velopment permits the stacking of one glass jar on top 
of the other without the use of unsightly corrugated 
or cardboard dividers, This principle also eliminates 
the practice of stacking jars with the top one upside-down, 
closure on closure. Results have been more attractive 
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Belgian Congo's Coffees 


Kivu Arabica and Congo Robusta 
Official types with constant char- 


acteristics in green, roast and cup. 


COMPTOIR DE VENTE 


DES CAFES DU CONGO 
CAFECONGO 


Soc. Coop. 


Head Office: Management: 
Forescom Building 


P.O. Box 356 106. Rue Belliard 
LEOPOLDVILLE BRUXELLES 
Belgian Congo Belgium 


Cables: CAFCONGO 


SARDENBERG, WYSLING 


COMISSARIA E EXPORTADORA, LTDA. 
formerly Ribeiro, Carvalho & Cia. Ltda. 


COFFEE EXPORTERS 


SANTOS « PARANAGUA 
RIO DE JANEIRO «+ ANGRA DOS REIS 


RUA 15 de NOVEMBRO, 94 — SANTOS 
Cables: RICA and RICAE 
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C. E. Bickford & Co—New Orleans $1 PCOM.—Lille 
E. A. Johnson & Co.—San Francisco Robert Lamber—-Copenhagen 
McKenna Co., Inc.—St. Louis Aktiebolaget Nilsson & Blide 
Rauski & Schuett SR. Lida Stockhelm 

Buenos Aires Ernest A. Breminer Limited 
José Aldao—Montevideo London 
Einar A. Engelstad & Sonn—Oslo Carlo Porges—Trieste 
Henrik Hafstad—Bergen Soc. $. C1. E Rr l—Milano 
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Auqust F. Kurtr—Hamburg Handels Vereeniging 
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displays of soluble coffee and less working time employed 
building them. 

One of the most interesting merchandising develop- 
ments in the soluble coffee field has been the trend toward 
larger size packages, a tendency to ‘wrap it up big”, 
which has become quite noticeable in the cases of a num- 
ber of consumer packages. 

One has only to look back a year to recall the swarm 
of “king size” and “family size” carbonated beverage bot- 
tles which were introduced to the public in response to 
this trend. The growth of large size milk containers, 
half-gallon and gallon, in many major markets, such as 
Chicago, Milwaukee, St. Louis, Memphis and other cities, 
is something of a postwar phenomenon. The bulk of 
liquid starch is packaged quart bottles, but the half- 
gallon bottle is growing popularity, In view of the 
general trend toward the “large economy” or “king- 
size’ package, it is possible that a number of homemakers 
would be interested in buying liquid starch in gallon sizes. 

Other grocery store items which have been introduced 
in large packages include cereals, mayonnaise, juices, 
detergents and household cleaners, to mention only a few. 

The first instant coffee packages were almost entirely 
in the 2-ounce size. As the popularity of the product 
grew and as use in individual households increased, 
ounce, 5-ounce and 6-ounce jars were introduced to meet 
consumer demands for a larger package. 

Consumers, who in the last analysis pass judgment 
upon both products and containers, are responsible for 
the growth of larger packages for instant coffee. Ac- 
cording to the Home Makers Guild of America survey 
previously mentioned, the principal reasons given by 
homemakers for preferring the large containers are: (1) 
economy; (2) supply lasts longer. 

Incidentally, regarding the consumer's opinion of 
economy as related to instant coffee, the number of 
women believing that it would cost them less if they 
changed over and served only instant coffee is growing. 
Only a little more than one-fourth believe that soluble 
coffee costs more than regular coffee, while 44.1% be- 
lieve it is less expensive and 28.1% believe the cost of the 
two is about the same. 
Coffee from French West Africa 


The quantity of coffee exported from French West 
Africa and under the control of the Abidjan Port for the 
period September Ist, 1955, to September Ist, 1956, was 
1,700,000 bags. 


DUPUY 
STORAGE & FORWARDING CORP. 


GENERAL FORWARDING AGENTS 
DRAYAGE 
CARGO SUPERVISION 


260! Decatur Street New Orleans, La. 


Weighing Warehousing 


TEA INDUSTRIES and The Flavor Field 


‘ 4 


one-cup instant coffee packages 
(Continued from page 93) 


WHITE CROSS 


LEADERSHIP IN 
COFFEE MAKING! 


THE 
SPEEDMASTER 


Gas or Electric 


3. When properly packaged, the qualities of flavor, | 
potency, color and strength are uniformly maintained. | 
This, of course, is of special importance to the consumer 
as well as to the manufacturer, whose brand identity and | 
reputation is closely involved. 
4. Every unit acts as a silent salesman. 
The problem of distribution to restaurants and to re- | 
tail stores is much less difficult than distribution through 
less well-established channels. The largest potential use 
> of single service coffee packages centers in markets 
where distribution is difficult. These markets include Exclusive filter process assures 
offices, industrial plants, places of recreation, as well as | 
travelers using auto, air, rail, boat and the motel. While 
considerable progress is being made with the problem of | flavor. More coffee per hour 
distribution through these channels, work in this field 
is still in its infancy. Manufacturers of vending machines 


no waste, no sediment, full rich 


than any unit of sumilar size. 


are seeing the problem and many others are working ac Write for information 

tively to develop satisfactory solutions for distribution ALL MODELS AVAILABLE 
t is ever-growing ti i 

o this ever-growing market for instant coffee Gas or Electric (also plug-ins) 


; TRIS IST TS CLUBS 
sew Gaver, crome for lnstente FOR HOTELS RESTAURANTS LUI 


(Continued from page 97) 
WHITE CROSS 


And about $400,000,000 75 spent yearly on a compromise 


basis, in order to get a little coffee flavor with the greater NATIONAL STAMPING & ELECTRIC WORKS 
convenience, rather than no coffee at all. 

MO. 

In our new method of retaining the flavor in the soluble 2215 CLARK AVENUE ST. LOUIS 3 

coffee, we can control the amount of flavor and aroma in oP 

the finished product 


The process is unique in that it can control both the syp. 
of the flavor and aroma desired, and the quantity of the 
flavor and aroma. For example, if a blend is composed of 
high roast and medium roast coffees, it will be possible to 1 
utilize the flavor and aroma from the high roast coffee in ARNO I) DORK & (‘0 VC 
the finished soluble coffee product. If a blend is composed l J 9 sls iat 
of low grade and high grade coffees, the flavor of the high 
grade coffee can be accentuated in the soluble coffee powder 105 FRONT STREET, NEW YORK 


It is our opinion that those countries which wish to up 
grade the quality of the green coffee beans which they ship 


for export should consider the utilization of their low grade : 
coffees, such as Basillas. The aromatic qualities of many Representing 
low grade coffees are excellent, and great economic savings ; 
can be achieved without hurting the quality of the finished | reliable Shippers 
| of quality coffees 
DAVID A. KATTAN 
HONDURAS WASHED COFFEES : producing countries. 


HONDURAS UNWASHED COFFEES 
Cable Address: DORRCAFE 


607 Tchoupitoulas Street 


Telephone CAnal 5745 New Orleans 12, La. 
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soluble product. In fact, better flavored soluble coffee can 


America S$ best-selling coffees now be made with the cheaper grades of sound coffee than 


are at present being made from expensive coffees in the 


in each field come from praises 
| In those plants which are already installed and operating, 
no change whatever needs to be made in their present equip- 
‘ment. A change in their process and some additional 
‘equipment is required. 
Plants which are in the process of being designed, or 
|which are not yet in the blueprint stage, can very easily in- 
\corporate this new method of ‘flavor control.” 


| The world has been waiting for a soluble coffee which 
imparts to the cup the rich aroma and flavor of roasted 
coffee. The sales of soluble coffee will increase throughout 
the world without necessarily diminishing the sale of roasted 
VACUUM PACK ‘and ground coffee. More people will drink more coffee be- 
\cause the flavor and aroma of soluble coffee will be more 
satisfying. The convenience of preparation plus the im- 
prooucts | provement in flavor and aroma will create more overall con- 
p+ sumption of coffee. 


GENERAL 
FOODS 
instant coffee merchandising 
| (Continued from page 95) 
INSTANT 
DECAFFEINATED sist on a special blend or flavor in coffee just because he 


MEMBER OF likes it! His taste may be typical of his area, but he had 


better not take any chance on it. 
MAXWELL HOUSE #7) IN CAS 
| Every good manufacturer of instant or regular coffee 


ww Division of General Foods ‘knows there are definite taste trends in various areas 

jof the United States, and just what they are. Your cus- 
tomer in San Francisco wants an entirely different blend 
from your custome: in Philadelphia or New Orleans. We 
[know these differences, and we can blend and roast an 
linstant or regular to any regional taste. 


Your own brand instant coffee can be sold at a special 
price reflecting a saving to the customer. A “two for” 
loffer may show a ten-cen-per-jar economy, while special 
loffers giving five or ten cents off per jar are very effective, 
if limited in time. ‘Tie-in sales with related items, such 
as tea bags, cake mixes or pastry, or other similar pro- 
ducts, can also be effective. 


A wide variety of premiums also are available at low 
cost, cither to be given with each jar or to be available 
through turn-in of a specified number of jar labels or 
icaps, depending on the value of the premium, Coupons 
lalso may be sent by direct mail or included in advertise- 


Consult us about 
improving sales 
with a QUALITY 
PRIVATE LABEL 
INSTANT COFFEE 


R. Markey & Sons Inc. 


Established 1863 
95 FRONT STREET 


Inquiries 
Promptly NEW YORK CITY 5 
Answered 


COFFEE INSTANTS. | INC. CERTIFIED WEIGHERS | 


INSPECTORS, SAMPLERS 
QUALITY VOU CAN BE PROUD OF AND supeRvisons = 
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ments, entitling the holder to a discount on presentation. 
The wording of such coupons is highly important and 
should be passed upon by your attorney or someone 
completely competent to check on the limitation of your 
obligation. 

Another thing to bear in mind in marketing your own 
brand of instant coffee is that the trend today is toward 
the purchase of the large-size jar. Instant achieved its 
first popularity in the two-ounce size, but soon it was 
found that a four-ounce, then a five- and six-ounce jar, 
was just as popular. Recently an eight-ounce jar has 
come on the market and is being watched with consider- 
able interest in the trade. 

One of the most challenging things brought out re- 
cently in a motivational research report by the Pan- 
American Coffee Bureau was that Americans tend pretty 
much to look upon coffee as “just plain coffee’... in 
other words, that all coffee is much the same. At first 
glance this would seem to make it easier for you to 
market your own private label brand. But remember, it 
also makes it just as easy for the other fellow to do the 
same thing. What it really means is that you must be 
doubly certain of the quality of your product, do a good 
job in educating your customer in that fact, and then 
keep up your sales efforts to prevent your competitor 
from taking your customer away from you. 


chicory in instants 
(Continued from page 99) 


favorite strength beverage, an excellent selling point. 

Placement of this powder under our “Old World” 
label in stores like Macy's, Gimbel’s or Altman’s, without 
advertising, shows steady sales at prices in line with pure 
instants. 


Coffee men head controller units 


J. Lowell Johnson, controller, J. A. Folger & Co., has 
been elected president of the Kansas City Control of the 
Controllers Institute of America. 

The new president of the organization's San Francisco 
Control is Stanley B. Murray, controller, M. J. B. Co. 
Joseph A. Braun, vice president and controller, Schilling 
Division of McCormick & Co., Inc., has been named a di- 
rector of the local group. 


“ECOMAR”’ 
"EMPRESA COMERCIAL DO ULTRAMAR, LTD. 
LEADING EXPORTERS OF 


ANGOLA COFFEES 


(they are sweet and they will bring 
down the cost of your blends) 


LISBON Ass’ctd Head Office: LUANDA 
Joao lidefonso Bordallo P. 0. BOX 754 
R.de S.Julido. 62-2° ANGOLA 


Cable Address: JODALLO (Portuguese West Africa) 


Leite Barreiros S.A. 
Comissaria e Exportadora 
Coffee 


Rua do Comercio 46 
Santos, Brazil 


Represented by 
Abella & Co. 
88 Front St. 

New York 5, N. Y. 


A. BAUMANN & Co. LTD. 


Trading Subsidiaries 
A. Baumann & Co. (East Africa) Ltd. 
A. Baumann & Co. (Uganda) Ltd. 


EXPORTERS ( AJB ) MILLERS 


East Coffees 


Agents 

Wolmet Raw Products Co. New York 
Otis McAllister & Co. New Orleans 
Otis McAllister & Co. / , 
6. ( San Francisco 
Otis McAllister & Co. |} L | 
J. B. Ruth & Co. j os Angeles 

Canada 


Otis McAllister (Canada) Ltd. Canada 
Steel Brothers & Co., Ltd., Vancouver 


Europe 
A. Baumann & Co. (London) Ltd. London 
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world coffee trends 


(Continued from page 101) 


? | | are searching for more flexible ways to prevent economic 

THE NESTLE COMPANY | | difficulties, which may contain fewer long-term hidden 

| | dangers. They favor market consultation, cooperation to 

INC. | | expand consumption, and exchange of technical infor- 
mation 

A vigorous demand for international action was pre 


2 WILLIAM STREET sented by the governments of the chief Latin American 


coffee countries at the Rio meeting of Ministers of Fi- 

Pi WHITE PLAINS, NEW YORK nance and Economy in November, 1954, The United ‘ . 
| States, which absorbs about 609% of world exports, al- 
| though doubttul of the practicability of a control scheme 

- for this commodity, agreed to participate in exploratory ; ' 
studies, the responsibility for which was assigned to a 
sub-committee of the Special Coffee Committee of the 
Inter-American Economic and Social Council, Aided by 
F the staff of the Organization of American States and by 
- : | | consultant economists, a report was prepared at the end 
N S A | | of 1955 which emphasized the extreme economic vul- 
"0 nerability of coffee and suggested that consideration be 
gore given to the negotiation of an international agreement 
N S T A N T C 0 F embodying buffer stocks and quota devices. Member 
governments were requested to decide whether work 


should be initiated on developing the framework of such 


an agreement 
The request for a policy decision on this critical issue 
was sent only to governments of the OAS. Neither 


European consuming countries, which absorb about a 
third of world imports, nor African producers, were con 
sulted directly. The U.S. is the only major coffee con- 
sumer in the Organization; and its response was not en- 


| couraging. Doubting the practicability of solving the 

a ; problem by means of market control, the U. S. govern- 

otting your bearings ment stated that it would decline to participate in ne 

in foreign trade can be made gotiations for such an agreement, or an agreement itself, 

a easier and more pleasant with were one to be concluded. To dispell the charge that it 
- the experience and know-how | was merely obstructive, the U.S. government expressed 
of the West’s oldest name the view that solution of problem must stem from a 

in international banking more complete knowledge of the world coffee situation 

Wells Fargo, | than exists at present, It urged producing countries to 


utilize the services of competent organizations to de- 
velop more adequate and reliable statistical information 
ind expert analytical work to give a firm basis to studies 
of both the current situation and future prospects, and 


Since Clipper Ship days, 
our Foreign Department has 
an unbroken tradition 


of helpful service. 


Put it to work for you 
dial SUtter 1-1500, 


SOCIEDAD COOPERATIVA ANONIMA 
DE CAFETEROS DE NICARAGUA 


Sends greetings to the members of the 
National Coffee Association 
And will be pleased to answer any inquiries 
regarding Nicaraguan coffees. 


Nicaragua produces one of the best mild coffees in the world 


2a. Calle No. 102 A Cable Address 
Managua, Nicaragua P. O. Box 721 SOCOCANIC 


BOARD OF DIRECTORS 
Julian Bendana 


President 
- Belli Dr. dong Antonie Gontélez 
WE LLS | Ht qa BAN Te Dr. Jose Ignacio Gonzdlez 
MAKKET AT MONTCOMERY MAKKET AT GRANT AVENLE © San Francisco Dr. Raul Lecayo Montealegre, Dn. José Frizione, Dn. José Maria Lopez 
MP FEDERAL DEPOSTT INSLRANCE CORPORATION 
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it expressed its readiness to help in cooperative efforts eee; 


along these lines. 

Washington's position came as a blow to Latin Ameri 
can countries, and was resented by many. On the other STANDARD BRANDS Inc. 
hand, the action of the market—for coffee prices re 
mained very firm—indicated that the situation was not IMPORT DIVISION 
devoid of basic complexities. After a period of hesitation, 
the Special Coffee Committee decided to proceed with 
the drafting of an international coffee agreement. 

The task was entrusted to a drafting committee of 
representatives of four coffee exporting countries, aided 93 FRONT STREET 
by the staff of the Organization of American States. Work 
on a buffer-stock-cum-quota agreement is still going on New York 5, N. Y. 
Recently, the staff of O.A.S. solicited the services of a 
number of economic consultants, some of whom have been 
active in the commodity agreement field 

Support for an international agreement “with the ob 
jective of avoiding sudden and unjustified fluctuations of 
coffee prices, and of keeping prices equitable to pro- 
ducers and consumers’, has been expressed by the coffee 
growers of 14 American countries associated in the 
FEDECAME organization. At a meeting in Mexico City 
in June, 1956, the subject of a coffee agreement was dis 
cussed, and a resolution was passed approving the work 500 NATCHEZ STREET 
of the Special Coffee Committee. Previously the FEDE- New Orleans, Louisiana 
CAME countries had recommended a system of export 
quotas and the establishment of an international coffee 


Cable Address: STANCHAS 


501 DE HARO STREET 
San Francisco, California 


bureau. 


CAIXA POSTAL 980 
Santos, Brazil 


African countries, too 


International discussions have been held also among 
African producing countries. However, emphasis has 
been less on export control schemes or other formal tech. 
niques, perhaps because production is still increasing 
rapidly in these territories, than on consultation and ex 
change of information. Meeting in Lisbon in the spring 
of 1956, the respresentatives of African coffee countries 


discussed the establishment of an Inter-African Coffee 
Association to promote studies of general interest, to 
stimulate consumption and to encourage the exchange of a 


experts and technical information. 
Inevitably the problems of the world coffee economy 
figured prominently at the meetings of the U.N. Eco 


nomic Commission for Latin America. At a meeting held HIGHEST QUALITY 


in Bogota in September, 1955, a resolution was adopted 


requesting ECLA and FAO to make available their coffee WASHED SALVADORS 


studies, and expressing the hope that the Special Com 
mittee on coffee of OAS will complete its study in the 
shortest possible time and make its results available to 


| | | MANON 
| SANTA LUCIA 


COFFEE FILTER PAPERS ATEOS 


| We maintain stocks in New York 
to fit all sizes of urns at very at- 
tractive prices. 


| 


HH. REEVE ANGEL & CO., INC. 
_ 52 Duane St. New York 7, N. Y. 


SAN SALVADOR, EL SALVADOR, C.A. 
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governments interested in the international trade in coffee. 
work on fact-finding and analytical 
studies is proceeding at various places. Special mention 
must be made of the joint FAO-ECLA Study, mentioned 
in the previous paragraph, of Latin American coffee eco- 
nomies, A comprehensive survey of production, financial 
aspects and production trends in El Salvador has been 
completed, and the report is in process of preparation 


In the meantime, 


A survey on an even more extensive scale has been started 
Further investigations, which will lay the 
groundwork for crop forecasting and for realistic studies 


in Colombia 


of production trends, are in course of preparation in other 
countries 

Recently the coffee problem has been discussed at vari 
the United Nations. The Com 
mission on International Commodity Trade of the Eco 


be kept in 


ous world forums of 
nomic and Social Council has requested to 
formed of developments 

Coffee was placed on the agenda of a meeting of the 
FAO Committee on Commodity Problems in June, 1956 
After a comprehensive review of the world coffee situa 
tion, on the basis of a paper prepared by the staff, the 
committee requested the director-general of the Food and 
Agriculture Organization to consult member governments 
on the desirability of calling an ad-hoc inter-governmental 
meeting on coffee of all interested governments early in 
1957, This action was motivated by the feeling that, use- 
ful though regional discussions have been and will con 
tinue to be, the time has perhaps come to discuss the 
problems of coffee in a world-wide forum which would 
provide representation of both producers’ and consumers’ 
interests 

What will be the outcome of all those efforts? Obvi 
ously much will depend on market developments. But 
it is clear that should severe problems emerge, they are 
not likely to suffer from neglect. Statesmen of the 
countries concerned realize the far-reaching ramifications 
of the issues and their importance to the economic, social, 
political and cultural life of the nations of two conti 


nents 


advances in coffee production technology 


(Continued from page 103) 


In Costa Rica a small number of water applications is 
practised at the time of blooming to stimulate flower pro 
The good equip 


duction and thereby increase the crop 


ment now available for overhead irrigation makes this 
type of watering the most practical in hilly terrain 

Studies carried out in Kenya, Belgian Congo, Cameroon, 
El Salvador and Brazil have demonstrated the high value 
of the application of mulch to increase yields, especially 
in dry and unshaded plantations. 

In Kenya, Brazil and E] Salvador, as a result of this 
practice, yields have sometimes been more than doubled 
The advantage of this operation is recognized in Kenya 
to the extent that they have been advocating the growing 
of grasses solely for use as mulching material. They have 
alse given consideration to the mechanization of the opera- 
tion in order to reduce labor costs. Although a study of 
the economics of mulching was carried out in Tanganyika 
a few years ago, showing high benefits under the particu- 
lar conditions of the area, the matter needs to be taken into 
consideration in different countries. IBEC Research Insti- 
tute is now carrying out this type of study in Brazil. Be- 
sides the resulting large increase in yield, it should be 
mentioned that mulching is a significant factor in soil 
conservation, 

New fungicides, insecticides 

New fungicides and insecticides are being used tor the 
control of pests and diseases in coffee, as well as in other 
crops. Some of the new stickers which allow the chemi 
cals to stay on the leaves in spite of rainy weather are 
proving notably important in the wet tropics. The Ameri 
can leaf spot, the most important disease in several of the 
coffee producing countries, is now combatted in Costa 
Rica by spraying with such copper fungicides as Basicop, 
tribasic copper, Perenox, Crag and Copper A. Each year 
new plantations are being sprayed, and now a private 
company is custom spraying in the country, Fermate, an 
iron organic fungicide, has been used successfully in the 
control of die-back of young seedlings at the Inter-Ameri 
can Institute of Agricultural Sciences. 

In the Orient, besides Bordeaux mixture, which has 
been used for a number of years in the control of the 
Hemileia leaf rust, several of the new proprietary copper 
fungicides have entered the picture with good results. 
Studies actually in progress indicate that the use of other 
chemicals of the eradicant type may soon have great im 
portance in the control of coffee diseases, DDT, Aldrin, 
dieldrin, chlordane are replacing some of the older in 
secticides to fight several of the main coffee pests, 

New types of sprayers may revolutionize plant pro 
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tection methods in coffee culture. With some of the ap 
paratus, called micro-sprayers, it is possible to apply 
chemical in very low volumes, mixed with water or oil. 
The size of the equipment and the small quantity of liquid 
used allow treatment at farms located in areas where 
standard methods could not be practical. 

The studies now being carried out at the Rust Research 
Center in Portugal to find coffee types resistant to the 
various races of the Hemileia fungus is a development 
which will probably have great significance in coming 
years. Some Indian and Ethiopian coffee trees have al- 
ready been found immune or resistant to all the cultures 
of the rust for which they have been tested. 


Weed control 


Coffee, especially when planted without shade, requires 
that the growth of weeds competing for soil moisture and 
nutrients be checked regularly. The common manual 
operation of cultivation is costly in terms of money and 
man-hours. While some of the larger estates are now 
using tractors, this method is not practiced by small grow 
ers or on plantations established on too hilly lands, as is 
often the case 

For quite a while, coffee growers have been interested 
in the possible use of herbicides to control noxious weeds 
In several places they tried 2-4-D, but unfortunately, al 
though this chemical suppressed the growth of most broad- 
leaved weeds, it was useless on grasses, which are very 
detrimental to coffee production In recent years, a series 
of weed controlling chemicals have been tested in India, 
Costa Rica, Hawaii and Kenya, 
ter-American Institute of Agricultural Sciences that good 
control could be secured with Sodium pentachlorophenate 
mixed with the butyl ester of 2-4-D in a carrier of com 
bined common Diesel oil and heavy aromatic naphtha. An 
other formula proprietary material 
Sinox General, fortified with the butyl ester of 2-4-D in 
heavy aromatic naphtha and water. In Kenya they now 
advise the use of Shell weed killer with the emulsifiable 
Hawai, 


It was found by the In 


successful was the 


oil based compound of Pentachlorophenol, In 
where herbicides have been used for a number of years, 
Dalapon (dichloro propionic acid 2-2) is now considered 


as most effective in controlling all types of grass. This 
chemical is also gaining wide acceptance in Costa Rica 


for weed eradication in coffee plantations. 

It is still often stated that coffee requires four to five 
years before yielding a commercial crop; this is considered 
a serious handicap by most investors, who wish to obtain 


returns from their money in the shortest time. The 
“hedgerow” system of planting, developed in Guatemala, 
using no shade and very close spacing, seems to overcome 
this difficutly. In a cooperative experiment carried out 
by the United States Department of Agriculture Rubber 
Station and the Inter-American Institute of Agricultural 
Sciences at Turrialba, Costa Rica, a yield of the order otf 
750 pounds per acre was obtained the second year after 
setting the plants in the field; such a yield is almost double 
the average of the country at all ages Five and a halt 
years after the establishment of the trial there had been 
four harvests totalling the equivalent of nearly 7,000 
pounds per acre. On the basis of the country average, 
this should have required 17 years. In El Salvador, Guat 
mala and Costa Rica, a number of farmers are now trying 
to use this new method. It should be mentioned that in 
the case of the experiment reported, generous amounts of 
fertilizers were applied, There are indications that high 
yield, per acre, cannot be long sustained without proper 
soil fertilization, 

Some outstanding advances are also occurring in the 
field of improvement of planting materials. Following the 
results of research, many growers are using new types 
issued from selections or recommended by experiment sta 
tions after comparative trials. In the Brazilian states of 
Sao Paulo and Parana, a large proportion of the new 
plantings are made with seedlings of improved Bourbon 
and Caturra and Mundo Novo varieties. The demand for 
seeds of these varieties is so great that several farmers are 
now specializing in the seed production business, In Cen 
tral America in general, the trends are to use more trees 
with Bourbon characteristics, and in Costa Rica a promis 
ing new variety, Villalobos, is being propagated rapidly 
In Indoneisa, high yielding clones of the Canephora (Ro 


busta) type are now used extensively 
Spectacular change 
A spectacular change in the processing of washed coftec 
The old 
system of fermenting the coffee beans after pulping pre 
sents the disadvantage of being a lengthy operation, re 
Moreover, there is always the 


danger of impairing quality by over-fermentation, Most 
of coffee technicians seem to agree that fermentation per 


is being adopted by a number of producers 
quiring costly installations 


se does not improve quality and is useful only as a means 
of removing the mucilage surrounding the beans in parch 
ment. Hence, methods have been devised by which this 


operation can be carried out chemically or mechanically 


TO EACH OF YOU 


.. . of the National Coffee Association we 
say with gratitude and pride: 
“Welcome back to Boca for your 


46th annual convention . . . Nov- 
ember 26-29, 1956. We'll do our 
best to help you make it the best 
one yet!” 


Boca Raton 


HOTEL & CLUB 
Boca Raton, Florida 
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Several factories are now trying to use caustic soda or 
lime and ash to remove the mucilage, or a new type of 
machinery which by friction gives a product ready to be 
washed and dried in a matter of minutes. For the final 
job of processing, a new electronic device has been intro- 
duced in some plants to replace the tedious operation of 
hand sorting 

It is to be expected that more and more advances in 
coffee production tec hnology will emerge as time goes 
on, thanks to the work of scientist supported by the pro- 
ducers and consumers who have a common goal, Le., a 
cheaper and better coffee 


an international agreement 


(Continued from page 105) 


would not be subject to abrupt oscillations detrimental to 
the industry and injurious to coffee consumption, 

As such an agreement, in order to prove efficient, would 
require also that the interests of the other party—the buy 
ers—be consulted, we could not dispense with the coopera- 
tion of the United States, for the United States is the largest 
consumer in the world, and its agreement to the plans of the 
growers would be a guaranty of its sound operation 

Therefore, it would never be too out of line to insist on 
this. The various governments in Latin America are already 
convinced of the necessity for this agreement, The reso 
lutions made by the different finance ministers at the meeting 
that took place at Quintandinha in 1954, adopted it in 
principle and resulted in the study of the coffee situation 
by a Special Commission, Also, from the work done by the 
“CEPAL", last year, in Bogota, came unanimous indication 
that efforts should be made for the realization of an in- 
ternational agreement of coffee growers and consumers 

The agrement, therefore, is a going idea. It has already 
been considered by the interested countries who recommend 
ed it in conventions. We deem it indispensable to the 
fullest development of the coffee business. 

Though we recognize the difficulties to be met in reaching 
an understanding on a sound basis, in connection with which 
all the growers, within their needs, will assume serious 
commitments to be strictly complied with, we do not see 
why we should let those facts discourage us, On the con- 
trary, we deem it indispensable to continue insisting on this 
agreement until a satisfactory conclusion is reac hed 
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mild coffee from Brazil? 


(Continued from page 106) 


— 


and treacherous, but we can’t recall any rush orders for 
this quality last crop or the previous one. 

There are other districts that produce firm quality, but 
the production is small and of the smaller, genuine Bour- 
bon type. Again, why wash these? 

The biggest barrier to success with a mild type of Brazil 
is, of course, the price. When Brazils were in the 20¢ 
to 30¢ level, it was possible to sell premium Santos and 
Sul de Minas. Today, the demand is price. This includes 
Paranas to Santos 4's, and apparently, from the way buyers 
act, 25 points is enough to kill your chances of business, 
despite previous good deliveries. Another consideration 
is the increasing usage of coffees for soluble coffee, which 
again would attract little or no interest. 

We are therefore convinced that what buyers want is 
not fancy Brazils or washed Brazils, but rather reliable, 
uniform, soft Santos and Parana medium grades to low 
grades at an attractive price. 

These are the coffees in demand, and Brazil can do no 
better than to find ways and of protecting herself from 
ruinous frost, rains and droughts. This is a big enough 
problem, and one which has, and always will, plague her 
best efforts. 

In short, Brazil’s competition is not from Colombia and 
Central America, but from Africa and other low-grown 
coffees, and she will do well to keep this foremost in her 


future plans. 


Switzerland's indirect imports 
(Continued from page 133) 


of triangular switch transactions, or in barter with Swiss 
products exported to foreign countries, The prices of 
coffee imported by these abnormal routes lie considerably 
below those offered from the country of origin directly. 

For all these reasons, it seems hardly possible to give 
reliable figures concerning the present coffee trends in 
Switzerland, for the so-called indirect importations are 
usually camouflaged. 
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Part 1 


This article 1s from The Gavaudan Flavorist, house organ 


of Givaudan Flavors, Inc. 


The flavor industry has often been considered a step 
child in the family of modern industries but it can be 
established that the grandfather was the spice trade and 
surely the mother was the perfume industry. This leaves 
us to assume, by the strong resemblance in characteristics, 
that the father was none other than pharmacy. Fortun- 
ately for the future of the industry, flavors have been 
“going steady’ with chemistry for half a century, 

While the heart of the flavor industry is essential oils 
and aromatic chemicals, versatile solvents can definitely 
be considered its good strong right arm. Without suitable 
solvents our products would be useless to a large sep 
ment of the food industry and to the housewife 

The following solvents are approved and in use in the 
United States: ethyl alcohol, gylcerine, propylene glycol, 
vegetable oils, gums and sugars. At other times, and in 
other countries, materials 
homologues of ethanol, carbowax, other glycols and 
polyethylene glycols have been proposed for use as 
flavor solvents. There is, however, little chance that any 
of these will be accepted in this country 


such as carbitol, mineral oil 


Quite often a flavor manufacturer is asked to produce a 
flavor containing no solvent, on the theory that use of a 
solvent means an unnecessarily weak flavor or high cost 
It is possible to make some completed flavors in a con 
centrated, or oil form, particularly those which are com 
posed entirely of essential oils, but most finished flavors 
are prepared from ingredients which are not mutually 
soluble and which require the inclusion of a solvent which 
will retain the flavor character in a useful, homogeneous 
form. 

Ethyl! alcohol is considered the best flavor solvent, and 
indeed, no truer general statement can be made on this 
subject. It was probably the first one used, dating back 
700 years to Arnold of Villa Nova who used it to dissolve 
the flavor portion of sage and rosemary for internal con 
sumption. More dilute alcohol, in the form of wine was 
undoubtedly used even earlier. 

November of this year marks the 15th anniversary of 
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flavor solvents 


By EARL MERWIN, Givaudan Flavors, Inc. 


the approval of propylene glycol by the FDA as a solvent 
in household flavors and it occurred to us that this 1s a 
good time to review the development of these products to 
see what is desired of a flavor solvent 

Solvents permit homogeneous mixtures to be made from 
such physically heterogeneous substances as vanilla ex 
tractives, orange oil, vanillin, anise oil and wintergreen 
oil. 


vidual servings of a dessert with the proper combination 


Solvents enable the housewife to flavor four indi 


of flavomatics in the incredibly small proportion of a 
few parts per million, just as they enable the food pro 
cessor to distribute these small quantities of materials 


and uniformly throughout a large batch 


quit kly 


SOLVENT 
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Proper solvents must be retaining the 
flavor added to food in spite of rugged conditions ot tem 
perature, heat Flavor 


solvents should be relatively inert to flavomatics under 


synergistic in 


exposure to alr, and moisture 
storape and processing conditions 

Solvents, particularly those used in household flavors 
should be edible in view of the relatively large quantities 
used in food products. A housewife may add as much 
as a teaspoonful of flavor to a pint of food, which ts 
0.78% 


centration, 


Flavor solvents should be tasteless at this con 


Flavor solvents must be They must be 


good, versatile solvents, dissolving many different classes 


inexpensive, 
of chemicals and flavomatics. Flavor solvents should be 
miscible with water, the major ‘solvent’ in food products 
and/or fats and oils, the second most important solvent in 
Miscibility with water is important in 
another sense. too. The diluted solvent must still be a 
good solvent. For most the diluted 
more acceptable than the same solvent at full strength 
since more natural effects are obtained by employing oleo 
resins, extracts and tinctures in combination with essential 


food products 


flavors solvent 15 


oils and flavomatics. These are generally more soluble 
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in diluted alcohol, glycerine and propylene glycol than in 
the concentrated counterpart. 

A group or series of flavors intended for a class of food 
products might be so formulated as to allow the use of 
more than one of the solvents alone or in combination. 
Another series of flavors for a different application might 
automatically eliminate the possibility of using a given 
solvent, discussion concerning advantages of each sol 
vent will make it apparent that the choice of a solvent or 
combination of solvents is not left to chance by the flavor 
chemist but is dictated by the constitution of the flavor and 
the uses for which it is intended. 


(Next month: 
properties and flavor) 


ocean transportation 


(Continued from page 139) 


receivers of coffee, Today this situation no longer is 
prevalent, and we regularly receive requests to berth 
vessels at ports ranging from Florida to Montreal, Canada. 
Between these two termini come the ports of Savannah, 
Georgia, Charleston, South Carolina, Norfolk, Virginia, 
Baltimore, Maryland, Philadelphia, New York and 
Boston, 

Each request is important, and must be considered 
all its aspects, for the steamship lines realize that they 
have obligations to the trade of serving it and carrying its 
cargo not only from the ports “where the cargo is’ but 
also to the ports “where the cargo is required” 

We are anticipating future further demands on our 
ingenuity with regard to the servicing of additional lo- 
calities, which undoubtedly will come into prominence 
when the Saint Lawrence River project is completed. 
There we will face not only the prospect of a lengthier 
voyage with additional ports of call, but we will find it 
necessary to rearrange the rotation of the discharge ports 
to prevent excessive backtracking between ports out of 
geographical rotation, At the same time, we must be able 
to find a way to favor the ports which receive the bulk of 
the cargo, with a service befitting such traffic. 

How we, the shipping companies, are going 
the problems of the future will, I am certain, be solved 
and just as present ones are being solved, 


to meet 


In review, we would say that the physical loading and 
discharging of coffee, the stowage, and care while on 
board, have not changed materially, and that the greatest 
change in connection with ocean transportation of coffees 
from Brazil to United States East Coast ports has been 
in the matter of scheduling, which is so intimately bound 
up with changes taking place in the coffee industry itself 
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Edibility, cost, solvent power, preservative 


A Finer Vanillin 
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the coffees of India 
(Continued from page 134) 


recently approved by the government of India and 
brought into operation beginning October Ist, 1956. 

The Plan seeks to increase coffee production chiefly 
by intensive cultivation of existing stands of coffee. 
Both scientific research and the experience of progressive 
planters prove that the yield could be doubled by efficient 
cultivation, and that this will be more economical than 
bringing new areas under coffee. However, a small ad- 
ditional area of nearly 24,000 acres is also to be brought 
under coffee during the present plan period of 1956-57 to 
1960-61. 

The Coffee Development Plan, apart from assisting the 
industry to double its present production of coffee to 
meet the increasing home demand and to build up size- 
able surpluses for export, will also help promote the 
economy of the hilly tracts, where coffee planting is the 
main industry, and also contribute in the expansion of 
the employment potential of the country, which should 
follow as a result of development of plantations and its 
allied industries and trade. 
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preserved ginger 


By E. BROWN, Colonial Products Laboratory 


Part 2 


Preserved ginger is better known in Europe and elsewhere 
im the world than in the United States. But it is an ancient 
product, one that was a factor—and still is—in the develop 
ment and production of the spice itself. This 
mary, from matertal in Colonial Plant and Animal Products 


fills a void. Published information on the subject has been 
sparse and scattered, 


hasic sum 


The following grades of ginger in syrup are prepared 
in Hong Kong:° 

Cargo ginger, consisting of the largest rhizomes. 

Small cargo ginger, comprising the rhizomes not large 
enough for cargo ginger 

Young stem ginger. For this grade the rhizomes are cut 
into large oval pieces about the size of a pullet’s egg 

Choiwe selected stem ginger. This consists also of 
pieces, but these are smaller than those of young stem 
ginger 

Fingers or third quality. 
pieces which are too small for choice selected stem ginger 


oval 


This consists of smaller oblong 


Fourth quality, also known as “skins,” “shavings,” 
This grade comprises the waste material left 


“tops 
and tails.” 
over after the other grades have been sorted out. 

“dry cargo ginger,’ 
dry 


Crystallized ginger is marketed as 
dry small cargo ginger,” dry young stem ginger,” 
choice selected stem ginger,’ and also “dry cube ginger,’ the 
cubes being about 34 inches in size, and “dry sliced ginger, 
in which the slices are about 1/4 inches thick 

Packing 

Ginger preserved in syrup is packed in 2 cwt. casks, 1 cwt 
kegs and in small stoneware jars; of the bulk packs, the 
2 cwt. cask is most commonly used. For the United King 
dom trade, the cask contains 1 picul of ginger and 68 
catties of syrup, the latter containing 30 catties of sugar 
There is also what is known in the trade as the “heavy pack’ 
this nominally contains 11/) piculs (200 lbs.) of ginger and 
18 catties of syrup containing 8 catties Of sugar, but in 
practice the “‘heavy pack’’ may contain anything from 180 Ib 
to 200 Ib. of ginger per 2 cwt. cask. 
United States and Dominion markets 


It ts produced for the 
The jars, grey, green 
or “fancy,” are packed in cases, either of 6 jars, each con 
taining 5 Ibs. of ginger, 12 jars, each containing 2'/) Ibs 
of ginger, or 24 jars, each with 1 Ib. of ginger 

Dry ginger (crystallized or partly crystallized ) 
Hong Kong is nowadays mostly packed in casks, but it ts 
also packed in cases (previously rendered air-tight by being 
first lined with Chinese bamboo paper, which ts stuck on 
with wood oil, and then with dry bamboo leaves), contain 
ing 48 heavily soldered tins, weighing 1 lb. each or 96 tins 


from 


weighing Ib. each 


Preserving of salted ginger in other countries 
As has already been stated, some fresh and salted ginger 
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is exported from Hong Kong; New Zealand ts the main 
purchaser, but Australia, Canada and the United States also 
take fair quantities. The amount imported into the United 
Kingdom is extremely small. Some of this ginger finds its 
way into the retail trade and in Victoria, Australia, the De 
partment of Agriculture has published information on the 
preserving of green ginger in the home." The greater part, 
however, and particularly the salted ginger, 1s imported tort 
commercial preserving, and the following method has been 
recommended :' 

The first step is to drain the brine from the barrel, placing 
a piece of gauze over the bung hole to prevent pieces of 
ginger from coming out. The barrel ts then refilled with 
hot water, the bung replaced, and the barrel rolled well and 
then allowed to stard for a few hours. The water 1s then 
run off and the process repeated if much salt appears to be 
left 

In order to remove the brine which has penetrated inside 
the ginger, the ginger should be placed in cold water in a 
steam pan, where it 1s gently brought to the boil and allowed 
minutes 


to simmer for 20 to 30 It is then placed on 


sieves and allowed to drain thoroughly. The treatment re 
moves the residual salt and softens the tissues. The brine 
used with ginger varies and sometimes sulphur dioxide 
preservative 1s used. The above treatment ts mecessary in 
all cases 

Any residual brine will cause stringiness, hardness, etc., 
while at the same time it will discolor the sugar ,causing 
darkening, and also partially invert the sugar, which will 
result in sweating 

The introduction of the sugar into the ginger must be done 
in stages, the syrup strength being increased each time. If 


a high gravity syrup is used initially, it will not penetrate 


The American Spice Trade Association's “trader's hut" exhibit at 
the American Meat Institute Show in Chicago, drew a record at 
tendance of nearly 2,000 persons. Greeting a visitor with a sample 
of coarse ground black pepper and some spice literature are hostess 
Dianne Daniggelis and W. Bosley Bond, of the Wixon Spice Co 
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into the centre, whereas a lower strength syrup has a more 
penetrating power and assists the penetration of the stronger 
syrup in succeeding stages Any attempt to force the 
syruping process at any stage by the use of too strong 
syrups may cause shrinkage and toughening. ‘This is due 
to the fact that concentrated solutions of this type withdraw 
water from the tissue more rapidly than the sugar pene 
trates them 

A convenient method of syruping is by the tank method, 
in which the ginger is placed in layers on sieves in a tank and 
the syrup poured on, The liquor is run off as required 
through a tap at the bottom 

For the first syrup, sugar and water are boiled up to give 
a density of 15° Bé. at boiling point, and allowed to cool; 
the ginger is then covered with it. On the following day the 
excess is run off, the syrup reboiled to 18° Bé., and the 
ginger again covered with it and allowed to stand over- 
night. This process is repeated every day, the density of 
the syrup being increased each time by 3° Bé. to the final 
stage of 39°-40° Bé. In this way, the ginger will gradually 
and evenly absorb the sugar; if desired, a final hot syruping 
at 42° Bé. can be given, the syrup being run off after stand 
ing for two hours in the tank. Sometimes the ginger is also 
rolled in powdered sugar and spread out to dry, 

Care must be taken when re-boiling the syrup at each 
stage and adding further sugar, if necessary, that the boiling 
is not carried out so rapidly that scorching or discoolration 
OCCUrS 


(lo be continued ) 


U. S. mustard seed crop 
18% larger this year 


The 1956 mustard-seed crop in Montana and California 
is estimated at 42,241,000 Ibs., according to the U.S. De- 
partment of Agriculture's Crop Reporting Board 

This production is 18% larger than the 1955 crop of 
35,830,000 Ibs., two and one third times as large as the 
1945-54 average of 18,229,000 Ibs. and is the largest 
crop since 1942 

About 94% of the total production, or 39,631,000 Ibs., 
is being produced in Montana compared with 977 last 


year 

The Oriental variety accounts for 62% of this year's 
total production, a much larger proportion than last year, 
yellow mustard for 200%, and brown 18%, These per 
centages compare with 469% for Oriental, 330% for yel- 


low, and 21% for brown in 1955, and the ten-year 
average of 32%, 53%, and 14%, respectively. 

Production of Oriental, indicated at 26,160,000 Ibs., is 
58% larger than last year and four and one half times as 
large as the average crop. 

The yellow mustard seed crop, forecast at 8,446,000 Ibs., 
is 29% smaller than in 1955 and 13% below average. 

Production of brown mustard is estimated at 7,635,000 
lbs, 4% more than last year and almost three times 
as large as average, All of California's production during 
the last two years has been of the brown variety. 

The estimated 51,500 acres for harvest in Montana and 
California is 4% larger than last year and 22% above 
the ten-year average. Abandonment of planted acreage 
in Montana is estimated at 4.4%, or 2,300 acres. In 1955 
only 3.4%, of 1,700 acres, were abandoned. 

In Montana, weather conditions have been favorable 
this year, and yields per acre of yellow and brown 
mustard are expected to be larger than last year, while 
Oriental is expected to equal last year’s high yield of 800 
lbs. per acre. Yields for each of the three varieties 
are much above average. The average yield per acre for 
all varieties in Montana is indicated at 797 Ibs., com- 
pared with 714 Ibs, in 1955 and the average of 473 Ibs. 

In California growing and harvesting conditions were 
also favorable, with the result that a yield of 1,450, Ibs. 
per acre is indicated, compared with 1,200 Ibs. last year 
and the ten-year average of 856 lbs. 

Imports of whole mustard-seed for consumption during 
the calendar year 1955 totaled a record 34,058,984 Ibs., 
compared with 28,811,703 Ibs. in 1954 and the previous 
record of 30,473,842 lbs. in 1952. The 1949-53 average 
imports totaled 20,477,654 Ibs. 

Of the 1955 imports, 29,440,521 Ibs. came from Canada, 
1,954,654 Ibs. from Denmark, 1, 155,616 lbs. from the 
United Kingdom, 790,986 Ibs. from the Netherlands, 
510,084 Ibs. from Italy, 142,657 Ibs. from Chile, 54,865 Ibs. 
from Sweden, and 9,601 Ibs, from Turkey. 

Imports during the first six months of 1956 totaled 
9,087,947 Ibs., compared with 7,273,145 last year and 
6,556,364 lbs. two years ago for the same period. 
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@ @ There has been a “chain reaction” 


? = [; of changes among a number of the 
PANRCLSCO amp ings men in the green coffee trade 


Fenerin, formerly with Harry 
Maxwell, agent for Hard and Rand, 


By MARK M. HALL 


@ @ Last month the Western States Tea 
Association gave a luncheon in honor otf 
the Indian tea delegation at the St 
Francis Hotel. Those present included 
M. G. Menon, India’s New York Consul 
General; U.K. Ghoshal, of the Tea Board 
of India; N. M. Lingan, also of the 
India Tea Board and a member of India’s 
Parliament. Another guest was Gerard 
grant, executive director of the Tea 
Council of the U.S.A 

After the introduction by President 
Bob Manning, Mr. Ghoshal, who spoke 
to the same group the year before, gave 
a very interesting talk on the tea situa 
tion as it pertained to his country. The 
reason for their visit, he said, was to 
learn the future of tea here. Increased 
consumption and an expanding market is 
of great importance to all the tea pro 
ducing countries, he said. India would 
be able to obtain more dollars for the 
things she wanted to do to improve her 
economic situation and the standard of 
fiving of her people. It is to the United 
States that they look for increased con 
sumption. Canada is not making the 
same strides in increasing tea consump 
tion, he commented 

Mr. Ghoshal said it was not unreason 
able to expect that the United States 
could increase its annual consumption of 
tea from 95,000,000 to 105,000,000) Ibs 
in the next five years, and then set a 
goal of 120,000,000 Ibs. The knowledge 
of prospective increases in this country 
would enable his own country to. set 
goals for increased production, plan new 
acreage and develop existing plantations 

It is expected that in four years India’s 
tea production will be up to 700,000,000 
Ibs. he said. This could be brought about 
sooner, he felt, but it would not be ad 
visable. Their own internal consumption 


joined forces with Jack Schimel 
pfenig at Anderson Clayton & Co 
has increased 35,000,000 Ibs. since 1935, John Pollarno took Fenerin’s place with 
and now totals 200,000,000 Ibs. a year Harry Maxwell. He was formerly with 
Exportable surplus is two-thirds of their Ruffner, McDowell & Burch, New York 
production and even with production in City. He also has had experience in 
creases, India wants to see this ratio Central America 
maintained Doug Wood, who was with |. Aron 
High praise was given to the Tea & Co, Inc., took the place of Fred Von 
Council for effective work in promoting Scheven at Internatio-Rotterdam, — Ine 
the sale of tea in this country. India is Von Scheven is stepping out of the cof 
looking forward to the time when annual fee business to sell Cadillacs and Olds 
consumption here will reach one pound mobiles for the Reetor Motor Co, in 
per capita, Mr. Ghoshal said. Producers San Mateo 
have learned that there is always a good 
market for the better teas in this country 
tee. Ton presented her proud husband with a brand 
new baby girl, Shelley 
broad trends in the tea market, do the 
industry level promotion and some of the @ 8 A luncheon was given at the Mark 
basic publicity, it was felt that effective Hopkins Hotel in honor of Joas Pache 
promotion would also have to come from coe Cheves, former president of — the 
individual packers LBC. and now advisor on coffee matters 
N. M. Lingam made a few remarks, to the minister of finance of Brazil and 
and he and Mr. Ghoshal answered ques also a federal deputy from the state of 
tions that were put to them Sao Paulo. Ineluded in his party was 
ee. H. Harter, plant manager for Joao Reis Souza Dantes, an industrialist, 
and Brazihan Consul General H. ¢ 


Thomas J. Lipton, Inc., at Galveston, 
Texas, was a recent visitor at San Fran Pereira. There were about 60 coffee men 


cisco and met some of his old friends at present 
a luncheon meeting @ 8 Instant Hills Bros, Coffee made its 
The Moore-McCormack Lines de appearance among the green men on 
clared an open house and cocktail party coffee row during the middle of last 
recently for all the coffee people and month. This was some days before the 
other members of the shippers’ fraternity regular releases by the company It 
The occasion was the completion of their scemed the opinion of those who sampled 
handsome new quarters at 214 California it that here was an instant that came 
Street closer to vacuum pack than any other 
The Moore-McCormack Lines, with brand. The new product, a development 
\. C. Fenger as the host, invited a of many years of research in the labora 
number of coffee men to a luncheon at tories and pilot plant of Hills Bros. Cof 
the Commercial Club in honor of Harvey fee, Inc., claims true coffee flavor and 
Ward, who had just won the amateur aroma like that of coffee freshly made 
Golf Championship. This was quite an from the regular ground product 
event, with the mayor of San Francisco Instant Hills Bros. Coffee is packed in 
attending Among the guests were the two popular sizes, two-ounce and six 
Harold King, Tom Duff, John Beardsley, ounce jar Both sizes feature a new 
Ced Sheerer, Bill Nichelmann and Harvey type inner eal of aluminum foil which, 
Brockhage (Continued on page 183) 


E. A. JOHNSON & C0. GREEN COFFEE 


COFFEE IMPORTERS AND AGENTS | San Francisco 


BRAZILS * COLOMBIANS * CENTRAL AMERICANS 
166 California Street 


San Francisco Calif. 


FITZPATRICK & HOFFMAN, INC. 


210 California Street 


JOSEPH G. HOOPER JR., CO. 
203 California St. San Francisco 
MILDS — BRAZILS 


BRAZILS — MILDS 


WELDON H. EMIGH co., INC. | | GEO. W. REED & CO., INC. 


| 150 California St., San Francisco |! Cable: “REEDCAFE” (Member P.C.C.A.) 
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Flows 


@eAt an organization 
hoard of directors of the New York City 
Green Coffee Association confirmed ap 
pontments to standing committees for the 
coming year 

These committees, and their member 
lip, are as follows 

Finance and executive—W., H. Lee, 
chairman, 1). Gillies, J. H. Naumann 
Comtract-—b, J, Walker, chairman, ( 
». Mackey, H. R. McComb, A. L. Ranso 
hoff, Kk. B. Sasseen 

Traffic and warehouse—R, A. Suthet 
land, chairman, F. P. Burnham, R, Hech 
ko, ©, P, Monahan, W. Newhoff 

Membership—H. Kk. MeComb, chair 
man, J. FE. Burt, J. H. Coleman 

Trade and statistics—J. M 
chairman, H. M. DeHos, F 
k. Kimpel and T. Nielsen 

Arbitration—J. T. Daly, chairman, Carl 
Jorchsenius, J. Delay, H. A. Fraenkel, 
H. Horwitz, G. M McEvoy, A. Me 
Millan 

by-law ( 
Den cn, W. I 
1} A. Sperling 
Spot quotation—P. L 
man, ©, H. Bolte, Fred Kohn, T. J, Man 
wiert, H. MeComb 

\ctivities—J, Sullivan, chairman, 
Mle tole J J Malone, | | 


O'Brien, 
A. Karl, Ir., 


Leister, chairman, M, 
Korbin, Jr, C. T. Ney, 


Stetzer, chair 


Durand 
Schwartz 
Standard type—J. G. Cargill, chairman, 
W. Finnerty, E. K. Klaussmann, Ir, 
1, A. Lev, J. P. Norton, L. Schlesinger, 
H. Sneden, Sues 
@ Charies Slover has joined the 
Kar Kastern Commodities Corp, 82 Wall 
Street, as Manager ol the coffee depart 


ment 

Singhofen has acquired My 
Slover’s interest in Charles F. Slover & 
(Co, and will continue as coffee 


broker and agent under the name of 


krnest Singhofen & In 


@ @ Krancis M. Kurtz, widely known in 
the coffee industry, has resigned from 
\& i’) His plans, it was reported, are 
indefinite for the time being 


8 8 lie coffee industry sustained a 
severe loss in the death last month of 
Dr. Leslie H, Backer, professor emeri 
tus and former head of the departments 
ol chemistry and chemical engineering at 
the Stevens Institute of Technology 

Death came after a brief illness. D1 
Backer was 71 

He was an expert on the brewing of 
cottes 
contributing to the establishment of the 
Coffee Brewing Institute in 1952 

Before that, Dr. Backer was active in 
the Brewing Committee of the National 


His research was a major factor 


meeting, the 


Coffee Association. His work led to the 
adoption of the NCA Standard Grinds, 
and covered the study of brewing devices 
and principles in order to establish the 
optimum degree of extraction and the 
proper relationship between grinds and 
brewing methods 

After the formation of CBI, Dr 
Backer served as a consultant to that 
organization and continued to contribute 
10 promotion of better coffee brewing 

Modern coffee roasting principles also 
were developed through research and ex- 
perimental work by Dr. Backer. His ef- 
forts in this area resulted in equipment 
for coffee roasting at low temperatures, 
for continuous low-heat roasting and for 
smoke elimination in the roasting pro 
CESS 

Dr. Backer was consultant to Jabez 
Burns & Sons, Inc., manufacturers of 
coffee processing equipment 

He was born in Bayonne, N. |., gradu 
ated from Stevens in 1909 and joined the 
faculty the same year. He became head 
of the departments in 1940, and retired in 
1955 

Surviving are his widow, two sons, 
three daughters and 11 grandchildren 
8 8 Torkel Gauffin, sales representative 
in Sweden for Anderson, Clayton & Cia., 
Ltda., Brazil, recently visited New York 
enroute to Sweden, after an extensive trip 
through Brazil, Peru and Colombia 
Paul F 
Smith Co., Ine 
ing as coffee buyer to become associated 
on November 15th with Ruffner, Me 
Dowell & Burch, In 
® 8 Maximiliano Tschiptschin, managing 
director, Corporacdo Brasileira de Cafei 
cultores (Brazilian Coffeegrowers 
Corp.), and treasurer of Banco Agricola 
Nacional C.C.C,, is in the United States 
to attend the National Coffee Association 
convention and to study marketing and 
distribution methods of coffee and other 


Sachs, with the Eppens, 
for 23 years, is resign 


tsrazilian products in the 

Mr. Tschiptschin will attend the NCA 
convention as an observer for the CBC, 
the Farm Bureau Federation of the State 
of Sao Paulo and the Sao Paulo Coffee 
growers Association 
8 8 Grace B. Mennerich, who has been 
with Ruffner, MeDowell & Burch, Inc., 
for 30 years, was guest of honor at a 
dinner party tendered by the company at 
the Plaza Hotel 

Miss Mennerich is leaving to be married 
to Reginald W. Walker, purchasing a .ent 
for the Pennsylvania Railroad in Newark, 
N, J 
8 John: Brooke, chairman of Brooke 
Bond & Co., Ltd., London, recently visit 


ed the United States, accompanied by 
Mrs. Brooke 

He attended the conventions of the Tea 
Association of the U.S.A. and the Tea 
and Coffee Association of Canada. 

Mr. Brooke took the opportunity while 
here to present “long service” gold 
watches to the following members of the 
staff of the Carter, Macy Co., Inc., in 
New York City 

Walter Bollman, president, who has 
been in the tea trade 50 years, in recog- 
nition of his 37 years with Carter, Macy 

Joe WDiziki, vice president, in recog 
nition of his 29 years with the company 

Elizabeth Steenhuisen, secretary of the 
company, in recognition of her 28 years 
of service 
® ® Carl I. Wood, president of Thomas 
|. Lipton, Ine., has been named general 
chairman of the 1956-57 maintenance ap- 
peal committee for the George “Junior 
Republic,” America’s pioneer school for 
young people with problems. This is Mr 
Wood's fifth consecutive year as general 
chairman 
@ @ The coffee industry was saddened 
by the recent passing cf Walter B. Keilt, 
of C. A. Mackey & Co., Inc., He was 56. 

An expert on coffee futures trading, 
Mr. Keilt was with C. A. Mackey & Co., 
Inc., for 38 years, last holding the position 
of secretary of that firm 

Surviving are his widow, Mrs. Grace 
Keilt, and two sons, Walter H. Keilt, a 
research engineer at Boeing Aircraft, and 
Robert W. Keilt, convention manager of 
New York's Waldorf-Astoria Hotel 


Also surviving are three grandchildren 


8 8 The Tea Club presented two inter- 
esting speakers and elected new officers 
at its final 1956 dinner-meeting 

Addressing the diners were U.K. Gho- 
shal, Chairman, Tea Board of India, and 
N. M. Lingam, member of the Indian 
Parliament and the Tea Board of India 

Soth men lauded the promotional work 
of the Tea Council of the U. S. A. and 
mentioned that it was being used as a 
model for tea promotion in other con 
suming countries 

Mr. Ghoshal and Mr. Lingam were in 
the U. S. to attend meetings of the Tea 
Council and see various members of the 
trade in key cities 

New Tea Club officers elected for 
1957 were: president, George F. Mitchell; 
vice president, Norman Langer; treasurer, 
Stanley Mason; and secretary, Miss Elaine 
H. Kroner 

\s usual, many of the diners went 
home with interesting door prizes, do- 
nated by various Tea Club members 


@ 8 Visiting New York recently was 
Cecil Anderson, of Heath & Co. (Ceylon) 
Ltd., Colombo, tea exporters 

Mr. Anderson was here for about three 
wecks, visiting various members of the 


New York tea trade 


COFFEE 


“REATURN" 
104 FRONT ST. 


REAMER, TURNER & CO. 


Brokers and Import Agents 


NEW YORK 59 PEARL STREET 


Reaud-Geck Corporation 
Mexican —Santo Domingo — Ecuador 
Guatemalan—Venezuelan 

Caban— Africa 


NEW YORK 


Coffees 
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COFFEE & TEA 


INDUSTRIES 


Flavor Field 


and The 


: 


Get your COLOMBIANS 


BALZACBRO 


Shortest Route from Growers 


| 
| Balzac Bros. & Company, Inc 


Edward McCauley & Co. 
COFFEE 


- One Jones Lane New York 5, N. Y. 


| 
| 
Cable Address: CAULCAFE 


Wm. Hosmer Bennett & Son 


Coffee Agents and Brokers 
NEW YORK, 5 


100 Front St. 
"Laticlave" 


GEORGE P. BOTT & CO. 


COFFEE BROKERS AND AGENTS 
Representing Shippers in 
SANTOS — RIO DE JANEIRO — PARANA | 
Members & Graders | 
New York Coffee & Sugar Exchange, Inc. 
Green Coffee Association of New York City 


90 Wall Street New York 5, N.Y. | 


| Coffee Brokers and Agents 


| Representing leading shippers of 
Africans—Ethiopians—Belgian Congos 


98 Front St., New York 5, N. Y. 
Cable Address: Phyfe, N. Y. 


WALTER B. CARSWELL 


104 FRONT STREET, NEW YORK 5 


| Green Coffees 


| Tel. HAnover 2-1566 


A. L. RANSOHOFF Co., INC. 
Coffee 


NEW YORK 


Cable Address 


“RANWILLIG” 108 Pront Street 


| S. A. GLASBERG CO. 
ABYSSINIANS — ANGOLAS — BELGIAN CONGOS 
IVORY COAST — MADAGASCARS — UGANDAS 


Cables: Cafruki, New York 
| 67 Wall Street 


ERNEST SINGHOFEN & Co., INC. 


Coffee 


NEW YORK 


| TEL: WHITEHALL 4-6182 109 FRONT STREET | 


New York 5, N. Y. att 
| | WESSEL,DUVAL & CO.,Inc. 
W.H. LEE COMPANY | | Extablished 1825 
EXPORT 1 IMPO 
COFFEE RT 
COMMISSION BROKERAGE 
Coffee and Cocoa 
Cable address NEW YORK 10: Front st. 
MEMBERS NEW YORK COFFEE & SUGAR EXCHANGE INC 67 4,N.¥. 
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ew Votes 


By WINONA McKENNON 


The annual goll and gin rummy 
tournaments and the staw dinner of the 
Green Coffee Association of New Or: 
Lakewood 
Country Club, with a wood attendance 
Milton Ruth, of Leon Israel & Bros., 
Inc., was in charge of the wolf tourna 
ment; Louis Arnaud, of Lafaye & Ar 
naud, was in charge of the gin rummy 
Gernon of Ruf 


leans were held at the 


tournament; George 
fner, McDowell & Burch, headed up 
the reservations committee | \ 
Lafaye of J. Aron & Co., Inc., was 
chairman of the entertainment commit 
tee Alian Colley, of the Dupu 
Storage and Forwarding Corp., won 
the first prize in the golf tournament 
John Dreyfus, of J. Aron & Co., Inc 
won first prize m the gin rummy 
tournament 

8 8 Tom Duff of Leon Israel & Bro 
Inc., San Francisco, was a recent busi 
ness visitor here 


8 8 Phil Ricks of Adolph C. Ricks & 
Co., has returned from a business trip 
to Houston 


Larry Guerin, in charge of public 
relations for Lykes Brothers here, has 
returned from Chicago, where he was 
invited to speak at the formal opening 
of the new 
Northwestern 


transportation center at 


Universiy, Evanston 


Se A 19% increase in imports during 
the first quarter of 1956 has been re 
ported for the Port of New Orleans by 
Robert W. French, port director. The 
increase is im weneral cargo, both un 
ports and exports. Coffee imports were 
reported up 46% over the first four 
months of last year 

® @ Robert J. Welcker, of Otis Me 
Allister, has become an associate mem 
ber of the New Board ot 
Trade 

ee W.H. Kunz has returned from a 
trip to Norway, Sweden, Denmark, 
Italy, France, Jelwium and other coun 
tries, which he visited with Mrs. Kunz 
and his nephew 

@e Mr. and Mrs. Antonio Kattan are 
guests here of their son, David Kattan 
They will shortly return to their home 
in Honduras 

P. Bartlett, Sr, of the Amer 
returned from 


Orleans 


can Coffee Co., has 
California, where he visited his youn 
Bartlett, who 
officer on the = atreratt 


While on the 


gest son, Ensign Clay L 
is disbursing 
carrier, Philippine Sea 


Coast, Mr. Bartlett called on the trade 
in Los Angeles and San Francisco 

8 @ John Keech, of the United Africa 
Co., Nairobi, visited in New Orleans 
recently He was accompanied by 
Greg Martinez, of the Carl Borchseni 
us Co., Ine New York City 

® @ Murray Squires, of ©. A. Mackey 
& Co., La., Inc., has returned from a 
business trip into Brazil. John Scates, 
who was in the local office during 
Mr. Squires absence, will return to the 
New York office shortly 

8 8 aul Zimmerman has returned to 
the New York offices of Carl Borsch 
senius Co., after a_ visit to 
New Orleans 

8 @ Among members of the trade here 
planning to attend the Southern Coffec 
Roasters Association meeting at the 
Seminole Hotel in Jacksonville, Florida, 
are: Tom Buckley, Buckley and For 
stall: Max Zander, Leon Israel & Bros., 
Inc.; Bill Madere, J. Aron & Co., Inc.; 
Fred Abbott, Stewart, Carnal & Co., 
Ltd.; John Dreyfus, J. Aron & Co., 
Inc } and Albert 
Brazil Sales Agency (juests are in 
vited to attend the Florida-Auburn 
football game in Gainesville 

Coffe: 
tinues good here this month 
Instant Coffee and Chicory was pro 
moted with a 10¢ coupon in every two 
Coffee and Chicory 


Barrientos, of the 


age con 
Luzianne 


advertising 


ounce jal 
was advertised at 69¢ for a one pound 
bag, with free fashion hose for “only 5 
coupons from RT Coffee’. Communi 
ty Coffee ran a half-page ad in the 
Times-Picayune listing stores in New 
Orleans and vicinity carrying the cof 
fee 

@® @ Antonio Zardain, a 
Casa Zardain, S. A., and manager ot 
their Oaxaca branch, accompanied by 
his wife, spent several days in New 
Orleans after visiting New York, and 
later left for San Francisco prior to 


partner ot 


returning to Mexico 

@ e@ Aristides de Freitas, of Lima, 
Nogueira S/A, Commissaria e Expor 
n town for a few 


tadora, Santos, was 
days 


Chicago 
By HARRY T. LANE 


@ @ The membership of the Chicago 
Coffee Club is now 101. The following 
are the most recent additions to the 


roster: 


A. M. Alvarez, Nopal Lines, Houston, 
Texas. 

C. S. Richmond, Jr. W. C. Becker, 
Joseph Perrye, of the Universal Coffee 
Co 

William 
Paper Corp 

Andrew H. Selzer, A. H. Selzer, Inc. 

J. P. Kissane, B. F. Gump Co 
8 8 The Coffee Club is holding a stag 
party at the Skyline Club this month 
® @ Most of the Chicago roasters and 
their wives plan on attending the National 
Coffee Association convention at Boca 
Raton. 

@ @ Fd Sieling’s son, Ronald, was mar- 
ried to Miss Sue Sylvester. They will 
live in Long Beach, California, until 
Ronald completes his Navy term 

ses The B. F. Gump Co., coffee plant 
equipment manufacturers, Chicago, have 
announced that James P. Kissane is now 
associated with them in their sales and 
engineering department. Mr. Kissane is 
well known in the trade as a coffee buyer, 
salesman and plant manager. The com- 
pany feels that his many years of ex- 
perience in practical coffee operations 
provide an background — for 
customer service and consultation 

Over the years, Mr. Kissane has been 
active in local and national trade associ- 


Gilmore, American Bag & 


excellent 


ations, having served as president of both 
the Chicago Coffee Association and Chi- 
cago Coffee Club, as well as a director 
of the National Coffee Association 

As a member of the B. F. Gump Co. 
staff, Mr. Kissane will specialize in 
customer service related to quality con- 
trol in modern coffee plant operations 
@ 8 The Superior Tea and Coffee Co 
has sold their home service routes to the 
Eureka Tea Co., it has been announced, 

It was emphasized that only the home 
services routes were involved in the sale, 
and that the other divisions of Superior’s 
business, such as the institutional trade, 
were not affected 


St. Louis 
By LEE H. NOLTE 


@e@ The St. Louis Coffee Club closed 
the golf season with a big party at the 
Normandie Golf Club. Walter Lands- 
mann, of the General Coffee Co., won 
the low gross, and Jim Jensen, of the 
O'Connor Coffee Co., was runner-up 
Twenty-four teed off for golf, and over 
50 had fine big steak dinners 
\fter supper many beautiful 
were awarded, The prizes were con- 
tributed by coffee importers and many of 
the good friends of the coffee trace 
The party went on into the night, and 
everybody had a wonderful time. Again 
Gene Crowson and his fine committee 


prizes 


scored very high in setting up such a fine 
party 


| Equipment to buy? 
| Equipment to sell? 


Let the classified column of COFFEE 
| AND TEA INDUSTRIES help you. 


C. H. 


D'ANTONIO & CO. 


BROKERS 
203 Board of Trade Annex, New Orleans, La. 


Coffee 
AGENTS 


COFFEE & TEA 


INDUSTRIES and The 


Field 


Flavor 


| | 
— 
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San Francisco 


(Continued from page 179) 
it is claimed, “keeps taste in keeps 
air out” 

The label and cap for the new Instant 
Hills Bros. Coffee were developed by the 
noted industrial designer, Raymond 
Loewy. A simplified and modernized 
version of the familiar Hills Bros. Coffee 
Arab trade-mark has been centered in a 
double ellipse of coffee-brown and white 
A bright attention-getting red is used on 
the balance of the label 

Although distribution currently is only 
in Northern California, further market 
ing plans will be announced at a later 
date 
@ @ Edward M. Manning, Sr., president 
of Manning's, Inc., the West Coast chain 
of coffee cafeterias and bakeries, died 
last month at his room at the Mark 
Hopkins Hotel. He was 84 

\ native of St. Louis, Mr 
entered the coffee business in Boston in 
1900. He later moved to Seattle 


Manning 


To encourage sales, he served coffee 
in his retail store at two cents a cup 
Customers asked for food to go with the 
coffee, so Mr. Manning established his 
own bakery. The business grew into a 
chain of cafeterias featuring Manning's 
Coffee that now stretches from Seattle 
to San Diego 

In 1927 he moved the headquarters ot 
the business from Seattle to San Fran- 


Mr. Manning was a member of the 
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The Grace Line's recent golf and dinner party at the Orinda Country 
Club lived up to its reputation as one of the most agreeable coffee 
trade events. From left: Gene Heathcote, PCCA president, making 
some off-the-cuff comments on behalf of the trade, with Harry March 
in the background; T. Carroll Wilson; D. N. Lillevand and Lloyd 


Golfers at the Grace Line's party included, from left: Jim Read, 
Bill Nichelmann, Harvey Brockage, Tom Barrett, Ernie Kahl, Ernie 
Shaw, Ruben Hills Il], Gene Heathcote, Ed Johnson, Jr., Ed Manning, 


Rotary Club at Palo Alto and the First 
Presbyterian Church of Palo Alto 

He 1s survived by four sons: Edward 
M. Manning, Ir., vice president of Man 
ning’s, Inc. of San Francisco; Robert A 
Manning, vice president of the Manning's 
Coffee Co., Division of Manning’s, Inc 
of San Francisco; David FE. Manning, of 
San Francisco; and Charles N. Manning, 
of Kentheld; and a daughter, Margaret 
Throckmorton, of Berkeley 


Southern California 


By VICTOR J. CAIN 


formerly of H. O 
recently 


flim Knecht, 
Knecht & Co, 
arrival of a son 


announced the 


8 @ brett Johnson, of Otis McAllister, 
San Francisco, recently arrived in Le 
Angeles to call on the coffee trade 


8B Beck Rowe, of Bunge Coffee, Inc., 
was recently in Los Angeles, to call on 
the coffee trade 

@ @ \\e were pleased to hear that M1 
T. R. Lingle has come home from the 
Huntington Memorial Hospital, for final 
recuperation after her serious injury 
@eMr. & Mrs. John Mack, of the 
Ek. B. Ackerman Co., Ine., spent several 
weeks in the Pacific Northwest vacation 
ing. While there, John was able to get 


in several days salmon fishing, and from 


all reports, had very good luck 


@ @ Capt. Bren Geddes, of Moore Mc 
Cormack Lines, Inc., New York City, 


Thomas; Harry Thompson and Clarence Knutsen, as snapped by Max 
Kahn, of the Grace Line; Fred De Bow, of W. R. Grace & Co. 
phones home at the !Oth hole snack bar to find out if that blessed 
event took place, while Bill Seeley and Beck Rowe chat at the table. 


Harold King, Bob Bensen, Alan McKay, John Roddy, Cedric Sheerer, 
Charles Cecil, Edgar Malmgren, N. F. Hopping, Joe Fitzpatrick and 
Warren Kludt. Jim Read came in with low gross, Bill Seeley low net. 


was recently in Los Angeles on a business 
trip 

8 8 Osoha Shosen Kaisha, Ltd., 
ly tendered to the Los Angeles coffee 
trade a reception and cocktail party 
aboard the Brazil Maru, inaugurating 
the company's first coffee shipment to the 


recent 


Pacific Coast 
Acting as hosts for the OS.K. Line 
were Mr. and Mrs. R, F, Holbrook, presi 


dent of Williams Dimond & Co.; K 
Varcoe, assistant to the president; Mr 
and Mrs. J. S. Wilson and Mr, and Mrs 
M. RK. Porte, general freight agents, 
Williams Dimond & Co.; Mr. and Mrs 


H. L. @linkley, Terminal Superintendent 
K. Aodi, Los Angeles representative for 
the O.SK. Line, assisted the Williams, 
Dimond officials as hosts for this very 
delightful party 

The guests included Mr. and Mrs, Bob 
Olizan; Mr. and Mrs. Bob Octting; Mt 
& Mr FE. | Sounds; Mr. and Mrs 
Walter Dunn; Mr. and Mr loon Har 


ve Mr. and Mrs. Bill Gloege; Irving 
Manning; J. A. Dougherty; Mr. and Mr 

earl Lingle; Mr. and Mr Tom Halpin; 
kd Apffel; Mr. and Mr Al \pffel ; 
Mr. and Mrs. Bill Morton; W. R. Morton 
and his fiancé, Herrad Tielsch; George 


and Leonard Koppel ; nd Mi and Mrs 
Vie Cain 

Norman Johnson, of A 
recently in 


Johnson 
& San Francisco, wa 
Los Angeles to call on the coffee trade 

ese Mr and Mrs Herb Knecht recentl 
vacationed in New Mexico to visit their 
son Jim and get a glimpse of their new 


grandson 
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CLASSIFIED ADVERTISEMENTS 
Rates: Single Column $3.50; 1” 

2” $11.00; 3” $1900; 4” $18.00 
Situations Wanted S¢ per word, $1 minimum. 


Learning the technique of coffee 


roasting is easy with a copy of 
The Coffee Man's Manual 


$2.50 
Write to The Spice Mill 
Book Department 


106 Water Street 
New York 5, N. Y. 


“Manufacturing 
Processes for 


Soluble Coffee”’ 


is now available in 
booklet form 
50 cents per copy 


Coffee & Tea Industries 


(formerly The ape Mill) 
106 Water St., New York 5, N. Y. 


Spices: by JOS. JANK 


Their Botanical Origin 
Their Chemical Composition 
Their Commercial Use 
Price $3.00 
Write to The Spice Mill Book Depertmont | 
106 Water Street New York 5, N. Y. 


EQUIPMENT WANTED 


WANTED: Two four bag Thermalo Roaster 


omplete with bullt-in moke incinerator 
green coffee bucket elevators, green coffer 
cleaner complete with fan, cyclone and duat 
ean, green coffee elevator to roaster, roaster 
green coffee hopper Mtirflex cooler atoner 
complete with fan, hopper, chaff collector 
rew conveyor storage hoppers, mil bu 
condition Address Hox 180, c/o Coffee & 


Ten Industries 


BETTER COFFEE 


can be made in 


Clean Equipment 


Write for a sample 
package of 


COFFEE URN 
CLEANER 


WALTER R. HANSEN 
P.O. Box 91, Elgin, Illinois 
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the Arabian had a ball 


... COffee ball, 
that is 


The ancient Arabians loved coffee. So 
much so that they not only drank it — 
they ate it. The whole ripe berries, leaves 
and hull, were crushed and molded into 
food balls, held in shape with fat. One 
such ball, about the size of a billiard ball, 
made up a day’s ration and sustained a 
man on a long day’s march. 

Coffee today is the basis of a great $214 
billion industry —- impressive evidence 
that it still sustains a lot of people 
through “a long day’s march.” And 
roasters who produce the many fine blends 
of coffee for the consumer’s insatiable 
thirst rely on Otis McAllister for a de- 
pendable supply of consistently high qual- 
ity coffee. 

Otis imports more than 100 different 
kinds of green coffee from the coffee pro- 
ducing countries of Central and South 
America — and their organization con- 
sists of 18 affiliated offices, each staffed 
by men who have made coffee their life’s 
work. Why not let Otis serve you? 


Producers of DON CARLOS MEDELLINS 
OTIS ARMENIAS « CARMENCITA 
MANIZALES * ROLLO BUCKS 
OTIS MEXICANS * CENTRAL AMERICANS 
VENEZUELANS AFRICANS 
and those Team-Mates of Quality 
GENUINE CUSTOM-BUILT VINTAGE BOURBONS 
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OTIS MCALLISTER 


Established 1892 
SAN FRANCISCO 4 


310 Sansome St. 

MEMBER OF 
129 Front St. 

NEW ORLEANS 12 


322 Magazine St. 


CHICAGO 10 

510 N. Dearborn St. 
HOUSTON 

1 Main St. 


LOS ANGELES 13 
837 Traction Ave. 
ST. LOUIS 2 

216 S. 7th St. 
TORONTO 2 

228 King St., East 


\ 
\ { 
\ 
\ 
(4 
\\ \ 
{ 
( 
4 
y 
j} 
; 
| 
4 | 
Moet = — 
THERE”... 
Anyi? 
: 


